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Regular retail value, *12.50 





2-piece Holmes & Edwards salad 






serving set, $7.00 value... 
salad bowl, $5.50 value 


EXTRA 
SALES”“TRAFFIC 


we repeat this price promotion...a proved success! Priced 






































below the price of the silverware alone...it moves fast...to give 
you extra profits...and build traffic! Order now for immediate 


delivery. Sold in multiples of six...minimum order six sets. 


HOLMES & EDWARDS 


Silverplate 


A PRODUCT OF THE INTERNATIONAL SILVER COMPANY 


Copyright 1954—The International Silver Company Holmes & Edwards Div., Meriden, Connecticut 
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Executive Office 
Chestnut and 5éth Sts. 
Philadelphia 39, Pa., U. S. A. 


The 
Sts., Philadelphia 39, Pa. En 


Subscription price—United States or its possessions: one year $3.00. Canada: one year $5.00. 
countries (excluding United States or i see and Canada): one year $10.00. 
year $15.00. 
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TRADE DIVERSION 


The Trade Diversion Problem 
The Jeweler Speaks Out on Trade Diversion 


MERCHANDISING AND PROMOTION 


Diamonds to Dollars, Fashion Makes the Sale! 
Remember Father's Day and Graduation in Your June Window 
FR erere rr 
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Graduation Time is Gift-Giving Time ........................ 


Let's Remember Father! 
I PES nc cn we dccecowease veces 
A Logical Selling Sequence—Birthstone Rings to Diamonds ... 
Something a Little Different for Customers .................. 
Designed for Customer Comfort 


GENERAL 


Student Designs Shown at New York Exhibit ................. 
Detecting Counterfeit Money 
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TABLE TOP FASHIONS 


‘The World's Largest’ Table Top Exhibit ..................... 
‘It's Easy to Own Sterling’ 
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Quality Lamps Complement Jewelry Store's Gift Department .... 


GS I kk ke cen wee eee seeoueen 
They're New in Table Top Fashions 
Speaking of China, Glass & Giftwares 
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TECHNICAL 


The Present Status of Diamond Coloration Treatments 
Jewelry Making for Tradesmen and Craftsmen 
Workshop Questions and Answers 
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DEPARTMENTS 


Speaking of the Jewelry Trade 
Half Century Ago in Jewelers’ Circular ....... 
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Briefly—the News in Brief ..... 
News 
Coming Events 
Manufacturers’ 
Editorial 


News 
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THE COVER 


The problem of trade diversion js 
the most engrossing one jewelers 
have faced during the past 20 years. 
How do jewelers feel about it and 
what are their suggestions to cor. 
rect this situation? Turn to page 
66 to "The Jeweler Speaks Out on 
Trade Diversion.” 
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you always know where you stand 
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with these EXCLUSIVE jewelers' watch lines 
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HAMILTON and ILLINOIS ... lines that discount highest acceptance by consumers .. . aggressive 
houses can't get .. . are exclusive for retail advertising and promotion at both local and 
Jewelers AND STAY THAT WAY. You get stability national levels... prestige that sells... full 
and cooperation...not competition from Hamilton ! profit and fast turnover...exclusive lines sold | 

You get something else from Hamilton, too. The exclusively to reputable retail jewelers. | 


back the watches that back you 


Hamilton ILLINOIS | 


...most trusted name in ...it costs so little to 
watches give so much 


Sold direct to retail jewelers by HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 
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in harat Gold 














EXCITING New Line by Shiman-of-Newark 


Again, “something new . . . something beautiful.” 


EARRINGS in 10k and 14k gold — over 70 
different numbers — every one new, fresh, 
imaginative in design, and master-crafted on 
high Shiman standards. 


EARRINGS that bring new life and charm to 
basic heirloom designs, appealing instantly to 
the feminine instinct of beauty — and styled in 


the smartly original yet good taste which will 
always be the vogue. 


EARRINGS of quality, all with genuine pearls, 
opals, garnets, onyx, and other stones, carefully 


an ©) 


selected for quality and color. 


EARRINGS which you must see, now... 
they mean new business, good business, for you. 


— OF NEWARK «+ 109 MONROE ST., NEWARK 5, N.J. 


NEW YORK: 15 Maiden Lane «¢ CHICAGO: J. J. Hochberg, 29 E. Madison Street * LOS ANGELES: Joseph Korsen, 448 S. Hill Street 


4 
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For Unlimited Supply of Rings and Findings 


You'll find incomparable variety in the 
unlimited supply of Finished Rings and 
Findings by Karlan & Bleicher. Superbly 
designed, meticulously crafted, because 
they are easy to assemble, KB complete 
Rings or Findings are your key to bigger 
sales with better profits every step of 
the way. Specify K & B Die Struck Rings 
and Findings . . . and be sure. 


KARLAN & BLEICHER 


RS reucx 


FINDINGS GIVE YOU 


URABILITY 
TYLE 


Tiffany Mountings 
Melee Side Mountings mies 190.(47099/41 
Matched Sets 

OR Ly. 
Shanks and Settings . d 
Clusters and Box Bases ~ 


a “58 ——_ 
Dinner Rings ; EE 
Gents’ Diamond Mountings 1. AA 


Gents’ Stone Rings j a El es \ , ZZ 
Ladies’ Stone Rings 

TELS 

School Rings and Signets 

Side pieces and Trims 

Tops—ete. ... 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —IT’S 


FALCON STONE RING MANUFACTURING COMPANY, Inc. 
A DIVISION OF KARLAN & BLEICHER & 
| ¥ ING. 


(_reakicudilajer: stitial 
188 WEST FOURTH STREET MEW YORK /4.N ¥ 











OFFICES IN CHICAGO AND LOS ANGELES 


FOR May, 1954 











Gleaming rich leathers — distinctive 
and customer-appealing — yet priced 
for the man who wants luxury at a 
modest price. 


Smooth mellow calfskin, lustrous 
cordovans, richly grained alligator, pig- 
skin and lizards — all carefully fash- 
ioned and nylon stitched — all tanned 
with fine vegetable oils that won't irn- 
tate the most sensitive skin. 


Simmons straps are available in al 
sizes, longs and shorts — as well as the 
new popular padded straps. 


For further information and prices 
write R. F. Simmons Co., Attleboro, 
Mass. for the name of your local jobber. 





naturally, 
by 


R. F. SIMMONS COMPANY 


ATTLEBORO, MASSACHUSETTS 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 80 YEARS * SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: 
JACK W. LEES, 44 King Street West, Toronto, Ontario 
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our new design for 




















. Size is added to any diamond held in this completely NEW 
illusion setting. The design and entire styling are new and 
truly fashion-wise... blending many features of better settings. 
The heart-piercing on the side is a new design in our line 

and coupled with the continuously popular three bead corners 
adds a note of quality and grace. 





An elongated prong permits a wide range of stone sizes 
| to be held in any one setting. The setting is substantial and 
secure but not too heavy. Larger sizes particularly carry 
less weight than other comparable designs in our line. 


Available in four sizes, it will accommodate a full range 
of stones from 1/8 carat to 1 carat sizes. Available in 10% 
iridio-platinum, jewelry palladium and gold. 


Write for folder showing complete size range. 


















BAKER 


& COMPANY, (NC. 


PRECIOUS 
METALS 






113 ASTOR STREET, NEWARK 5, NEW JERSEY 





NEW YORK « SAN FRANCISCO + CHICAGO + LOS ANGELES 
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Here is dramatic proof that the ELGIN 
unbreakable mainspring will not rust. 


It gives you: 


e A new mainspring designed to fit about 


O/ 


90°% of all Swiss movements. 


e A mainspring that is better rated (and 
lower priced for its rating) than any other 
unbreakable mainspring. 





Carbon steel mainspring destroyed 
by rust after 18 days in a highly 
humid atmosphere. (Rust causes 
most watch mainspring failures.) 


DuraPower Mainspring after 
7 years in a highly humid 
atmosphere. Microscope re- 
vealed not a single trace of rust. 














Picture of a powerful 
sales advantage 


eA mainspring made of ELGILOY®.. 
an amazing high strength stainless steel 
alloy that is anti-magnetic, rustproof, and 
will not set. 

e ELGILOY®.. perfect result of millions 
of dollars spent over 12 years of research. 


Order your ELGIN unbreakable main- 
springs now from your genuine Elgin ma- 
terial wholesaler. Priced at $5.90 a dozen. 


For what’s new in the watch business, watch - | ( | N 


Elgin National Watch Company ®° Elgin, Illinois 
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these are the facts: 


You can buy cheaper price. 
You can buy better quality. 


but we honestly believe 


YOU CANNOT BUY 
BRISTOL QUALITY 
ror CHEAPER PRICE! 


There are additional reasons for buying Bristol rings. 








They are: 


e Nearly 50 years of prime manufacturing experi- 
ence that represents savings to you. 





e A really complete line of beautifully styled 
wedding and engagement rings in every price 
range. 


e Prompt, dependable service on all orders, large 
and small. 


e A powerful new advertising campaign that con- 
centrates on dealer-aids. Ask to see them. 


your best buy is BRISTOL 


Rings illustrated larger than actual size BRISTOL SEAMLESS RING COMPANY 
— 71 Nassau Street * New York 38, New York * COrtlandt 7-6260 
FOR May, 1954 9 
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Hand Carved for 
the Hand Beloved ~ 

















The rare creative genius of designer Fred Barel has made his =~ 


brilliant collection of Hand Carved Matched Wedding Ring Sets the most 










| 2 
| distinctive ... the most demanded in the field. Barel Bridals are 3 
| capturing the hearts of discriminating brides and grooms 3 
| because of their expert craftsmanship and magnetic : 
. , sales appeal. There’s nothing finer than Barel - 
exclusively 4 
Bridals, truly beautiful beyond compare. =~ 
designed by 4 
| 
| Sold Directly to the Retailer by the Manufacturer — 


| Gekl Fare? : Mats Available Free Upon Request 


_ 24-Hour Service On All Special Orders. 


BRIDAL RING COMPANY, INC. « 87 Nassau Street + New York 38, New Yo 


; 
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Only gives you watch bands 


id st-ham ol-}lelale mi lemr-Mi-k) 4-1) mn ae eel a 
CUT" bands 


with exclusive FLUID-SPRING CONSTRUCTION 


Now you can feature an exclusive watch band with the brilliance of a fine jewelry design that en- 
courages extra band buying...a band that reflects the superb gem-like details magnified above. This 
“JEWEL CUT” BRETTON band, packaged with the famous BRETTON Night-Time Stand, is specially 
priced to retail at $9.95. Be the first to feature the new BRETTON “JEWEL CUT” series. Place your 
order now for this number (Style No. 1293). Available in regular, short, extra short, long and extra 
long sizes, in the rich color of natural gold, at a cost to you of only $5.50 Keystone. 


BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, N.Y. 
We are prime contractors in the Defense Effort 
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PROCESS ALOE EE 


orcs KARMA SIR = SB 


invites customers to sell them- 
selves. It offers a selection that 
calls for a decision to buy— 
doesn’t leave room for a NO 





Increase your May and June sales... 


Tie in with this HAMILTON BEACH 
Bridal Gift Promotion! 


18 powerful ads will help sell your prospects for 60 days straight! 



















Fone MIXER 


NyCk EXTRACTAR 


HAMILTON BEACH 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 








Here’s sales support you'll feel! Through- 
out May and June, over 34 million adver- 
tising messages will push Hamilton Beach 
mixers as wedding and anniversary gifts. 
Many of your prospects will be pre-sold. 
Follow through with your own promotions 
find they’ll buy from you! Write for the 
sales aids you'll need to focus attention 
on your store. Order a Mixing Center to 
spotlight your mixers. Make this program 


pay! 








Lj ° n 
$142.28 ender for 
$233.50) ang tail Value 


ing Center a oa 












, Clu in 
& Center display 


ach of the 
Drink noet. 2nd 





answer! Has its own flasher unit. 
Finished in knotty pine design. 
Only 2312” high. Fits small 33” 5 
x 14” counter space. 50 6-page | ter display. 
folders included. 4, Mixing vane 


ee ee y 
PA $5.00 
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SETTINGS 
and 
SHANKS IN 












116-0 
SERIES 440 1039 


HONESTY (G3 ACCURACY 


tT REFINERS & SMELTERS . _JEWHLRS 
cous  ° FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. @ #$Phone JUDSON 2-3095 e@ #£New York 19, N. Y. 
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1081 — Stainless Steelt 
Retail, F.T.1., $7.95 


1002 — Gold-Filled* . . . 
Retail, F.T.1., $10.50 


NEWS APPEAL ... the only photo-ident expansion with an unbreakable crystal! 
STYLE APPEAL .. . honored with the Fashion Academy Gold Medal for beauty of design! 
QUALITY APPEAL ...famed J-B quality construction and craftsmanship! 


and above all, PRICE APPEAL ...J-8 Photo-Vue expansions are priced dollars lower 
than any other leading bands and J-B gold-filled expansion sections have up to 60%, heavier layer 
of karat gold* than bands selling at much higher prices. 


Featured By All Leading Wholesale rf 


1020 — Gold-illed* .. Sh 1001 —GoldFilled* . 
eo BRA i021 — oldies... | Reta FTL, sitot 
1040 — Stainless Steel’ Retail, F.1.1.,$9.50 | Mp \, 1080 — Stainless Steelt 
Retail, F.T.1., $8.50 a, if | 4 Retail, F.T.1., $8.50 


*1/15-12Kt. gold-filled top sheils, 1/20-12Kt. gold- TSterling Silver plaque with stain- 

















Only Photo-Ildent Band 
with Picture Protected by 
UNBREAKABLE CRYSTAL! 





Crystal lifts open ina jiffy, | \\ ‘ ~~» 


snaps shut in a second. 
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with a market 
as big as 
America’s heart! 





Ke lale KYoNgat-87 i 


Gift Boxed 





1003 — Gold-Filled* . .. 
Retail, F.T.1., $10.50 









. FREE! 
3 COSTLY PHOTO-VUE DISPLAY 
Free with your purchase of 


Aieiiiie the any 4 J-B Photo-Vue bands. 
Fashion Academy Gold Medal 


for outstanding originality 
voTsTo Mol Lolth pol Mo (-S Tle 1) 








JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 
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Waterman’s 











THE JEWEL WRITER a 
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You'll keep your pen profits on the 

right track, cashing in at the $5.00 
window, when you feature the superb 
new Waterman’s Sapphire, now with 
3-point selection: fine, medium and bold. 


For that big gift market, Waterman’s 
has a fine selection of matched Sapphire 
pen and pencil sets, beautifully 
packaged in silk-lined jewel cases 
customers can’t resist. 


Elegantly styled, Waterman’s Sapphire 
is the smoothest of all writing 
instruments. Unlike any other point, 
its synthesized jewel-point takes to ink 
naturally, feeds it evenly to any writing 
surface without skip, smear or clog. 

Its Endura ink, though washable, 

is permanent on paper . . . perfect 

for checks. 


Waterman’s Sapphire is now being 
nationally advertised to millions, 
creating unprecedented demands. 
That’s why we’re able to lower the 
price from $6.00 to $5.00 and still give 
you that big profit margin. 


Now is the time to order your complete 
assortment of Sapphires and Sapphire 
sets. Be ready for the big gift rush for 
graduation, weddings, anniversaries 
and birthdays. And be sure you have an 
ample supply of Jewel Writer cartridges. 


WATERMAN PEN COMPANY, INC., | De Forest Street, Seymour, Conn. 
18 
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Greater Demand, Greater Production 
enables us to offer this-beautiful 
Sapphire at a new, easy to sell, 
low price. 


OO 
TAX INCLUDED 


Heavy gold (warranted 22 K) electroplated 
by Sel-Rex process. Also available in sets 
with matching pencil from $10.00, in 
Rhodium Plate, Sterling and Gold Filled, 





Sales Wi teh 


FASHION ACCENT OF LASTING QUALITY 


There’s a timeless quality about a 
Forstner watch bracelet—rich in 
beauty ...meticulous in craftsmanship. 
The wide selection of these stunning 
Forstner bracelets will help to sell... 
and satisfy...every customer. 


Rae 
5 
80F791 Y-W $4.20 
14 Kt. Gold 80A791 Y-W $33.50 


Milanese Mesh Buckle Bracelet 
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80F849 YG-WG $5.00 
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80F 847 YG-WG $5.00 


80F 844 Y-W $4.20 
Twisted Mesh 
with adjustment boxes 


80F797 YG-WG $6.00 


Without Guard Chain 
80F797 Y-W $5.35 


10 Kt. Gold 80B797 YG-WG $25.75 
14 Kt. Gold 80A797 YG-WG $37.50 
Square Snake with Guard Chain 


F—1/20th-12 Kt. Gold Filled B—10 Kt. Gold A 
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80F851 Y-W $4.50 
with 12” end lugs 
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ALL PRICES KEYSTONE 


JEWELRY S NAME FOR QUALITY 


FORSTNER CHAIN CORPORATION 
IRVINGTON 11, NEW JERSEY 


14 Kt. Gold 





More than 10,000,000 watches are sold annually under 
$20 by outlets other than jewelry stores. Bring this 
business back to your jewelry store with MEDANA— 
the jewelry store watch — the remarkable watch with 
the unique RUBY-MASTER MOVEMENT — made in one 
of the largest watch factories in the world — over 100 
designs for men and women, boys and girls — retailing 
from the sales-producing, volume-promoting price of 
$10.95. You can’t do business these days without this 
low-priced, nationally-advertised watch line to bring 
back the 10,000,000 ‘‘lost market” sales and step up 
store traffic. Inquire today! Write or call — MEDANA is 
the $ales ammunition you need! 


Medana uses curved-top balance hole jewels. Its & Medana has Ruby jeweled (roller) impulse pin. 


balance pivots are turning in olive-shaped hole Its fork is made from hardened steel, contact 
jewels, Both conditions are required for low friction surfaces bevelled and polished. Both features 
and perfect oil retention. reduce friction and insure long life. 

* SYNTHETIC JEWELS 








& BROS., INC. - 16 East 40th Street, NEW YORK 16, N. Y. 
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Medana uses a direct regulator that 
can time the watch by simply turning 
its index (or end). With Medana’s 
mobile studholder the in-beat position 
can be maintained and can... 


.». easily be regulated on any watch 
rate recorder (Time-O-Graf, Watch- 
master, etc.) to give best escapement 
reading. 


Medana uses a femperature compene 
sating rustless and anti-magnetic haire 
spring... 


...necessary for accurate time-keeping 
in today's frequent changes in tem- 
perature conditions (from sunheat to 
cool air conditioning). 


MEDANA—A PRODUCT OF THE ROAMER WATCH CO. 
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Something Priceless... 



















AT A PRICE YOUR CUSTOMERS WILL LOVE/ 




















Once again, Squire brings you something really new in 
men’s jewelry! All the magnificent beauty of authentic 
Currier & Ives Americana has been portrayed by Squire in 
full-color, miniature scenes. Hand painted in the same lovely 
hues as Currier & Ives originals, and permanently captured 
in three dimensional effect on imported crystals. 


This startling, new Squire line brings your customers 
something priceless ... ata price they will love! Packaged 
in the first different jewelry case in years, the reuseable 
Travel-Pack, Currier & Ives by Squire will 
pack in profits for you. 


Ask your wholesaler about the complete 
Squire line — the different jewelry —a 
product of the Taunton Pearl Works. 
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The Celebrated Clipper Ship Dreadnought 


(Shown in exclusive Squire Travel-Pack ) 


All Currier & Ives Sets, N& < 
$6.00 retail, plus tax “Ga 
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> BY squire 


TO HELP YOU SELL 


The Currier & Ives panoramic display one! Currier & Ives by Squire is the 
in full color.is a real stopper for your jewelry sensation of the year. Don’t 
store! Authentic Currier & Ives scene disappoint your customers. Order from (— 
on modern, functional counter display. your wholesaler, today! Free news- 


Be the first in your community to have paper mat included. 
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NATIONALLY ADVERTISED 
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CURRIER © IVES 
by squire 


in beautiful, hand-painted colors. 


A product of the Taunton Pearl Works, Taunton, Mass. 
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The market LIFE reaches with a single issue (11,880,000 
households*) is big enough all by itself to consume the 
entire yearly production of most brands of many manufac- 
turers in the jewelry field. 


For example, in diamonds: 


If the households reached by a single issue of LIFE were 
only average in income (their incomes are above average), 
they would account for one out of every four dollars spent 
by consumers for diamonds in 1952. 
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Pinsker’s, Middletown, Conn.: ‘‘Advertised-in-LIFE”’ Barr’s Jewelers, Philadelphia: ““Our most recent LIFE 
window display inspires confidence . . . gives added tie-in was a tremendous success . . . such promotions 
buying incentive to potential diamond customers. are a must,’”’ says Manager William E. Leach. 


| Both Pinsker’s and Barr’s Jewelers were Certificate of Distinction 
winners in the 1953 Brand Names Awards. 





How can YOU increase sales with LIFE advertising? 


Today, leading jewelers from coast to traffic ...‘‘Advertised-in-LIFE”’ point- 
coast are taking fulladvantageofLIFE’s _ of-sale displays create extra customers 
huge local markets. ‘‘Advertised-in- ... for, most families in your trading 
LIFE” windows attract extra sidewalk area read LIFE. 


¥% Source: A Study of the Household Accumulative Audience of LIFE (1952), by Alfred Politz Research, Inc. 


First in circulation 
First in readership | 
First in advertising | 
First with retailers 





9 Rockefeller Plaza, New York 20, N. Y. 
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No. 
3446V 


THAT SPEAKS WA ey | Kaien 


11 large fylj 


cut diamonds. 
Retails at 


about $375.09 
in 14K gold with 
smaller single 
cut diamonds. 
Retails at 
about $175.00 
with synthetic stone 


No. 
3438G 
in Platinum 14K, 
six diamonds, 
full cut center. 
Retails at 
about $170.00 
in all 14K. 
Retails at 
about $120.00 
with synthetic stone 
points. 


No. 
3356N 


with 4 
diamonds, 
pierced and 
engraved. Retails 
ot about $72.50 
with synthetic stone 
points. . 





No. 
1/3283N 
with 6 diamonds. 2 


Retails at 
about $80.00 


with synthetic <a IE acked by the wisdom of a 


stone points. 





half century of “know how” but imbued 


with the creative spirit of youth, Goodman and 


Company presents four new masterpieces of ring making. 


DIAMONDS ENLARGED 
TO SHOW DETAIL. 


OD 4Liftiett Year MATS AVAILABLE 


GOODMAN & COMPANY 
Makers of Yine Jewelry Since 1904 


INDIANAPOLIS 4, IND. 








42 W. WASHINGTON ST. 
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CROTON 


takes 
the season 


Out oT 
Selling! 














ORDER ONE IMMEDIATELY — KEEP CHART FOR FUTURE REFERENCE 
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Masonic Shriners American Legion 
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Knights Of Columbus Marine Corps 


Wars (VFW) 
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Self-winding, 
waterproof * 


the watch that 






means more to a man! 


Every man is proud to wear the insignia 
which identifies his fraternal, social 


Civic Or service group 


The 17-Jewel, waterproof*, self-wind 
Aquamatic Insignia offers great value 


great quality 


Rich, masculine plus design 


elem aliicemer ki: 
18K dial markers. 


Sweep-second hand. 


Permanently pegged organizational Embier 


Dust resistant 


Shock resistant $90.00 FTI 


Croton’s imaginative merchandising 
builds balanced, year-round profits. 


“As long as crystal | 


QUANTITY 


SIGNED 
STORE NAME 
ADDRESS 
CITY 


Ice ‘atalercla 
. u 7 


CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York, N. Y. 


Please send sample Aquamatic Insignia 


ORGANIZATION 











































Many queries have been received from America’s 
jewelers and watch suppliers asking the effect of a 
higher tariff on jeweled-lever watches with Swiss move- 
ments. Briefly, a 50 per cent increase in tariff is sought 
on imported parts and watches with 17 jewels or less 
(the current tariff amounts to an average 35 per cent 
ad valorem). To answer these queries, The Watch- 
makers of Switzerland quote from official testimony. 


What do Jewelers think about 


oD 


Representative retail jewelers gave the 








another 
tariff 
on watches 











United States LIariff Commission their 
thoughts on a watch-tariff increase dur- 
ing testimony taken at the first govern- 
mental hearings in 1951. These state- 
ments, and the names of the men who 
made them, are part of the official rec- 
ord on file with the ‘Tariff Commission, 
Washington, D. C. 


The Watchmakers of Switzerland 
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“Any increase in the price of watches to the 
consumer (through markups due to increased 
tariffs) . . . would be certain to have a sales 
deferring effect and likely would further re- 
duce the total volume of sales... 
“Moreover, to add more duty . . . would 
have a tendency to substitute inferior grades 


for the better quality watches now sold by 
most jewelers. 

“. .. There is absolutely no question in 
my mind that an increase of $1.50 at import 
level must be reflected by an increase of $5 
on the average to the consumer at retail level 
... If this increase is put through, the popular 
priced watch will be a thing of the past.” 


. .. from the testimony of a Virginia jeweler, representing 1,800 other retailers. 


“1 think it is obvious to all of us that nothing 
but harm could result to the retailer from 
this proposal (tariff increase) because of a 
necessary increase which we believe will fol- 


low in the price to consumers, and because of 
a general reduction in business which must 
inevitably follow.” 


... from the testimony of a California jeweler, representing a group of state jewelers. 


“... the tariff would hurt us not only from 
the standpoint of reducing the purchasing 
power, but would be unfair to the number 


of jewelry stores in the United States that are 
in positions similar to us that do not have 
access to some of these American watch lines.”’ 


. .. from the testimony of a West Virginia jeweler, operating 14 stores employing 
200 people, and also representing a state group of jewelers. 


“In my belief from past retail experience and 
coming into direct contact with the consumer, 
I feel that a tariff rise would hurt the sale of 


not only Swiss watches but also American 
makes.”’ 


... from the testimony of an Alabama jeweler, representing a group of state retailers. 


“1 think we should be grateful to the Swiss 
importers ... They have done a lot of work 
for the watch industry as a whole. In fact, 


they have done a lot that the American manu- 
facturers should thank them for too.” 


... from the testimony of a South Dakota jeweler, representing jewelers in that state. 


“lam representing 80 Connecticut jewelers 
who have gone on record against this pro- 
posed tariff increase ... When we talk about 
our Swiss importers—the American importers 
of Swiss watches and what they have done for 


é 


the retail jewelry business, it makes me feel 
as far as I am concerned that we are indebted 
to them as retail jewelers. I want that in the 
record.” 


... from the testimony of a Connecticut jeweler, representing other jewelers in that state. 


4a 
« 


. many customers will be forced to go 
without much-needed watches and that our 
retail establishments will suffer as a conse- 
quence in loss of business . . . I believe that 


we would see an increase in the retail price 
of the watch to the consumer of somewhere 
in the vicinity of three to possibly four times 
the amount of the increased tariff.” 


» - . from the testimony of a Florida jeweler operating (14 stores, employing 
175 people and representing jewelers in two states. 
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PRESENTING the greatest achievement 


in a century of watchmaking 
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BULOVA “23” B 
$59.50 


Also available with black dial 








IN 9 DISTINGUISHED MODELS 
FROM Beh! TO oF | 95 


OT SHIGSROUT et LLOG SOLA A A KO LLLES 
any timeprece ever created 





Set ae SO MANY ADVANCED FEATURES 


g _ INCORPORATED IN ONE TIMEPIECE 


74 . 
a 

< * é * & 
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Self-winding 


. Certified 
Waterproof * 


‘Unbreakable M ainspring 
Sealed-In for 
Bulova Lifetime Power 


Shock-Resistant 
Anti-Magnetic 


EWES, “ 
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*QOnly Bulova offers this 


UNITED STATES TESTING COMPANY 


proof of superiority.. 


act Hand every BULOVA Waterproof watch has been 
intifically tested and certified waterproof by The 
ud States Testing Company. The specifications 
hese tests exceed government standards. 


SUCH OVERWHELMING 


a) 40°) 4° 


ADVERTISING BACKING! 


| ONITS RELEASE DATE APRIL 23rd 
ORE THAN 200 TV STATIONS 
WILL SING OUT THE NEWS 


» As Bulova adds new stations to make the world’s 


greatest advertising network greater than ever 


@ COUNTER AND 
WINDOW DISPLAYS 


, NEWSPAPER MATS 
LUS LOCAL TV FILMS 

: RADIO TRANSCRIPTIONS 
DIRECT MAIL PIECES 
PROMOTION MATERIAL 


VER BEFORE . SO TREMENDOUS A 


T OPPORTUNITY . . . TIE IN WITH THE 


* Watch Company, Inc. ¢ Bulova Park, Flushing 70, N. Y. 









BULOVA “23” D 
$71.50 


BULOVA 23” C 
$71.50 


BULOVA ‘23 H 
$100.00 


BULOVA “23” E 
$89.50 


BULOVA 23” G 
$100.00 


BULOVA “23” |} £ 
$195.00 








No. 3 CRUSADE for Survival* 


Can 


discount catalog 


# 99 
‘STEALS 


make the 


retail jeweler seem 


A THIEF? 


* This message is the third in a campaign that 
will continue. If you share our convictions, let 
us share your ideas. Write us. Call us. And if you 
want reprints, we'll send you all you can use! 


ow 
e2 


Millions of people are reading a book that can run the retail jeweler : 
right out of business. ! 


It appears in different formats. It has several different authors j | 
But the story it tells your customer is always the same., “Dont | 
pay the retail jeweler's prices. At our prices, jewelry is a ‘steapp | 


Yes—it’s the book of the catalog discount house. It goes to cys. 
tomers all over your community. It steals them right out from 
under your nose. Try to win them back—and they throw the prica. 
cut book at you. 


What can your answer be? 


Certainly, they agree, your professional judgment is important 
Of course, your service is valuable. True —money kept in the _ 
community benefits every one in the community. : 


But it’s the identical merchandise, they say! Why are you “over.” 
charging’ them? After all, the manufacturer determines the quality: 
and value of a brand, not the retailer. i 


By promoting the same brand at a higher price, you have played 
right into the hands of the catalog pirate. Your whole reputation | 
is at stake. 


Suicide ... or sense? 
The course for the retail jeweler is obvious. 


If he continues to stock the very brands the discount house 
uses to hijack his customers, he is committing suicide. 


There are, however, many brands of superior merit and volume 
turnover whose manufacturers are fighting the retail jewelers 
battle. These manufacturers are controlling their distribution with 
every means at their command to preserve the retail jewelers 
integrity, identity, and position in the community. 


They have refused to up-price their merchandise to give the 
discount house margin for cut-throat competition. They refuse to 
sell to the discount house on any terms! ; 


They are the jeweler’s greatest source of strength in his battle for 
survival. When he promotes these brands, he promotes himselh, 


ANSON makes this pledge... 


1. We will continue to Fair Trade tickets on Anson merchandise. 
our merchandise at the wholesale- 


distributor level 5. We will continue to price ¢ ; 


merchandise at a level that provides 
2. We will continue to refuse to sell a just profit to you... and an ex 
to “cut-rate” houses and discount lent value to your customer. 
catalog operators. 6. We will continue to maintaina 
3. We will protect ourselves and a lane es the ana 
our retailers against any attempts standards of qua wf a ia oe 
to bootleg Anson merchandise. sign and packaging that have I 
Anson “the jewelers jewelry, 

4. There will be no up-priced retail the customer’s finest value. 


JEWELRY FOR MEN 
ANSON, INCORPORATED 
24 Baker Street, Providence 5, Rhode Island 
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Genuine Diamonds 
Gold and Silver Nuggets 
Sterling Silver Plaques 
Gold-Filled Plaques 


lly priced for fast turnover 


THE GREATEST THING THAT CAN HAPPEN 


to YOUR FATHER’ 


$ DAY sE.inc 


is ANSOWN’S SPECIAL SPRING LINE OF 


ing, specia 


Quality and styl 





t 
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Look inside and see * 


ed 





GOLD 
AND 


SILVER 


NOT $19.00 
NOT $]5.00 


BUT ONLY $6.50 


Hamilton Finish 
Gold Nuggets 


Set 1HB3672 $6.50 





Nuggets of purest Gold, Solid Silver. . . 


All sets on these two pages fur | 
by Anson nished with Special Slip-on Dis | 
plays . . . also Father's Day Gift 


imbedded in richly hued, crystal pools ts 


— breathtakingly arresting, 
distinctive, thrilling. 
Your choice of silver or gold imbedded 
with turquoise or imbedded gold. 


Volume priced at only $6.50 





oT $25.00 
not $17-5° 
guT ONLY 

$12.00 


Set 1HB3665 
$12.00 


Genuine diamonds . . . by Anson 
riced to amaze your customers the way they've 
never been amazed and sold before 
... packaged in the manner 
of splendid 
jewelry. 











it's needed . . . Priced to be i 


METAL CONTENT OF GOLD AND 
SILVER PLAQUES 


Yterling Silver or 1/20-12 Karat Gold Filled 


2 SS" Bites: 
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a” 
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Your Distributor 


has these and many more 


Sterling Silver 


Gold-Filled 


(1/20—12 KARAT) 


Sets 


Shown at right are two of 
nson’s largest selling wold- 
illed numbers, both featuring 
enuine diamonds, and also our 
best selling Gold-Filled signet 
set. 

For gift occasions, Sterling 
Silver men’s gift sets are becom- 
ing increasingly popular. For the 
retail jeweler who wishes to 
feature the best in Sterling 
Silver men’s jewelry, striking 
selections are offered at left. 





Father's Day will be a Field Day for Jewelers who promote the most 
exciting gifts created in years . . . . . . . Anson, of course 
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‘vert 
Me ore and 


TV 
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We had bought two stores from the same 
people, Art’s in Beverly and in Newbury- 
port, Mass. We were conducting a liquida- 
tion sale in Beverly, with plans all made to 
run one in Newburyport next. In the mean- 
time, the owner received an offer for the 
Newburyport store, higher than we had 
paid, from someone who would continue 
it as a going business. He told us about it, 
feeling nothing could be done at that late 
date. But something could be done. ‘“*Make 
the extra money. By all means, sell it!” we 
told him. The amount involved wasn’t tre- 
mendous. We do not tell the story to show 
how good and noble we are. Rather to 
point out that this policy of taking human 
| factors as well as dollars and cents into 
consideration, has been largely responsible 
< for the growth and success of our business. 








Tap 


: Stories from our 50 years‘ 
: experience with truths of 
| just as great significance today. 


FOR May, 1954 


AS SEEN IN FULL COLOR IN LIFE MAY 3 
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Merorenie S 





























She will love you more 


al 


for remembering her with... 


SEEN 


























REG US PAT. OFF 





og BABETTE—Necklace, $5.00; Earrings, $4.00; Bracelet (not shown), $3.00 
FRAGONARD—Basket Pin, $5.00; Round pin, $5.00; Earrings, $5.00.* 
LILY OF THE VALLEY—Earrings, $5.00; Pin, $5.00*. 
WHITE APPLE—Necklace, $4.00; Earrings, $3.00; Bracelet (not shown), $5.00.* 
MINUET—Necklace, $15.00; Earrings, $7.50; Bracelet (not shown), $10.00.* 
PARISPHERE—Bracelet, $5.00; Earrings, $5.00 
MER M AID—Necklace, $5.00; Bracelet, $5.00; Earrings, $3.00.* 


Not authentic unless stamped Trifari. Prices approximate, plus tax. “Design Patents Pending 
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incabloc 


will work for you 
ere) | i+) mm 40) On 


Its like having 
another salesman 
behind your 


watch counter! 


Never before in the history of watchmaking has a component of a watch done 
so much as INCABLOC Shock Absorbers to create and close watch sales. 
Only INCABLOC-equipped watches give you these strong selling points: 





@ INCABLOC protects the vital parts of returns and servicing to a minimum during 
a watch against damage from everyday the guarantee period of the watch—keeps 
shocks. your customers satisfied. Tie in with 
INCABLOC maintains the accuracy of INCABLOC’s powerful national advertising 
a watch. in LIFE, SATURDAY EVENING POST, WOMAN'S 
INCABLOC extends the life of a watch, HOME COMPANION. Use INncABLOc free 
INCABLOC is now used in over 75,000,000  S¢lling aids—colorful six-page booklets, 
watches—proof that watch manufac. Counter cards, mats, watch tags. 
turers and customers recognize the im- Remember, when you feature INCABLOC, 
portance of INCABLOC in watches. you sell more watches. It’s like having 

‘And just as important, INCABLOC protects another salesman behind your watch 
you because —it reduces unprofitable counter. 


For the attention of watchmakers and repairmen: When routine cleaning or repairs are 
required, INCABLOC permits easy cleaning of balance-pivots and oiling of jewels without 
disassembling the watch movement or affecting the adjustment. x 


incabloc 


Made In Switzerland 


INCABLOC CORPORATION, 15 West 46th Street, New York 36, N. Y. 
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THE ORIGINAL and FASTEST GROWING LINE 

OF TAILORED COSTUME JEWELRY ...... 

created and packaged exclusively 
for the retail jeweler 






with the famous guaranteed 


FOR EVERLASTING FINISH 
and N T A 0 


f 2 


sensationally new .. . lightweight... . 
permanently finished high lustre in gold, 
silver plus assorted colors. 






DON’T MISS OUR NOVEL 
“TIE-UP WITH TARA” 
OFFER THE ENTIRE TARA LINE OF NEW 
Ask us for FALL 1954 STYLES WILL BE ON DISPLAY 
, AT THE M. J. S. A. MARKET WEEK SHOW 
details when May 9th thru May 20th — Room 306 


you visit us SHERATON-BILTMORE HOTEL — PROVIDENCE 
at the Show 


TARA IS SOLD ONLY THROUGH 
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“EXPERIENCE”? has justitied your confidence in 





“TRIED AND PROVEN” through years of 
experience . . . COMPARE for yourself the 
overwhelming SUPERIORITY of FEATURE LOCK. 


E LEADERSHIP—magnificel 


- * FIRST IN BRILLIANT FINISH—the exclusive Feature Flash!* | : 


_* FIRST iN MECHANICAL PERFECTION—years ahead in experience! = 


* Lock swings out of wedding ring easily, simply. 

uN ok 10) (Ui - meat -1e]gelalel ma Ulalol-1aal-1el sammy d-selellale me laleME-Jale lolol -tul-sali 

alalek Mellieha a Melolamiiler dlulelimmeilelulelaleml olaliilelara-s 

¢ No obstructions in either ring to act as dirt catchers — easy to clean. 
* No foreign metals — made entirely of 14 K gold. 

° 


No separate pieces to fumble with or lose. 
° Never a sign of the lock whether worn separately or together. 





eC 


er? 


meolalalea-seht-1e mel lelileolale malate tell. el hi Zeh A MliL iTS mols a @- G00) 1k OlGl @ 
Accept no substitutes—look for the stamp in the shank of every FEATURE LOCK ring! 


Contact your authorized FEATURE LOCK wholesaler today! 
FEATURE RING COMPANY, INC. * 130 WEST 46th STREET * NEW YORK 36, N. Y. 


Dinn 
tered Trade mark Pat. No. 2,507,348 and other , 
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Get Your Share 
of t 
BIG Father’s Day nal 








posta POPULAR MOVIE STAR 
oy HARD-WORKING AD 
0 WORK FOR YOU! 


Movie fan 
s will 
be Meeker fans when th 
ey get a 









peek” insi 
Billfold inside the M 
ee so Handbags and 
ars. 


To hit the j 
e 
business . some with your Father’s D 
folds, first choi ock up on fine leather M es Gift 
eee ce for Father’s Day pr eeker Bill- 
ove this fast moving oe And to 
aster... 


Send for M 
mucin EEKER’S 4-Point F 
otion Package ather’s Day 


I. Tie-in Mat ads 
2. TV i | 
ao & Radio Commercials 
« Tips to help yo | 
your sales people sell more Meek 
ekers as gifts 


4. Fath 
ers Day display suggestions 


THE MEEKER CO., sopii 
oplin, Missouri 
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LAR MOVIE STARS APPEARIN — 
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Here’s what you'll find in Tony § 
MEEKER BILLFOLD 
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# $32 9 small bills 
# 3 photos 

of wife, 
Janet Leigh 
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WALTHAM CONTINUES 


the policy which protects your investment 
in your Waltham watch inventory 


WE REAFFIRM OUR CONTROLLED PRODUCTION POLICY— 
Every retail jeweler whose capital is invested in Waltham watches 
has a limited investment because of our wholesaler distribution — and is assured 


of sustained value because of our Controlled Production Policy. 


WE CONTINUE TO BRING YOU BUSINESS-GETTING PROMOTIONS — 
At the request of our wholesalers, and many of their retail jeweler 
customers, we are extending our successful Gold Rush promotion until June 12th. 


Four more models have been added to make it even more powerful! 


use these 3 Keys to BIGGER Volume... 
through smaller inventory and creative merchandising 


4 17-] GOLD RUSH models 
regular, $29.75 F.T.|. 


make this your 


$4995 advertising special 


plus tax 
UNTIL JUNE 12th 








4 17-] GOLD RUSH Bracelet models 
regular, $37.50 F.T.|. 


make this your 


$9Q/S merchandising leader 
F.T.I. 


UNTIL JUNE 12th 








4 19-J] WALTHAM Exclusives 
Only WALTHAM brings you 19-jewel watches 
re) am dal icme el alaat-)ceiat-19)(-m le) ae elaie-e: 


Extra Jewels, Extra Quality...at 


NO EXTRA PRICE! 


Ask your Waltham wholesaler for full details. 


L, (4 ae 


ee Se ae | WATCH COMPANY - WALTHAM S54 ee ae WATCH CiTry”, MASS. 
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more than an alarm wrist watch 
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VULCAIN 


cRiICK E T 


proved one of the most accurate watches in the world 





The only alarm wrist watch that rings clearly, 
on or off the wrist! 


Still unsurpassed for accuracy —among all types of watches! 
World-famed for its precision movement. 


Still the watch worn and recommended by prominent men 
of business, government, professions, TV, radio! 
Preferred for its unusual versatility and accuracy. 


New: unbreakable alarm spring. Vibration-protected. 
Dustproof. Slimmer, handsomer styling than ever. 


Complete line of outstanding men’s and ladies’ watches. 


Gold-filled, stainless steel back............ $ 99 
NITIES... iseusestpasstiuiiteiininiiinoniaidibiaiati 99 
er ene 210 


(including Fed. tax) 


VULCAIN WATCH COMPANY, INC., 630 Fifth Avenue, New York 20, N.Y. 
WEST COAST: Herbert A. Wood, 649 South Olive St., Los Angeles 14, Cal. 
MIDWEST: Paul H. Samuels, 55 East Washington St., Chicago 2, IIl. 
SOUTHWEST: Wm. E. Grinnell, 3324 Lovers Lane, Dallas 5, Texas 

CANADA: Norlé Ltd., 637 Craig Street, Montreal, Quebec U. S. PATENTS: 2884402. 2568798. 2044296 
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| allou ; 
,' Pinch-Type Clutch Fastener « 
s . . SS ; ° 
ts the Ladies’ Pavortle . 
° Although this Ballou clutch fastener was designed to stand the use and . 
2 abuse of army life it is a ladies’ favorite because it saves fingernail breakage. @ 
Released by an easy pinch on the wings. Inexpensive — costs around 1¢ in 
° f,” and ¥%” sizes in quantity. Use it on your ladies’ scatter pins and occasional ° 
# pins where a quick and frequent change is desired. Send for samples. » 
+ * 
& a 
@ The Foundation of Geed Jewelry e 





PROTECTED BY LETTERS PATENT 
& PAT. NO. 2308412 
PAT. NO. 2308424 
PAT. NO. 2551196 


FINDINGS—— ° 


SOLD TO THE MANUFACTURING TRADE 


e B. A. BALLOU & CO., INC., 61 PECK ST., PROVIDENCE, R. I. 
e 
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Y MEANS BUSINESS 


WRIST WATCHES...JEWELED...SHOCK RESISTANT 





DART 


Jeweled, shock resistant movement. Non-magnetic, 
temperature compensating hair spring. Chrome 
case, stainless steel back. Embossed leather strap, 
unbreakable crystal. Fully guaranteed for a year. 


No. 122 Deal consists of six “Dart” wrist watches 
factory-mounted on counter card. 


You SELL 

6 at $4.95 @ o.oo ccceeeecceese $29.70 
$20.16* 
Your PROFIT .......................... $9.54 


*]f you purchase four or more of the above deals, your 


wholesaler has a special price for you. 


FAIR TRADED @ NATIONALLY ADVERTISED IN... 





DART DELUXE 


Gold colored case, stainless steel back. Gold plated 
expansion band. Jeweled, shock resistant move- 
ment. Non-magnetic, temperature compensating 
hair spring. Unbreakable crystal. Fully guaranteed 
for a year. 


No. 176 Deal consists of six ‘Dart deluxe” watches 
with display card. 


You SELL 

6 at $7.50 @ «2.000. oooooooccceeee. $45.00 
Ne al $30.60* 
Your PROFIT .......................... $14.40 
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MEANS BUSINESS 


POCKET WATCHES ... SHOCK RESISTANT . .. CHROME PLATED 


. » « UNBREAKABLE CRYSTAL ... FULLY GUARANTEED 


7 


“ m; - 4 “ ee - a 3 


One of America’s most popular pocket watches. 
Dependable shock resistant movement, can’t be 
overwound. Chrome plated case, unbreakable - 
crystal. Rotating second indicator. 


No. 114 Deal consists of six Click’ watches 
factory-mounted on counter card. 


You SELL 

6 at $2.95 @ ooo. $17.70 
SII x:ccusassicensnaseennanainesmantounnnin $12.30* 
Your PROFIT ......... $ 5.40 


*If you purchase four or more 
of the above deals, your wholesaler 


has a special price for you. 
THE 


E. INGRAHAM 


Today... 


COMPANY, 
write your wholesaler or BRISTOL, 
mail coupon for CONNECTICUT 


full information. 


FOR May 1954 





SWEEP STOP 


Accurate, reliable pocket watch with ingenious stop 
watch feature. Conveniently located slide stops the 
action for split-second timing. Shock resistant move- 
ment. Durable chrome plated case, unbreakable 
crystal. 


No. 220 Deal consists of six “Sweep Stop” watches 
and counter card. 


You SELL 
6 at $3.95 @ 20... $23.70 
eee ene rene, $16.56* 


Your PROFIT ........................ $7.14 


Send me complete information on Sentinel Time 


STORE 











ATTENTION 





STREET & NO. 





CITY ZONE STATE 











WHOLESALER’S NAME 
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A beautiful NEW note 
in ring styling by 





a i — 
ey / a 


Again Orange Blossom leads the 
way with a new idea in ring 
styling. Designs created to capture 
the imagination and heart of 


your youthful market. 


Backed by a great National 
Advertising program and full local 
promotion helps you'll find the 
beautiful Symphony selection 


a profit maker. 








Eye catching window or 
counter display supplied 
without charge. 





1934 McGRAW AVENUE 
ACTURING COMPANY 
aliens ciate DETROIT 8, MICH. 
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TO RETAIL 
FOR $19.95 





17 Jewel Waterproof, Shockproof in Stainless Back Chrome Case. 


Luminous Dial and Sweep Second Hand, Velvet Covered Box. 





Also available in All Steel and Yellow Top Case. 









JUST OFF THE PRESS 


Our 1954 Catalogue. TOWNE WA DANY. | NC. 
Write for it on your IMPORTERS 


letterhead. 29 EAST MADISON STREET * CHICAGO 2, ILLINOIS ¢* RAndolph 6-304] 
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That’s how she SHOPS 
Seventeen’s pages right 

into nice stores, looking for 

good things to grace a new home— 


one silver teaspoon to service for 8! 


: That’s how she BUYS 
‘ | 7 ™m £ i last year she spent 3.7 billion 


dollars of her own money on clothes, 


home-furnishings, gifts 





and hope chest items, 


That’s how she ACTS—with a strong 
influence on the family spending...a 
giver of gifts, a receiver of more... 

an independent with no strings on 

her purse... eager to try anything new. 


That’s what she IS—to her fingertips... with a mind 
of her own to make up or change—about ideas, products, 
people . . . reading, planning and buying in Seventeen 

today for her role of bride and homemaker tomorrow. 


meer gerelee Sells 


There’s one best way to reach 7,500,000 young women in their teens 
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This stampede could be heading 
for your store ... WHY? These 
kids have all heard about Chi Chi 
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WATCHBANDS, INC. 


Manufacturers of Ladies’ and Men’s Expansion 
Watchbands and a complete line of Idents. 


Look at this 
attractive 
sales producing 
display. 












Be sure and place your order now for your new Chi Chi 
Expansion Ident Rings. You will find all of the kids are 
just crazy about them. Tie them into your local radio 
or newspaper advertising and watch the stampede to 


e , 
A 


ZB 
Ahis NEW idea is Going 
Z Like Crazy for all ages 

@FROM TOTS TO SWEETHEARTS 








your store, 





Ask your Wholesaler, he saw the new Expansion Ident 
Rings at the Providence Show as well as the many strik- 
ing new expansion watchbands that we have just added 





to our line for your Fall sales. 


CANADIAN JEWELERS: 


New Expansion Watchbands and the new Expansiggaa 


Ident Ring are available through o1 tS ee 







yy 
li - 







py -— Watchstraps Inc., Mog 


WATCHBANDS, INC. 


NORTH ATTLEBORO, MASSACHUSETTS 





e Golden 
alf-moon 





eS ow 
_ 


an . eS. Pe Reis for- Gdies’ Expansion Watchbands 
4 


Two of the many new styles in Ladies’ and Men’s Watchbands. ~ 
See your wholesaler for the complete new line. 


for Men’s Expansion Watchbands 
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Important Swiss Watch Factory 
with world reputation 
lor makin¢ fine watches 

1s open to grant 


Exclusive Distribution rights 
lor the USA 


Company Manufactures lts Own Ebauche 








Unusual opportunity for distributor selling 


good jewelers all over the country 


Reply to Publicitas SA, Box number PO 31663 L 
LAUSANNE, (Switzerland) 









































66-053 
94-053 


31-089 


43-089 





Stitehless ; 





44-025 








stitchless ; folding leather-covered 
multiple passes. RETAIL 


stitchless; bill divider; removable ~ 
card case; flat pockets. RETAIL 


movable passcase with ‘“‘Pass-O-Mat’”’ 
bar; spare-key pocket. RETAIL 
44-025 Scotch Pigskin—Natural ..$5.00 


93-025 Genuine Calf (Oak Grain) a 
— Black, Br OWN oon eee eee ceeeee $5.00 :. 








“66-053 NN ~ a aes — ' Y By 47-080 


WAFER THIN 


‘*PASS-FOLD” 8-280 


“CITATION” 


Stitchless: ; “Hid-N-Fold” secret 
pocket; removable passcase with 
“Pass-O-Mat” bar; spare-key pocket. 
RETAIL 
47-080 Top Grain Cowhide — 
Mahogany, Tan .......... $5.00 


8-280 Florentine Goatskin 
— Brownwood ............ $5.00 






Buffalo Calf—Brown..$5.00 
— Seal — Black, 
Bro $ 






eeew ee eee eee eee eee eeeee 














English Morocco — 
Black, Brown .......... 


Watermark Seal— 
Black, Brown .......... 









“68-885 


GIFT SET 


: Stitchless men’s “De Luxe Citation” bill- 31-185 
fold. Zipper closure keycase, 6 removable 
hooks; card pocket. RETAIL 


68-885 Set—Golden Pinseal ........ $20.00 
68-085 Billfold only $15.00 


43-885 Set — Watermark Seal — 
Black, Brown .... 


43-085  Billfold only 

















43-089 





“DE LUXE CITATION” 
Stitchless; removable passcase; corners and “Pass- 
O-Mat” bar; “Hid-N-Fold” secret pocket. RETAIL 
31-185 English Morocco — Black, Brown......$ 7.50 
44-185 Scotch Pigskin — Natural .................. $ 7.50 


26-085 Gallun Calf — Black, Brown, 
Tritone — (no corners) ......... $10.00 





NATIONALLY ADVERTISED BILLFOLDS BY 


CRAFTS MAN 


“CITATION-ZIP” zl 


zipper bill compartment; re- 








The ultimate in leather; removable passcase 
with tuck closure and “‘Pass-O-Mat” bar; silk 
lined. De luxe gift box. RETAIL 
18-076 Genuine Alligator — Brown ..$20.00 


19-076 Genuine Ostrich — Natural ..$20.00 





GIFT SET A 


Stitchless men’s “Citation” billfold. Zipper-closure 
keycase, six removable hooks; card pocket 


52-780 Set—Multitone Calf Cowhide — 
TOPUWOOG, CIOS oancsnsscccsccncasasccecececscecoss $7.50 


52-180  Billfold only ..............0..0.0...... $5.00 
I nintistcticsistinnicnninnniniiniaansimninceanl $2.50 











Retail prices shown herein are Fair Trade Minimum and subject to Federal Tax. Leathers listed subject to change based on variable market conditions. 


All billfolds $7.50 and up, gift boxed. 



























































MEN'S “CLIPP ED» 
Hand turned edge . 


money clip; 4. view pat 
open view w 
pockets, ar Spare. my 
13-009 Rosey p; 
Natur Pi 
8-109 Florentine — ” 
Goatskin — 


Brownwog, ‘ 
24-109 Iceland Sea $25 
Black, Brown $9; | 
19-009 Genuine ‘ 
Ostrich — 
Natural gs 
18-009 Genuine 


Alligator — 
rown 


Se 


“POCKET SECRETARY” 


Zipper bill compartment; memo pad 
pencil, stamp case, address book.. 
13-086 all removable; silk lined. 


13-086 Roser Pigskin— RETAIL 1 











Natural $7.50 
47-086 Top Grain Cowhide—Black, 13-009 
Mahogany, Tan .......... $5.00 > 


CRAFTS MAN 


SBittrOtLDS 








eee 















“PRESTO PURSE” 


Stitchless ; “Presto” open- 
ing for removal of bills 
“BEAUTI-PAK” through outsidechange @ 
A carry-all for day or purse; bill compartment; | 

night—consists of billfold, covered passcase; tab 






































compact, lipstick holder, closure. RETAIL 

comb; outside gusset 8-143 Florentine 

change purse. RETAIL Goat—Red, 

9BF Supple Saddle — Green, Blue $5.00 g.14g4 
Red, Black ....$10.00 ‘“TADY CITATION” 


Stitchless; removable passcase with “Pass-O-Mat” bar; 
spare-key pocket; gusset change purse; tab closure. 


RETAIL 

9-084 Saddle Leather — Red, Green .................. $ 3.50 
47-084 Top Grain Cowhide — Red, Green .......... $ 5.00 
8-184 Florentine Goatskin — Red, Blue ............ $ 5.00 


8-284 Florentine Goatskin — Red, Green ........ $ 5.00 
9-184 Saddle Goat — Red, Green; Jewel Tab....$ 5.00 
57-084 Rancho Cowhide — Red, Green ................ $ 7.50 
26-084 Gallun Calf — Red, Black with Red ........ $10.00 


“KEY -MATE’’ 

Stitchless; removable key case and passcase; gus- 
set change purse; tab closure; silk lined. RETAIL 
47-064 Top Grain Cowhide — Red, Green..$5.00 


BILLFOLD-COMPACT SET ; 


Stitchless billfold; removable passcase; gusset S. 
change purse; tab closure. Leather covered com- 
pact, inner door; polished finish. RETAIL 


8CP Supple Saddle — Red, Green, Blue ....$10.00 
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MR. RETAILER: You make a FULL 50% PROFIT on these superb Crafts- MR. WHOLESALER: If vou’d like this insert sheet for your own @ 
man Billfolds. Order them from your wholesaler now! write us for details: 








This popular 
WED- LOK* 
federal tax included 


ensemble 15 “CLICKING” Be gecesi 


: ENGAGEMENT RING 
WITH 6 DIAMONDS, MATCHING 
6-DIAMOND WEDDING RING 


4) [/ 0 LEG & A NM evica / enlarged to show detail 


THE ENSEMBLE 











Us it’s ‘clicking’... because it embodies everything 
women look for in a diamond ring ensemble... beauty of design 
... carefully selected diamonds... traditional Granat 


craftsmanship... plus the priceless Wed-Lok advantages. 








Press the rings gently together and they LOCK with a 


CAN NOT HAPPEN TO 
quick “‘click’”’— won't separate, won't shift out of position, 





WED-LOK ENSEMBLES 
won't wear against each other, always display 


the diamonds TO THEIR FULLEST. Worn 


T together or individually —our new 
f h A A | Princess’ Rings are proving to be a 


4 national ‘“‘click.’’ Other Wed-Lok 






















Ensembles from $100 up. 


114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 




















¥ illustrated 


AN st-mna-)olUhCohitelamobam stolda-1i | Malekm ol-1-1amelaali-nA-1e Ml oh Aree IET(-Tah iby 


maintaining complete assortments of Cultured Pearls —both in necklaces 


and loose —in all sizes, colors and prices to meet every requirement. 


Sold through Wholesalers 


Loewe O-R REL Ga CW He. 


lM POOR Tee Re 


665 Fifth Avenue, New York 22, N. Y. © Telephone MUrray Hill 8-0648 


SHICA GO . PS ANSEL ES : Toe YY © 


above, in actual size, is our world-famous cultured necklace, ‘‘The Princess of Polynes' 








In men’s wear 
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Chain really comes 

into its own as a 

basic ingredient 

when employed in the 
creation of men’s jewelry. 
Complementing the casual 
trend in men's wear 

chain has a masculine 
quality andis always 

in good taste. 


functional beaut 


MACHINE CHAIN MANUFACTURERS ASSOCIATION 


FOR May, 1954 


is fashion important ¢7% 
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ATTLEBORO, MASSACHUSETTS 


PROVIDENCE 1, RHODE ISLAND 


MAPLEWOOD, NEW JERSEY 


a1 




















THE TRULY MODERN JEWELRY STORE MUST BE AIR CONDITIONE) 
———-JVNED 


MAKE THE HOT MONTHS MORE PROFITABLE MONTHs 


modernize with CHRYSLER AIRTEMP 











eee I HE LAST WORD 
tu moder 
AIR CONDITIONING! 


More and more frequently, men and women go out of their way to seek 
out the jewelry store which offers the refreshing comfort of air conditioning. 
A clean, cool, air conditioned atmosphere will win new customers for 

you. It will add to the air of refinement, confidence and dignity so important 
to your business. And you will find customers buying more than just one 
item, because they shop more leisurely and more carefully in the comfort of 
your air conditioned store. Your employees will be more courteous, 

more alert and more efficient. Your store can be kept sparkling bright 

with less cleaning and redecorating. 


But get the /ast word in modern air conditioning for jewelry stores. 

Buy Chrysler Airtemp! “Packaged” air conditioning was pioneered by 
Chrysler Airtemp in 1937. More Chrysler Airtemp “Packaged” Air Conditioners 
have been sold than any other make. And only Chrysler Airtemp engineering 
gives you such important features as the super-efficient, super-quiet 

Sealed Radial Compressor . . . “Maxi-Fin” Coil for more effective cooling .. . 
“Airfoil” Grille to direct the air exactly where you want it by means 

of adjustable vanes . . . greater cooling capacity . . . more compact, 
space-saving design. Send coupon now for complete details! “Packaged” Air Conditioners 


in nine models, 2 to 15 H.P., 
meet most cooling needs. Other 
Chrysler Airtemp products for 
all systems of air conditioning— 
a complete line to suit every 
requirement. 





Airtemp Division, Chrysler Corporation 
P.O. Box 1037, Dayton 1, Ohio 


I’d like to know more about Chrysler Airtemp Air Conditioning. 


CHRYSLER AIRTEMP 


HEATING « AIR CONDITIONING 
for HOMES, BUSINESS, INDUSTRY 


Airtemp Division, Chrysler Corporation, Dayton 1, Ohio 





Phone__—— 





Zone State_ 
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The Jewelry Industry has come a long way from the 


days when manufacturers had to make their own 
| A karat gold, to the present when a telephone call or 
AVU QO S an order mailed to Handy & Harman will bring 
them gold in any karat, color, size or quantity they 


THAT BENEFIT THE need, promptly when they need it! 
WHOLE JEWELRY INDUSTRY This complete and convenient karat gold service 





benefits, not only the jewelry manufacturers, but 
retail jewelers as well because it enables 
manufacturers to turn out a far wider selection of 


better quality merchandise at lower cost than 


was ever possible before. 



































Today, Handy & Harman offers seven groups of 
10K, 14K and 18K golds, each group having 


different characteristics and working properties. 





They include compositions specially suited for 








stamping, deep drawing, spinning, turning, casting, 


enameling and every other jewelry making operation. 


HANDY & HARMAN 


82 FULTON STREET e NEW YORK 38, 
UPTOWN BRANCH—15 WEST 46th STREET,NEW YORK yet 
Quality frrecious metals since 1867 


BRIDGEPORT, CONN. * CHICAGO, ILL. © LOS ANGELES, CALIF. ¢ PROVIDENCE, R.1. * TORONTO, CANADA 
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big reasons why shell want 
a lovely Palladium ring... 


Here are the sales-influencing facts on palladium. We 
are bringing them home to your customers month after 
month, year after year in such publications as Har per’s 
Bazaar, Charm, Glamour, Seventeen and True. 


Palladium is MOdeTN 


It is the newest of the precious jewelry metals. 


; ra ... Palladium is Fare 


A typical jeweler’s safe could hold half of 










the world’s annual production of Palladium. 


Palladium is White 


It mirrors the true color of diamonds 
and shows them to best advantage. 


...Palladium is SU On? 


It holds gem stones securely. 


Palladium is LaShionable 


It is being spotlighted by fashion experts all over 
the country. 


MeN 


| a precious metal of the pl 








It will pay you to emphasize these same points when 


Tie in with our consumer advertise- your customers ask about palladium. 


ments by showing this metal-faced Why not check your palladium stock today and write 
—_— — -- mre - us for your copy of “Palladium Jewelry ...and Where 
a a To Buy It.” It contains a description of palladium sales 
aids available to you, without charge, in your Basic 
; ae Merchandising Kit. 
Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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SELL THEM AS 
SELL THEM AS HAIR ORNAMENTS re | 
SELL THEM AS SCATTER PINS 


No matter how you sell them, you can be sure that your customers 





will buy them! Because these ingenious adjustable clasps 


and necklace shorteners have everything. Beauty... practicality... versatility. 





They go to any length to please your customers. 


To make a favorite pearl necklace longer or shorter. 





To dress up a favorite dress as a scatter pin. 





To add new hair glamour as a hair ornament. 













NAOMI STOCK THEM. DISPLAY THEM. 


PRODUCT 


ADJUSTA PEARL | And just as sure as women of 


all ages want variety for spice 


in life... You'll SELL THEM. 





~ MAO IML eroovcr 


D682—$2.50 CARD OF 6 
682/1-3 $4.25 DZ. (BULK) 


MAKE “HAY” with DISPLAY the NAOMI WAY! 














9 < . FD H100—Nickel o © D681 —pear! 
y aeeaan foe . gold plate, 75¢ dz. o> () iengthener, 
ana : : ores 
: " 681—$1.7 . 
| 2 206-N. S$. $1.00 dz. S {Bulk}. . 
D345—$3.00 CARD OF 12 : | 12/20 white GF. © 
D100/1 3—$2. 35 card of 6. you take. cultured $1.75 dz. also 
100/1-3—$4.00 dz. (Bulk). Scaris, $2.00 each, 1Okt, 14kt. 


100 /4-6—$4.25 dz. (Bulk) 


rep 





INTRODUCTORY OFFER!" 


Buy 1 card of any Naomi 








PLEASE SEND ME: 
































adjustable clasp or pearl — — _ 
shortener receive FREE card : _ Ct AAS MRE A 
of (6) nickel silver : — TT i LATO 
#206 shortener. Fill in this coupon and send to your certified Naomi dealer or wholesaler _ 




















Send me FREE cards of #206(6 PER CARD) 
N 4 “@ ‘ Store 
oe | QUALITY Address 
| FINDINGS City State 
ISLAND PARK, N.Y. | : RRR RARARRRRR RRR O RRR RRR RRR RAR AA 


WRITE FOR FREE FINDINGS CATALOG 


FOR May, 1954 





The Overhead Problem 
What is the Answer? 











he jeweler is faced with the problem of constantly mounting costs of doing business, 
This cuts into his normal profit structure, sometimes to the point where there is no profit. 


That is the problem of all types of retailers, from department stores to supermarket groceries, 


What is the Answer? 


Reduce the overhead? Many retailers find their overheads irreducible. 
Put the squeeze on manufacturers for higher profit margins? 
Most manufacturers are already in a tight position due to their own increased production costs. 


The only way they can increase retail mark-up is by taking something out of the product or 


raising prices. 


Both of these alternatives are unhealthy 


The experienced retailer knows that the only sound answer to the problem is to do more unit and 


dollar volume by selling their customers additional items not in conflict with existing inventories. 


For example, supermarket grocers are getting significant additional volume from proprietary 
drug departments and pre-packaged apparel items such as hosiery. 


Department stores have opened specialty food and liquor departments—and are even 


selling parakeets. 


WORLD’S LARGEST MANUFACTURER OF 
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of the Jewelry Store 





Many jewelers have gone into electrical appliances, photography equipment and so on. 
But consider the watch business—one of the jeweler’s major sources of volume. 

Are the jewelers exploiting the full extra volume possibilitt®s of the watch business? 

The top end of the watch business is fully represented by an excess of expensive watch 


inventory where a slow 11/ time annual turnover exists. 


A plan for building extra watch volume 


What of the fabulous children’s and teen-age group? America’s most important new market? 
What about the extra watch market for golfers and sportsmen? What about the mass 
market of millions of wage earners and farmers who own Sunday watches but are open for a 


eood volume-priced, every day watch just as they are customers for every day clothes? 





Department stores sell fine dresses—but also have budget-priced dress departments. They sell fine 
suits to workers but also sell them sturdy work clothes and sportswear. 

Why should the jeweler let this vast popular-priced extra watch business go elsewhere? 

It runs into big volume because the turnover and unit sales are high. 

It creates a significant amount of extra traffic—a vital need to the jeweler who does not have the 


daily traffic bait of the department store, the supermarket and the drug store. 
ie ik we ae 


In the mass-priced watch field there is one great name advertised to the public with power and 





continuity—that is Timex. And this is the one great line of precision built, dependable time-pieces 
covering the children’s, the teen-age, the sports and every-day-wear markets! In the matter of 


time-keeping, there are no better watches in the world than Timex. 





We should like to send you a sound merchandising plan outlining steps necessary to get the 


extra volume you need in watches to help solve your high overhead problem! 


TIMEX 


WRIST WATCHES e 500 FIFTH AVENUE, NEW YORK 36 
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LONG PROFT OFER 


Three ways to extra profits! 
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ELECTRIC CLOCK 





























SEIS ica SS SESSA AO RROD IL APD nls OR am m © 
oa cx Z 0 


eS seein aD 


IR lo OSES SASS SSS Se er ss” Se 


ONE DECOR CLOCK when you buy — 


six Decor Telechron electric clocks and six assorted Telechron electric clocks 


{see your distributor) 


DECOR is the fastest-selling, high-style 
electric clock in its price range on the 
market today. DECOR will be viewed 
by ten million people a week on the 


Dave Garroway TODAY TV show on 48 
NBC-TV stations, and in local announce- 
ments in the West for the May-June gift 
season. 
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extra cash! Extra sales! 


”) | WIN EXTRA CASH 


It’s a cinch! e No display photographs! «¢ No newspaper tear sheets! 








Just complete this statement in 50 words or Entries must be postmarked not later than 
less: “I promoted sales of the Telechron May 30. Mail your entry to: Telechron Clock 
Electric Clock ‘Long Profit Offer’ as follows...” Dealer Contest, P. O. Box 402, N. Y. 46, N. Y. 


GET ENTRY FORM AND RULES FROM YOUR DISTRIBUTOR 





48 BIG PRIZES — 3 FOR EACH TELECHRON CLOCK SALES DISTRICT 


16 Ist prizes. .$100 Savings Bond °¢ 16 2nd prizes..$50 Savings Bond °¢ 16 3rd prizes. .$25 Savings Bond 
ecw @eeoeoaooeooeaeoeaeeaeeeaeaeeaeeaeaeaeeeaeaeaeeaeae eee eee eee ee @ 


<3 NEW Clelechu 


“TIME DISPLAY” 


A 






® 


ELECTRIC CLOCK 








ae joan ‘7 ‘ 
2 pg ap 
* Displays up to four kitchen, Se CHV 
ELECTRIC CLOCKS 

five alarm clocks Revive «Silent «No @ 


% Perfect for aisle tables, 
counters, windows 


* Center section hangs on wall 





* Flexible design — 
adjustable in width 


* Easy to set up — 
slotted construction 


* Takes only one square foot 


Se 
See 


* Pretesting proves it doubles =. Ut : . F. | 
clock - les | x > | . 4 a ; : ‘ ' *s, ' . : . “ . aa Bi $8: Rakoaeene eer xa " ; ‘ 
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* Guaranteed prepaid ey 
safe delivery Wy 


YOU BUY New “Time Display” for only... $192.75 
YOU GET at no extra cost: 


Retail Value 





a . Fe ee eee $3.98 

Offered on self-liquidating basis . . »> 2s (es . EN Sci cwcdee dss cu 3 
1...200@8..... Swirl (Red) ........... 3.98 

Three-clock assortment and display both shipped direct to YOUR store $12.94 
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Sold and Serviced by More Than 4000 
Leading Jewelers From Coast to Coast 


In every Longines-Wittnauer radio and television program and every other 
Longines-Wittnauer advertisement, we make this statement once, or several 
times, “. . . sold and serviced by more than 4000 leading jewelers from 
coast to coast who proudly display the emblem, ‘Agency for Longines- 
Wittnauer Watches’.” We say this because we believe today, as since 1866, 
that the jeweler is the only merchant equipped by experience and facilities 


to sell fine watches. 


The more than 4000 leading jewelers who display the emblem, “Agency 
for Longines-Wittnauer Watches” have a right to be proud of it. Yet, we 
deeply appreciate their acknowledgment that this company has always 
considered the jeweler as an equal partner in a business which serves the 
public with finest quality watches at legitimate prices with an entirely 


ethical profit to the merchant. 
pa " Co: LVM. 
Since 1866, maker of watches of the highest character 
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()* one of his recent evening TV 
shows. that old master salesman 
Dave Garroway was selling automo- 
biles. He took as the theme of his 
commercial the quality of the car he 
was selling. Then he threw on the 
TV screen a close-up of the works of 
a smooth-running, fine quality watch. 
He pointed out the balance and pre- 
cision of its performance. Then in 
his famous casual manner, Garro- 
way drew down from the studio ceil- 
ing an engine crankshaft suspended 
on wires. 

The rest of his pitch, of course, 
was how the crankshaft compared in 
balance and precision to the watch. 
The commercial was most impressive. 
There just seems to be no _ better 
standard for precision workmanship 
than that of a fine watch. 


© © 


aN the April 5th issue of Life was 

a full-page. four-color photograph 
of a huge aquamarine. Few people 
have even seen such a gem in one 
large, valuable chunk. It is 125,000 
carats (65 pounds) and an estimated 
one million dollars worth of semi- 
precious green stone. Life accurately 
called it “green gold.” 

At the present time, the aqua- 
marine rests in a vault of the Manu- 
facturers Safe Deposit Co. in New 
York, where it has been guarded 
since 1946. Life photographed it 
through the iron bars of the vault. 

Why it remains there adds to its 
amazing story. 

Though found in Brazil, no one 
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seems to know exactly where. The 
majority of people say it was dis- 
covered in a mountain valley 150 
miles north of Rio de Janeiro, but 
the aquamarine was registered as 
being found in another Brazilian 
state. 

The owner of the land says he gave 
prospecting rights to the prospector 
and demands a percentage. 

The miner says he owns the stone 
because he found it; he denies work- 
ing for the prospector, and says he 
gave it to him only to have it 
registered. 

Another prospector says the gov- 
ernment gave him the right to pros- 
pect where the stone was discovered 
and demands a percentage. 

A syndicate, representing one of 
the owners, shipped it out of Brazil 
for the purpose of having it cut. But 
Brazilian authorities impounded it in 
New York. 

That was seven years ago. In the 
meantime, Brazilian courts have been 
occupied with untang'ing the in- 
volved question of who owns the 
huge stone. 


o © 


HE varied influence of the watch- 

maker on the accomplishments of 
man is truly endless. This influence 
extends even to modern art. Paul 
Cézanne, widely recognized as the 
father of modern painting, took the 
watchmaker’s skill as his inspiration 
when he painted a portrait around 
1900 at the height of his powers. He 
called it the Clockmaker. 





Recently Time hailed the acqui- 
sition of this painting by the Solo- 
mon R. Guggenheim Museum in New 
York. It came from a private Euro- 
pean collection and never before has 
been shown in the United States. 
Though modern in technique, by 
pointing the way to cubism, it makes 
use of two traditions. Artistically 
speaking, the portrait looks back to 
Rembrandt in spirit. And through 
warmth and dignity of its subject, the 
Clockmaker picks up the traditional 
spirit of the watchmaker: a skilled 
artisan who respects himself and has 
the respect of others. 


© © 
MONG the merchandise offered in 


Moscow's big department store 
on Red Square is jewelry. Being a 
star attraction, it rates a luxuriously 
appointed department. 

Unfortunately, the jewelry is 
priced so high that only a small pro- 
portion of the population can pur- 
chase it. Take watches, for ex- 
ample. In this country, a man’s 
wrist watch is not considered a lux- 
ury. In Russia, however, the New 
York Times reports, a gold watch 
sells for about $317. The extremely 
high price of the watch is evident 
when one realizes that the average 
Soviet worker would have to work 
almost two months to earn that much 
money. At the high end of the price 
scale are emerald pendants, retail- 
ing at $8,250. The average Soviet 
wage earner would take about four 
years to earn such an amount. 
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Priceless Heirlooms? 


No, but they have a priceless heritage 4 
... theyre WHITING & DAVIS ‘ 





\\ | | HT \( , 
mie 
| Theyre new, they’re old, they’re good. __ 
They’re part of a quality jewelry line by a 
«\ \ quality maker . . . crafted with today’s sure skill, 


slanted at a market of women with taste. 


Who better than Whiting and Davis to do 


such a job? Who knows better the niceties of 


detailing and hand finishing? Who knows better 
what women like? SY 
Obviously — nobody. Because Whiting and Davis’ celebrated mesh 


masterpieces have dazzled the fashion world for nearly eighty years. 









That’s why this jewelry line will mark you as one of the more dis- 
criminating dealers. WHITING AND Davis Co., INc., Plainville, Mass. 


V 


HAND IN HAND WITH FASHION=SINCE 1876 
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ow would you feel if you had re- 
H paired your 100,000th timepiece 
just the other day? W. 5S. (Dave) 
Menges, jeweler at Brooksville, Flor- 
ida, says that after 45 years of watch- 
making, he is a 100,000 repair vet- 
eran. He feels he has established 
some kind of one man record for 
watch and clock repair. In Brooks- 
ville alone, the Florida jeweler states, 
he has accomplished 25,000 repairs. 
Starting in 1909, Menges has done 
his repairing in Nebraska, Missouri, 
Oklahoma City, Tulsa and, since 
1936, in his present location. He 
also repaired clocks and watches on 
the high seas, having served as clock- 
maker on the U. S. S. Leviathan 
during World War I. 


In his career, Menges has had his 
share of unusual repairing problems. 
He recently repaired an all wooden 
grandfather clock made in Plymouth, 
Massachusetts, between 1808 and 
1812. Another antique job was an 
old English watch made in 1775 with 


a verge escapement. 


© © 
= a half century ago in 1900, 


The Jewelers’ Circular ran an 
itm in its June 27th number on the 




















Mississippi River pearl button indus- 
try. The item traced the growth oi 
the industry to the interest in hunting 
for pearls in the river. This was the 
section of the Mississippi in southern 
Minnesota and northern Iowa. 

However, the thriving clamming 
and pearl hunting industry of the 
1890s declined beeause the river 
“clammed out.” Now history has 
come full circle again. Today the 
Mississippi River clam is coming 
back near McGregor, Iowa. 

And large, fresh-water pearls are 
being found. Two have been discov- 
ered so far, one pearl being sold for 


$400 and the other, $225. 


© © 
Q* a very cold night last winter 


the tower bells at the University 
of Detroit struck 12 o’clock and then 
very cheerfully kept on ringing to the 
total number of 73 bells, waking most 
of the campus. Officials were forced 
to brave the cold to stop the unwar- 
ranted ringing. 

Once a clock goes haywire like 
this, there’s no telling what officials 
will do to preserve the quiet of the 
night in the future. Sometimes the 
clock’s tone is quieted down by 
means of a “silencer.” In this case. 

















—GHWHiITe— 


“Is it real? You don't think I'd buy a cheap imitation for you, do you?" 


FOR May, 1954 


the clock was prevented from sound- 
ing the hour after nine o'clock. A 
drastic remedy. As the tones of a 
clock lend atmosphere to a university 
campus, many feel that the Univer- 
sity of Detroit clock should be per- 
mitted to ring out in all its glory— 
with the proper number of bells, of 
course! 
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UR Oberhausen, Germany, corre- 
spondent reports that the mayor 
of that community has generously 
offered to let the watches of city em- 
ployees be repaired at the city’s ex- 
pense. After observing the late arri- 
vals and early departures of the em- 
ployees, the mayor said their watches 
seem to be slow in the morning and 
fast at quitting time. 


© 
Sine big clock of Notre Dame 


cathedral in Paris is more than 
likely one of the oldest clocks in the 
world. Built late in the 17th century, 
it was the only clock in the cathedral 
to survive the French Revolution. All 
the other clocks were melted down 
into coin. 

One reason the clock, which mea- 
sures more than 10 feet in diameter, 
lasted so long is that it wasn’t used 
very much through the centuries. 
Each of its weights is 1,000 pounds, 
and it took 16 men to pull the rope 
which set the clock in motion. This 
was done on only great occasions. 

The French have at long last gotten 
around to modernizing the clock’s 
actuating mechanism, and the 16 
men have been replaced with an 
electric motor. Modernization catches 
up with everything eventually. 


o © 


OLEDO, Ohio, is called the 

“Glass Capital of the World” be- 
cause of its glass industry. When 
noteworthy people visit Toledo, the 
mayor presents them with keys to the 
city. The keys, naturally. are made 
of glass, in order to promote the 
city’s glass industry. 

However, after an unbroken series 
of glass keys, one of the mayors de- 
cided to do a little promotion for 
himself. He presented a gold key 
to a distinguished visitor. And why 
not? He was Lloyd E. Roulet, man- 
ufacturer of fraternity jewelry. Yes, 
that’s right-—his own company made 
the kev! 
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To Enliven Business 
“At night have colored lights flash on your display in the window. 
Get colored glass—four different colors—and put together in a light 
frame to revolve slowly. Have the window dressed in white.” 
(November 11, 1903) 


New Shapes in Glassware 
‘“‘A number of new shapes in nappies, bon bons, olive dishes, etc., 
fashioned after oyster shells and maple leaves, gives one of the new 


lines a refreshing originality.” 
(November 4, 1903) 


Report from Antwerp 
“During the past two weeks a great change for the better 1s noticed 
in the diamond trade. Goods which remained unsold during previous 
weeks have all found buyers, and changed hands at good prices.” 
(November 11, 1903) 


Thimble for an Heiress 

“Not long since a Paris jeweler made a most elaborate thimble to 
the order of a certain well-known American millionaire. It was some- 
what larger than the ordinary size of thimbles and the agreed price 
was $25,000. The gold setting was scarcely visible, so completely was 


it set with diamonds, rubies and pearls.”’ 
(November 11, 7903) 


American Electric Clocks Abroad 


“‘A number of French Capitalists have commenced the erection of 
an American skyscraper office building in the heart of Paris, which 
will have electric clocks in every one of its 250 rooms. The master 
clock and those depending on it are keyless, it is said, and will be 
made to run two years with one set of batteries.” 


(November 11, 1903) 


The German Empress’ Treasures 

“Great court festivities have repeatedly given the German Empress 
occasion to appear in almost all of her diamonds. From well-informed 
sources it is learned that their total value reaches nearly 5,000,000 
marks. On festive occasions the Empress resembles a firmament set 
with sparkling stars.” 


(November 11, 1903} 
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Milwaukee Notes 


“Bunde & Upmeyer, Milwaukee, Wis, 
have just moved into their newly erected 
store. 

(November 4, 1903) 


Quincy Notes 


“C. F. Pettengill, retail jeweler in 
Quincy, Mass., removed, last week, from 
his old location, opening a handsome 
new store in that city.” 


(November 4, 1903) 


Portland, Ore., Notes 


“Frank A. Heitkemper, of the G, 
Heitkemper Co., Portland, Ore., has 
returned from a short visit to San Fran- 
cisco. The firm has considerably en- 


larged its factory.” 
(November 4, 1903) 


Philadelphia Notes 


“It was reported here that Herman 
Diesinger contemplates opening a store 
near Juniper and Chestnut streets.” 


(November 4, 1903) 


New York State Notes 
“Geo. W. Cooley, Sidney, N. Y., has 


installed a large deep show case for the 
display of flat ware.” 


(November 11, 1903) 


South Dakota Notes 


“Delbert G. Gallett, Aberdeen, S. D., 
has moved his stock and fixtures into 


new quarters.” 
(November 11, 1903) 


New York State Notes 


“Aug. Schnell, Troy, N. Y., has en 
larged his store by an addition of 18 
feet, and installed new show cases and 


fixtures.” 
(November 11, 1903) 
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Last Month 


We presented “The Washing- 
ton Story’’—a report on trade 
diversion in the nation’s capi- 

| | tal. Reader response to this ar- 
st 4 Saigo? ticle was the greatest accorded 
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The Trade Diversion Problem 








yY $944 


ewelers’ Circular Se vstone 





This Month 


JC-K brings you a composite 
article on the opinions and rec- 
ommendations of retail jewelers 
who have given much thought 
to the problem of price cutting. 
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ON TRADE DIVERSION 
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Quotes from Jewelers: 


9 


“This town, population 2500, is full of discount catalogs.’ 
*“*Let’s have more teeth in Fair Trade Laws.”’ 

**Fair Trade only provides protection for the manufacturer ...”’ 
“There ought to be a retail licensing law.”’ 

*“Consumers cannot be required to pay factory-fixed prices.” 
‘The retailer should establish his own mark-up.”’ 
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“Only manufacturers can contro! distribution .. . 
**Set the Fair Traded price at a legitimate mark-up...” 
**Action should be taken on a state-wide level.”’ 


**Fair Trade protects small retailers.”’ 


‘This is coming down to a batile of survival.”’ 











Biccu week, each month, more and more 
jewelers are beginning to feel the effects of trade diver- 
sion. No longer regarded as just a regional problem, 
price cutting and discount houses and industrial catalogs 
are seriously threatening to uproot the established retail 
distribution structure throughout the country. 

The barometer of the jeweler’s attitude toward trade 
diversion indicates that this is the most serious problem 
he faces today—in fact, the most serious in the past 
20 years. For at stake is more than a philosophy of 
doing business—it is the business itself. 

The response to the JEWELERS’ CIRCULAR-KEYSTONE’S 
survey on trade diversion clearly substantiates the belief 
that this subject rates top priority among all jewelers. 
One thousand and fifty retail jewelers throughout the 
country were sent questionnaires on trade diversion. 
Five hundred and eight took the time to answer—an 
extremely high return. 

Now there was a time when the various forms of trade 
diversion were restricted to large metropolitan cities. 
Today there is no geograghic security. Whether a man 
operates a retail establishment in Presque, Maine, or 
Gainesville, Florida—El Segundo, California, or New 
York City, he is feeling the effects of trade diversion. 
He is losing sales and customers. 

Only two jewelers in JC-K’s nationwide survey replied 
that price cutting—discount houses—industrial catalogs 
—club plans, etc., were no problem for them. And one 
of these two jewelers replied that discount houses con- 
stituted no problem because he “outsells them,” an ad- 
mission which might indicate that he has joined the 
other side. 

But for 99 per cent of the jewelers such forms of trade 
diversion constitute a distinct and immediate threat. 


TRADE DIVERSION 


Perhaps typical of small town jewelers is the one in Texas 
who wrote, “This town, population 2500, is full of dis- 
count catalogs.” Another stated, “For six years I had 
the only nice jewelry store in town. I carried a fine stock 
of well-known products. But the discount houses and 
peddlers forced me to close and move to another town.” 

Now it has been estimated that there are approximately 
10,000 discount houses in the country with combined 
sales of well over $3 billion annually. A Wall Sireet 
Journal survey indicates they are continuing to multiply 
in numbers, size and sales volume. And this growth— 
taking place principally in the past seven years—is at 
the expense of established retail firms. 


NOT A NEW PROBLEM 


Of course, the present deteriorating situation did not 
spring up overnight. The symptoms of the disease are 
just more conspicuous today than ever before. In the 
halcyon days of the late thirties and early forties, price 
cutting was handled more deftly and with less fanfare. 

Well, who is responsible for this deplorable situation? 
And who is in a position to correct it? 

Opinions among jewelers vary. Approximately one- 
third of the jewelers in the survey hold the manufacturer 
alone responsible for the situation and feel that he alone 
can correct it. About one-quarter feel that the manufac- 
turer and the wholesaler together are responsible. An- 
other one-third believe that the responsibility lies with 
all segments of the industry: manufacturer, wholesaler 
and retailer. 

One jeweler stated that the blame could not be placed 
on any single group. “No one,” he wrote, “is respon- 
sible for this condition; it’s due to economics.” 




















(CONTINUED) 


Another jeweler voiced the opinion, “Let’s face the 
facts. We cannot change the natural law of supply and 
demand. As long as there is surplus merchandise we 
will naturally try to move it, whether we be manufac- 
turer, wholesaler or retailer.” 

The majority of jewelers, holding the manufacturer 
responsible to some degree, feel that manufacturers have 
“the money and strength” to uphold Fair Trade prices. 
In addition, one Oregon jeweler stated, “Manufacturers 
are the only ones who can control distribution.” 

Still another criticism leveled at manufacturers in 
general is, “If manufacturers can get along without the 
volume built up in the war years, the answer would be 
simple. Over-production has created the present plight 
retailers face from discount houses.” 


MORE DEPENDENCE ON FAIR TRADE 


The JC-K survey also included the question, “Should 
there be more or less dependence on Fair Trade Laws?” 
An overwhelming majority—85 per cent of jewelers— 
replied there should be more dependence on Fair Trade. 
Approximately 10 per cent replied that they didn't be- 
lieve Fair Trade to be the answer. 

The negative votes were cast because of the following 
reasons: “We have always favored Fair Trade but since 
it is not enforced, we cannot sit back and let other parties 
sell as they want and we miss the sales.” 

A west coast jeweler observed, “There should be less 
dependence on Fair Trade Laws and more dependence 
on salsmanship.” In a similar vein, another jeweler 
stated, “There should be less dependence on Fair Trade 
—so I can fight the price-cutters.” 

A Texas jeweler, a law school graduate, remarked, 
“Personally, I like the protection the laws are supposed 
to give, but frankly I think that Fair Trade Laws are 
unconstitutional by their very nature. I have given some 
very serious thought to this problem and [| fully believe 
that the laws are contrary to our constitutional rights to 
do business as we see fit, so long as criminal laws are 
not violated.” 

But on the whole, jewelers who believe there should 
be less dependence on Fair Trade base their argument 
on—‘Fair Trade just doesn’t work, it only provides pro- 
tection for the manufacturer.” 

The majority of jewelers, of course, favor more de- 
pendence upon Fair Trade Laws. The prevalent feeling 
is that such laws protect small business men and keep 
retail operations out of the “jungle” classification. With- 
out it, they feel, there would be a state of retailing 
anarchy, such as exists today in the nation’s capital. 

But in desiring more dependence on Fair Trade, many 
retailers maintain that the present law has too many 
loopholes—too many weaknesses. There are, it is pointed 
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out by most jewelers, “too many instances of violations 
of Fair Trade Laws which have not been prosecuted,” 

Consequently, jewelers feel that in having more de. 
pendence on Fair Trade, the law should be given “more 
teeth,” that it should be compulsory for manufacturers 
to prosecute violators and carefully police retail and 
wholesale distributors to see that they comply with the 
law. 

Any law is useless if it doesn’t have the support and 
following of the people. The classic example in Ameri- 
can history is the prohibition experiment (the 18th 
amendment). Now in most discussions about Fair Trade 
too often emphasis is placed only on the manufacturer or 
the retailer’s position. Unfortunately, not enough atten. 
tion is given to the consumer. And it is the consumer 
who stands supreme in deciding the ultimate fate of 
Fair Trade. It is he who will make or break Fair Trade, 

Because of this, the following question was included 
in the survey: “As far as the public is concerned: should 
consumers be required to pay a factory-fixed price or 
should they be able to buy any manufacturer’s product 
at the lowest price possible?” 


FACTORY-FIXED PRICES 


Nearly 90 per cent of the jewelers replied that con- 
sumers should be required to pay a factory-fixed price. 
Many of these replies included a qualifying statement— 
namely, providing that the factory-fixed price is a 
fair one. 

The negative side based their arguments on, “| believe 
the retailer should be able to establish his own mark-up.” 
Or, “Yes, it’s every one’s privilege to buy at the lowest 
price possible.” 

A detailed explanation was offered by one Southem 
jeweler who wrote, “Consumers cannot be ‘required 
to pay a factory-fixed price. They are going to buy an 
item that they may want at the lowest price they can 
find it. With very few exceptions, factory-fixed prices 
are very reasonable and through advertising of those 
prices, people will understand it is the fair price and 
value of a particular item. There can be no legislation, 
police action or any other coercive method of telling a 
consumer that he is required to pay a given price. He 
may be educated to it, but he cannot be driven.” 

Those jewelers favoring factory-fixed prices offer a 
wide variety of supporting reasons. “Should consumers 
pay a factory-fixed price?” writes one jeweler. “Well, 
who is better qualified to establish the true value of mer- 
chandise than the manufacturer? He makes it, publicizes 
it, distributes it.” 

“I believe,” another jeweler stated, “the consumer 
should be required to pay a factory-fixed price—which 
is never an exorbitant price. I believe the consumer 
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in response to JC-K's questionnaire on 
trade diversion, nearly 500 retailers 
throughout the country took time to 
answer and offer their suggestions for 
correcting this threatening condition. 


expects to have retail merchants carry large stocks of 
merchandise, and pay taxes and enter into the spirit of 
the community in which they live. By so doing, the 
retailer must realize a fair margin of profit.” 

Well, do Fair Trade prices eliminate competition? 
“No,” writes one jeweler. “Manufacturer-fixed Fair 
Trade prices do not eliminate competition in our free 
enterprise system. They merely shift competition from 
the retailer to the manufacturer level. This results in 
better products and service for the consumer.” 

For all retail jewelers, as well as manufacturers and 
wholesalers, the $64 question is, “What should be done 
to correct this condition?” Many jewelers sincerely feel 
there are corrective measures which can be employed 
successfully. But there are also many jewelers who 
profess they don’t know what can or should be done. 

Let us review some suggested corrective measures. 

It is the belief of numerous jewelers that a more 
stringent Fair Trade Law would be effective in eliminat- 
ing, to a large degree, trade diversion. One jeweler 
stated, “The best, and probably the only way, to cure 
this evil is to put more teeth in the Fair Trade Laws and 
for the manufacturer and retailer to support each other. 
The manufacturer to operate under Fair Trade Laws 
and its obligations; the retailer to purchase his merchan- 
dise as far as possibly only from legitimate manufac- 
turers who do abide by Fair Trade.” 

A few jewelers want “more teeth in Fair Trade Laws 
—or permission to sell under the discount house prices 
in case of emergency.” 

If these be times that try men’s souls, it is to be 
expected that some jewelers are willing to go to extremes 
—some being unlawful—to fight trade diversion. Now 
there is one small group of jewelers favoring a retail 
licensing law. One “spokesman” for this group writes, 
“There should be state and city legislation requiring all 
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engaged in selling jewelry or other products to be 
licensed. If they are not licensed, they should not be 
permitted to sell any product to the consumer.” 

Another group is in favor of “putting the spotlight of 
publicity on the manufacturers and distributors whose 
merchandise is found on the shelves of the price cutters.” 
Then, it is suggested, “Retailers should organize and 
refuse to buy these manufacturers’ products.” 

This action, of course, would be illegal and would, in 
turn, invite action by the United States Justice Depart- 
ment. For such a collusive move in publishing a black- 
list would be considered as a restraint of trade. 





EDUCATING THE PUBLIC 


There is still another group which feels that the “case” 
should be presented to the American public. This would 
call for an industry-wide coordinated “education pro- 
gram. Thus, as one retailer advised, “Retailers with the 
help of manufacturers would educate the public on false 
statements and misrepresentations of discount houses. 
The program would a!so educate the public to services 
the retailer offers with the sale of products.” 

“To begin with,” another jeweler pointed out, “the 
person we are concerned with is the consumer. We are 
wholly dependent on him. If the type of service we pro- 
vide him is of a constructive nature, we can keep him 
happy with that service. In many instances without 
service a product is not desirable. Discount houses do 
not give service on their sales, cannot and will not give 
instructions on replacement on merchandise needing it. 
My suggestion for one solution to the problem is educat- 
ing the consumer to the value of service when he buys a 
product. This store runs regular ads stressing Service, 
Quality, Dependability—and we give it to the public. 
Education, we believe, is one answer.” 

Still another solution offered by a good number of 
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jewelers, is, “Planned, controlled, and objective dis- 
tribution.” It is certain, one jeweler stated, “Discount 
houses or the like could not operate without merchandise. 
They should be cut off by manufacturers. The manufac- 
turer should quit selling to them and we should work 
harder to sell more and take up the slack.” 

There are some jewelers who have given careful and 
intelligent consideration to this problem. They believe 
there is no one move that will be a cure-all. 

According to one Memphis, Tenn., jeweler, “I do not 
believe that the measures necessary to correct this con- 
dition can be found in one magical formula. There are 
probably many things which must be done simultaneously 
at different levels of the industry, including wholesale, 
manufacturer and retail levels. I do not think that any 
one segment of the industry can be handed the full re- 
sponsibility and allowed to proceed on the theory that 
‘That is your problem—you solve it.’ I believe the manu- 
facturer can and should exert the most rigid controls 
over the placement of his merchandise and be ready and 
willing to back up this control program with the neces- 
sary drastic action when and where indicated. 

“Finally, the retailer must resist, at all costs, the over- 
whelming temptation to try to combat the discount houses 
by offering his merchandise at a price less than regular, 
or by becoming a discount house operator himself. The 
retailer, wholesaler, or manufacturer who supplies his 
merchandise for sales through irregular channels, is also 
suilty of an act of treason to the industry and is under- 
mining his own business with that of his competitors and 
neighbors.”’ 


ACTION ON A STATE-WIDE LEVEL 


A Michigan retailer suggests that action be taken on a 
state-wide, rather than national, level. In his state, he 
reports, the Michigan Retail Jewelers Association is 
attempting at the present time to get two bills passed 
by the state legislature. 

One bill is “designed to stop unethical advertising. If 
one fails to offer to sell the merchandise advertised at 
the price stated, he shall be guilty of a misdemeanor 
punishable by imprisonment or by fine of $500.00.” 








The second bill is known as “The Trade Diversion 
Bill,” which would amend a present law to strengthen jtg 
enforcing powers. “This amendment would make effes. 
tive the present prohibition against any firm or corpora. 
tion selling or procuring for resale (through catalogs, 
etc.) to its employees any article, product or merchap. 
dise not of its own production or not handled in the 
regular course of trade. By strengthening the present 
Act we would eliminate industrial concerns buying for 
their employees. It would also be a weapon agains 
widespread sales tax evasion.” 

In general, JC-K’s survey was answered briefly and 
pointedly by the majority of jewelers. However, a num. 
ber of jewelers, with a flair for writing, expressed their 
opinions in long, detailed letters. One of these jewelers, 
from Toledo, Ohio, wrote an excellent letter—one which 
is characterized by thoughtful reasoning and restraint. 
Because he seems to articulate clearly the feelings of 
many jewelers, we are offering here the highlights of his 
letter. 


MAINTAINING PRICE AND PRESTIGE 


“I feel that where an item is branded and nationally 
advertised, it should sell for the same price in all outlets, 
There are a good many reasons for this, but probably 
the most important one is that, by advertising a price, 
the manufacturer sets up a value for his product in the 
minds of the consumers, and this value and consequent 
price should be enforced, or the price-cutter can use it 
as an indication that his prices on all items are lower 
than those of his competition. 

“As you know, price-cutting is no new thing in the 
jewelry industry. But in past years, we have always felt 
that the retailer who offered nationally advertised 
merchandise at a discount made up for all the savings 
which the consumer made on that sort of purchase, by 
charging unholy prices for ‘blind’ merchandise, par 
ticularly diamond rings and other forms of jewelry 
where the purchaser had no basis for comparison of 
value. It seems to me that this situation has changed 
to some extent within the last couple of years, in fact 
there are now discount houses who are perfectly legiti- 
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ON TRADE DIVERSION 


mate in that they sell everything at a low mark-up, in- 
cluding ‘blind’ merchandise as well as branded and 
nationally priced merchandise. It can be argued that 
there is no reason why a retailer who chooses to sell at 
a low mark-up should not be permitted to do so, and 
do so on everything. 


RETAILERS PROVIDE SERVICES 


“And, of course, this is the argument used by the dis- 
count operators in trying to overthrow Fair Trade. How- 
ever, in making this argument, they leave out one very 
important factor, and this is the fact that, if there were 
no stores who maintained the services which are main- 
tained by the so-called ‘legitimate’ retailers—such as 
proper display, salesmanship, advertising, and all of the 
other services which create the desire for the product in 
the mind of the consumer, and also permit them to make 
a final choice as to the article that they finally wish to 
huy—the discount operator would either have to provide 
the services himself, or he would find that the demand 
for his merchandise would gradually dry up. 

“TI feel that the final outcome of all of this is going to 
be a separation of the manufacturers who wish to con- 
tinue to distribute through the regular retail stores, and 
those who will finally decide to distribute through the 
regular retail stores, and those who will finally decide 
to distribute through the discount houses. I am con- 
vinced that it is going to be impossible for manufacturers 
to continue to distribute both ways for very long. We 
are almost at the stage where we will be ready to make 
that separation as far as our own operation is con- 
cerned, and I am sure.that there are thousands of other 
retailers over the country who are in that same position. 
If every retailer in the country were to discontinue all of 
the services which he gives, and which the discount 
houses do not give, the manufacturers would very shortly 
find that the total amount of goods purchased by the 
consumer would drop to a fraction of what it is today. 
The services which we give, and which cost us money to 
provide are given because consumers WANT them—not 
because we want to spend the money to provide them. 

“It is perfectly possible that we and all retailers who 


operate in the same fashion are on the wrong track, and 
that the consumers are more interested in low prices than 
they are in the services which we furnish. However, I 
do not believe that this is the case, and at least until we 
are proven wrong, we will continue to let that be the 
guiding philosophy of our operation.” 

Since it is primarily brand name products that are 
“kicked around” by discount house operators and the 
like, some jewelers feel that the problem originates at 
this point. 

“In my opinion,” one Wisconsin jeweler observed, 
“retailers have all contributed to the public recognition 
of brand name products to such a degree that the identity 
and importance of the store has become secondary. It 
seems that one of the reasons for this condition is the 
fact that retail jewelers rely upon material supplied by 
manufacturers for advertising. Thus, the retailer’s ads 
do more for the brand name product than they do for 
the individual store. 

“Unfortunately, the public has learned to identify a 
watch by a specific brand name and to judge the quality 
of the watch by the brand name, disregarding the opinion 
of the jeweler. This situation has been helped by re- 
tailer’s advertisements of brand name products in which 
the dealer’s name was almost lost in the copy. 

“Il wonder if there is not a possibility to partially 
correct this by having the individual stores feature the 
store name predominantly, and by having individual 
newspaper advertisements and mailing pieces made up 
rather than using manufacturers’ material.” 

There were several jewelers who raised the subject 
of mark-ups. They feel that excessive mark-ups—which 
are the exception, not the rule—have helped to create 
the current situation. As one New York City jeweler 
advised, “Set the fair traded retail price at a legitimate 
mark-up.” 

Yes, there are a multitude of suggestions and opinions 
offered by retail jewelers throughout the country. The 
means may differ—but all have the same end in mind: 
a clean, healthy jewelry industry. If the intensity of 
expression is strong, it is perhaps because, as one jeweler 
put it, “This is coming down to a battle of survival.” 
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Diamonds to Dollars... Fashion 






by WINIFRED PARKER 


H.. many eccentric female millionaire: 
do you have on your customer books? I am acquainted 
with only one. and while her social antics are fascinating 
to observe, I’m sorry to report that she will never be. 
come a jewelry store customer. At one affair she is apt 
to arrive bedecked in emeralds, sapphires or diamonds 
of a bygone style era. (Magnificent jewels in out-of-date 
settings which she inherited more than half a century 
ago.) At the next affair she is just as likely to show up 
adorned in garlands of paper flowers. Society laughs, 
latches onto her money for charity and calls her eccen- 
tric—because her interest in present day fashion is dead. 

Eccentric? Because she has no interest in today’s 
fashions? What term then should be applied to those 
jewelers whose very living depends upon keeping fashion 
interest alive; whose very living depends upon whetting 


Reading counter clock-wise: 


Left. Contour collar diamond necklace by Fabrikant Bros. blends 
design delicacy with dimensional brilliance. $19,000, Keystone. 


Double loops of baguette diamonds with center suspendeed brilli- 
ants form dramatic earrings; Harry Winston. $24,600 retail, T.l. 


Diamonds suspended in spidery yellow gold design feature look of 
rich antiquity in this pin by Somers-Ernst Co. $354.00, Keystone. 


Diamond pendant earrings in shower-drop motif by Raymond Abro- 
hams. $2500, Keystone. Contour earrings with pendant, $10,000. 


















Makes the Sale! 



































women’s interest in new jewelry styles, but who approach 
their customers with no understanding of up-to-the- 
minute fashion trends! 

No-one knows how many sales of expensive diamond 
jewelry are lost each year to local jewelers because 
wealthy women feel they cannot find new and smart 
diamond styles in their home town stores. 

They are afraid they will spend their good money for 
jewelry that will soon be out of date. These women are 
more frightened than skeptical. And so they spend extra 
time and extra money in travelling to large cities where 
they buy from jewelers with established fashion reputa- 
tions. 

Fashion is not a matter of geography! It is possible 
for any jeweler in any community to develop a reputa- 
tion for good fashion merchandise. Any reputable jew- 


eler can have a selection of top fashion diamond jewelry 
(Please turn to page 92) 





Reading clock-wise: 


Right: Diamond necklace by Jacob Mehrlust features detachable 
clip with 40.40 carat pear-shaped emerald which color slashes 
diamond brilliance. This piece is priced at $55,000, Keystone. 


Diamond bracelet and earrings and pin by Maybaum Bros. combine 
massed brilliance and delicacy. Earrings, $1400; diamond pin, 
$8,000; and bracelet, $9,000. These prices are all Keystone. 


Snowflake design earrings with 26 full cut diamonds in white 
gold settings; $590, Keystone. Pendant design with 22 full cut 
diamonds in white gold; $475, Keystone. A. Jaffe & Son, Inc. 


Four diamond platinum rings by Jerome Richheimer focus interest 
on beauty, cut and brilliance. Emerald cut diamond ring, 9.40 
carats, $23,000. Pear-shaped diamond ring, 6.00 carats, $9200. 
The marquise diamond ring, 4.66 carats, $14,500. Round diamond 
ring, 5.14 carats, $13,000. All of these prices are Keystone. 
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A. This suggested display capitalizes on the fact that a watch is the most wanted graduation gift. 


Remember Father's Day and Graduatio 


H.. recently have you put yourself both 
mentally and physically on the other side of the plate 
glass of your store windows and considered your dis- 
plays from the point of view of your customers and 
prospective customers? It is not easy to “see ourselves 


as others see us,” but it is very important if our mer- 


chandising program is to be a successful one. No doubt 


you are in the habit of looking over your window dis- 


plays each time you approach your store—and maybe of 


B. Silhouette cut-outs of graduation caps frame the lower half 
of this silver pattern graduation window. A chest of silver and 
several place settings are neatly arranged on the window floor. 




















































by VIRGINIA DIXON 


making an occasional special trip outside to give the 
store front a good thorough check up. But such examina- 
tions do not mean very much unless they are accom- 
panied by the proper mental! attitude . . . seeing the mer- 
chandise and decorations as if you yourself were a cus- 
tomer and a complete stranger both to the store and to 
the jewelry business. There is a world of difference in 
thinking of your merchandise as something you want 
to sell and thinking of it as something other people 
may or may not want to buy. 

How do your displays measure up in this light? Is 
there sufficient eye-appeal to draw attention to your 
window against the competition of the other store win- 
dows nearby? Do the displays make jewelry merchan- 
dise seem especially appea'ing and desirable? Are there 
any selling ideas expressed in the display which will 
create a desire to purchase on the part of some particular 
group of people? Does the background and setting of 
the display make your merchandise look its best? Are 
copy messages clear and concise and readily under: 
standable? Is a good selection of merchandise priced? 

The month of June has for so long been dedicated 
to the bride that other possib'e merchandising promo- 
tions for that month have been somewhat neglected. June 
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MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material 


Sketch A 


banners 
on See watch stands 


Seal and ribbons for diplomas 


in school colors 


Sketch B 

Beaver board panels for 
spoons 

Ribbon streamers 


Silhouette hats and heads 


Copy card 
Sketch C 


Calendar page, copy scrolls 


Hands 


Ribbon 


Source 


Show card writer 

Make in store from 
heavy white paper 

Cut seals from gold 
paper 

Ribbon from Depart- 
ment Store 


Make and cover in 
store 

Department store 

Cut from black con- 
struction paper from 
stationery store 

Show card writer 


Show card writer 

Cut from white con- 
struction paper or 
drawing paper. 

Department store 
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is still a popular wedding month, but your groundwork 
for this business should have been laid in previous 
months—in fact wedding promotions should be carried 
pretty well through the year—so that you can afford to 


make a strong campaign on Graduation and Father’s 
Day business in June. 

Surveys have shown consistently that the most wanted 
graduation gift is a watch. Here is a fact on which a 
strong window promotion should be based. Since today’s 
graduates are tomorrow's customers, the jeweler who 
makes a successful bid for their attention and interest 
at graduation time stands a good chance of making many 
future steady customers. Some jewelers have tried quite 
successfully gaining the interest of the girl graduates 
by offering them a teaspoon or other silver piece in the 
pattern of their choice. Such an idea can be developed 
into a very successful promotion adapted to your own 
local situation. Of course, if you court the girls in the 
graduating class, it would be well to make some equiva- 
lent gesture toward the boys. . . tie clips or belt buckles 
or similar items can be offered each boy who comes in 
the store. 

Mother’s Day gets an enthusiastic promotion in most 
jewelry stores these days. Let’s see that Dad gets an 
equal share of attention this year. The only reason for 
a poorer response in sales for Father’s Day is a poorer 
promotional effort. 

The accompanying sketches suggest window displays 
to tie-in with these promotion ideas. As you carry out 
these and other displays in your June windows, make an 
effort to visualize them as your customers will see them. 

(Please turn to page 104) 


lh Your June Window Displays 
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C. A large, hand-lettered calendar page emphasizes the occasion; gift suggestions are set on circular elevations. 


FOR May, 1954 
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View of a cyclotron, the giant "atom-smashing" instrument, in which diamonds are colored. 


sting ee 








The Present Status of Diamond 


Te introduction of attractive colors into 
diamonds by various types of sub-atomic particle irradia- 
tions is a process with, relatively speaking, a rather 
ancient history. The earliest work dates back to about 
1904, when Sir William Crookes exposed diamonds to 
the direct radiation of a radium compound and obtained 
a bluish-green coloration. Subsequent work (Lind, S. C. 
and Bardwell, D. C., The American Mineralogist, Vol. 8, 
pp. 171-180 and 201-209, 1923) indicated that the color 
was caused by the most easily stopped, alpha, radiation 
given off by the radium, and that the penetration of the 
stone was slight. The color of the old radium-treated 
stones (and subsequently quite a number were treated 
for commercia! purposes) was very close to the surfaces 
and all traces could be readily removed by repolishing. 
Nevertheless, thin as it is, the color appears to have been 
permanent. Recent tests of one of the stones (Hardy. 
J. A., “Report on a Radioactive Diamond,” Gems and 
Gemology, Vol. 6, pp. 167-170, summer, 1949) showed 
it to be green and still slightly, even dangerously, radio- 
active, apparently from deposits on the surface which 
were not removable by ordinary boiling and handling 
of the stone. 

Since the Lind and Bardwell experiments showed that 
the color was caused by easily absorbed alpha rays, it 


76 


by DR. FREDERICK H. POUGH 





Fig. |. Diamonds can be deuteron-colored on their upper or lower 
surfaces, or on both; yet, all will appear to be colored all the 
way through. Left, bottom has been treated; right, top treatment. 
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has also not been practical in recent years to color 
jiamonds by radium treatments. We are, today, much 
more conscious of the dangers of an exposure to radio- 
activity, and no one would now venture to dip stones 
in open vessels of radium chloride. All radium com- 
ounds are immediately packed in containers which 
would absorb all the alpha radiations. So the writer's 
experiments to determine if even a concentrated dose of 
beta and gamma radiation would have any effect, con- 
ducted by having the diamonds placed in close proximity 
to very large quantities of radium stored in the Fort 
Hope (Canada) radium refinery, could not succeed. 
Beta and gamma rays proved very effective with other. 
accompanying, stones but were wholely ineffectual on 
diamonds. 

Today, radium treatments are only of historical 
interest. The very thought of the risks to which the 
Curies and Sir William Crookes exposed themselves and 
the unconscious subsequent owners of their experimental 
stones, gives the modern physicist the shudders. Besides, 
we now have much cheaper, faster, and better methods 
of arriving at the same result, and the stones remain free 
of any danger to their subsequent owners. The new 
methods owe their origin to modern sub-atomic particle 
sources like the cyclotron, the atomic pile and the like. 


ihe American pioneer along those lines was a 
mineralogist, the late Dr. Harry Berman, of Harvard 
University. A few green stones had appeared on the 
market, and the rumor went around that they had been 
treated on the cyclotron. With the cooperation of Martin 
.. Ehrmann, at that time (around 1940) a supplier of 
minerals and unusual gems to scientific institutions and 
collectors, Dr. Berman exposed a few of Mr. Ehrmann’s 
diamonds to bombardment by the Harvard University 
cyclotron. Subsequently, Mr. Ehrmann carried this 
interest much further, and with the help of two Calli- 
fornia physicists he erradiated a series of stones. Their 
results were reported a few years ago (Ehrmann, M. L.. 
“Bombarded Diamonds,” Gems and Gemology, Vol. 6, 
pp. 295-297, 318, summer, 1950, and Hamilton, J. G., 
Putnam, T. M., and Ehrmann, M. L., “Effect of Heavy 
Charged Particle and Fast Neutron Irradiation on Dia- 
mond,” The American Mineralogist, Vol. 37, pp. 941-949, 
1952). 

However, in the interim between Dr. Berman’s 1940 
trial exposures and those reported by Hamilton, e¢ al. 
a number of other researchers had taken up the work and 
published confirmatory references along the same lines. 
By 1950 diamond treatment for purposes of improving 

(Please turn to page 105) 


dloration Treatments... 


During the past half century scientists have experimented 


with various methods of changing the color of diamonds. Here 


is an interesting summary of the results of these experiments. 





Fig. 2. Cyclotron-colored stones, having intensely colored sur- 
faces, are quite easily discerned. When the stone has a crown 
coloration it shows from above, in the crown facet reflections. 


FOR May, 1954 


Fig. 3. Bottom-treated stones are even more distinctive; there 


is a lighter-colored star-shaped area surrounding culet and it 
is easily visible in the reflections from the main back facets. 


17 














: _ ORAL ADUATES . 





ae 


ae ae Snes 





2 $e DAML NSE 4 PINS: CAV NO TAO ae Peco 
2 € 3 
The civtunss ot the graduating cher auece: Bumaek the nasty ot itc {OQ Ss ewe ry tO re 











Graduates of Prairie du Chien High School, Wisconsin, were paid a 
tribute last year by Ritchie's jewelers in the above newspaper ad. 

















"Floating" graduation caps created an appropriate atmosphere 
in this unusual window display by Long's, Boston. A variety 
of fashion jewelry pieces was featured for girl graduates. 


Graduation Time is 





Gift-Giving Time 


Dos: is graduation time, except for certain 
states in the West where it falls in May. This is an im- 
portant point and time in a young person’s mind. It is 
also an important time, in more ways than one, for the 
retail jeweler. 

Today’s graduate, male or female is tomorrow’s cus- 
tomer for diamonds, flatware, china, g'ass and other 
jewelry store merchandise. Thus, it is important for a 
jeweler to make personal contacts at graduation time 
with graduates. 

The most popular method is to invite the senior high 
school girls to visit the store and have them select the 
gift of a sterling teaspoon of their own choice. For the 
boys, some jewelers offer free tie clips, cuff links, etc. 

But apart from laying the groundwork for future busi- 
ness, graduation time brings immediate sales. Survey 
after survey proves conclusively that the graduate’s own 
gift choice is a watch. However, this desire is not 
realized too frequently. It is necessary for every jeweler 
to actively promote watches as graduation gifts, directing 
promotions to parents in particular. 
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REMEMBER... 
GRADUATION LASTS 
A LIFETIME 


THE GRADUATE YOU LOVE WILL APPRECIATE A FINE WATCH 


Since the Romance filed “90's” graduation watches from “Los Angeles 
Oldest Jewelers” have been cherished gifts and Trustworthy Timepieces. 





HAMILTON MOVADO 
The finest watch made in America for both men Featured the wer rid oven by fine jewelers. Movado 
and women. Donavan & Seamans ever SO years is noted for cited for its hand- 
ago ii bencies tenthen ote Pecifc Coast aan ates Rn ant bain Oe 
Prices start at $55, $60.50, = $71.50 to $290 $320. Ladies’ gem set models into the thousands. 
Ladies’ gem set cases into the thousands 


GIRARD PERREGAUX 


ROLEX 
, First made in 1791, Girard Perregaux is noted fer 
A fas -, to ee ae — vn — a nel rae “7 its handsome feminine styling along with trouble- 
i oapoasmageo ed Pt oon {ree timing. Priced at $45, $50, $71.50 to $100 
ee ee ee vt Gem set ladies’ to $325. 


timing, first — in self-w s Rolex 
“perpetual.” Priced fr one op 1850. 


INTERNATIONAL 

CONCORD Here is @ sen-commercial watch made to very 
Beauty is more than skin deep in Concord ladies" exact standards. For those who desire simple ele 
watches. Noted for their sleek designs as well « gant styling for the years ahead. Ladies’ watches 
fine performance. Prices $50, $71.50, $130, $17 70 from $153, Men's from $115 to $210. Diamond 
to $225. In gem set ladies’ to $900 set cases into the thousand 

PATEK PHILIPPE 

Among watch connoisseurs Patek Philippe is ree- 
ognized as the ultimate in watch perfection. Now HR Easily Yours, ee 
in its second century the Patek Philippe standard through eur personalized 


is the standard by which all fine watches are 
lodged Prices $250, $475 to $1400. Gem set 
ladies’ models into the thousends. 
ot include Federal tax. 
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435 WEST 7TH STREET, at Olive * 5656 WILSHIRE BLVD., Miracle Mile 








Surveys have proved that the most desired 
gift among graduates is a fine timepiece. 
Trying to make this desire a reality, the 
firm of Donavan & Seamans of Los Angeles, 
ran this impressive newspaper ad last year. 
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Famous Diamond Booklet 


Helps You Make Diamond Sales 


This 3l-page booklet, “The Day You Buy a 
Diamond,” makes fascinating, informative read- 
ing for young couples contemplating the pur- 
chase of an engagement diamond. It tells the 
story of the diamond’s origin and significance, 
gives helpful pointers on choosing a diamond. 
Jewelers say it’s one of the most helpful and 
interesting selling aids they’ ve ever used. 

Be sure to have a good supply on hand... use 





. keep them on your 


them as bill enclosures. . 


counters to give to prospective customers. 

Cost is $6 per hundred. For your imprint, add 
$3.50 for first hundred, and $1.25 for each addi- 
tional hundred. If your store is in New York 
City, add 2% sales tax. Order from Diamond 
Promotion Dept., The Reuben H. Donnelley 
Corp., 305 East 45th Street, New York 17, N. Y. 


Please enclose check or money order. 


Tie in with the national diamond promotion... 


keep diamond sales coming your way 


De Beers Consolidated Mines. Ltd. 


FOR May, 1954 
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by W. B. STODDARD 





A PARTICULARLY important promotion event 
in June is Father’s Day. This, of course, is an appro- 
priate time for every retail jeweler to promote men’s 
jewelry, watches, watch attachments, electric shavers, 
bill folds, etc. 

It is true that most men are fond of some type of 
jewelry, but they seldom get around to buying it for 
themselves. Therefore, Father’s Day—June 20th—is an 
excellent opportunity for the jeweler to suggest some- 
thing in the way of jewelry for a gift on “His Day.” 

Last year, the Silton Jewelry Co., Los Angeles, created 
an eye-catching window display. In the corner of the 
window was a large framed picture of a father with his 
son and daughter, the son offering the father two gift- 
wrapped packages. Against a red velvet drape back- 
ground, this jeweler displayed a variety of tie bar and 
cuff link sets, cigarette and table lighters. 

Weisfield’s, Portland, Oregon, last season devoted three 
windows to Father’s Day gift suggestions. The central 
window showed a cut-out of “father” reclining in a ham- 
mock with a crown on his head. A card read, ““Remember 
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PROMOTION | 


The Silton Jewelry Co., Los Angeles, did 
its part last year in reminding people of 
Father's Day. Gift suggestions included 
men's jewelry, pocket and table lighters 


“Remember Dad with a Gift" was the 
theme of this display by Weisfields, Portland 
Oregon. Watches, lighters, travel clocks 
bill folds and men's jewelry were shown. 





Let’s Remember Father! 


Dad on His Day.” Among the gifts shown were bill 
folds, cigarette lighters, tie bars and cuff links, watches, 
pen and pencil sets. 

The second window, using another cut-out of “father,” 
had a card which read, “Taste, not money, counts in 
choosing gifts for Father’s Day.” Featured in this win- 
dow were cameras, clocks, book ends, and small leather 
goods. The third window was given over to watches. 

Realizing that summer was approaching, Proctor’s, 
San Jose, California, suggested “summer jewelry” as an 
appropriate gift for Father’s Day. The store ran a news- 
paper ad which carried the heading, “Shirt Sleeve 
Weather Suggestions — accessories for smartness and 
comfort.” The copy read, “Assuming you are one of 
the fortunate ones who still have a shirt, you will be in 
shirt sleeves the greater part of the time for the next 
four months. Look attractive and smart with these gold 
gift suggestions, also available in sterling silver: collar 
and tie pin, cuff links, key chain, wrist watch attach- 
ment.” The ad illustrated, described and priced a number 
of other items of masculine jewelry. 
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Pearl 


The pearl, gem of the sea, comes to us from 
the hand of Nature without need of cutting or pol- 
ishing. Since the earliest of times pearls have been 
a mark of distinction, wealth and power. In fact, 
Caesar forbade unmarried women and women 
below a certain rank to wear them. 


Today, fortunately, women can wear beautiful 
pearls, natural or cultured, with complete impunity. 
A wide selection in styles and prices is available. 


The alternate birthstone for June is alexandrite 
—a gem having the unique property of showing 
two colors, green in daylight, red or red-violet at 
night. Added to this unusual characteristic is the 
fact that this stone is hard and durable. It is also 
clear and transparent, as well as colorful. Alex- 
andrite is available at jewelry stores in natural 
stones or synthetic corundum. 





Pearl 
Mberandsile ey 


JUNE 








BIRTHSTONES FOR JUNE 


A Display of 
Pearl and Alexandrite 


A dainty mermaid draws attention to 
the casket of June birthstones in this 
display. A jewel box displays both pearl 
and alexandrite rings. Other rings are 
arranged on the curving floor pads 
covered in pale blue and sea green 
silk. Sea fans sprayed in pastel tones 
are arranged behind the jewel box. The 
mermaid can be a papier mache figure 
or a cut-out, generously decked with 
sequins. 
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: JEWELRY MANUFACTURERS SINCE 1894 


DAVIDSON 4 SONS JEWELRY CO., INC. 


20 WEST 47th ST., NEW YORK 36, N. Y. 





MERCHANDISING 


Birthstone Rings to Diamonds 


I. THE worps of Norman Kernis, owner of 
Norman Jewelers, Chicago, birthstone, initial and frater- 
nal rings are “small traffic items,” but as such, they are 
important. They maintain the continuity of the customer 
relationship and enable the jeweler to build up necessary 
confidence from the customer so that he will make a 
diamond purchase. 

Kernis thinks enough of the potential of birthstone 
and accompanying ring lines to devote a separate depart- 
ment of his store to them. The stock in this department 
contains between four and five hundred rings at almost 
all times, Sales run about 30 rings a month. 

The birthstone section is marked off by a special sign 
locating it directly alongside Norman’s diamond depart- 
ment. One showcase here is usually devoted exclusively 
to ladies’ rings. Another, containing men’s rings, mixes 
birthstones with initial and fraternal rings. 


FOR May. 1954 





Birthstones rate special attention in the 








merchandising layout of Norman's store. 


A Logical Selling Sequence— 





by BEN KRUSE 


As a general rule, birthstone merchandise is displayed, 
handled and accounted for under the designation of the 
month represented by the particular stones. Norman’s 
has found this easier, both from the standpoint of index- 
ing and sales training. 

In this way, any sales person, regardless of background 
or training, can show birthstones on request or when the 
opportunity presents itself. He merely asks the customer 
about his or her birthday and reaches for the tray marked 
accordingly. All rings in each of the small display trays 
in Norman’s showcases are for a single month. 

Similarly, designation by month instead of gemstone 
makes it easier in the adding of sales slips, bookkeeping 
and inventory control. For example, a ladies’ ring cover- 

(Please turn to page 104) 
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Student Designs Shown 
At New York Exhibit 





Y 

= and delicate jewelry designs, char- 
acterized by the growing assurance of students of 
Christian A. Jakobb, were displayed in annual pre- 
graduation exhibits, April 8, at Mechanics Institute, 
N. Y. Mr. Jakobb, well known as an outstanding jewelry 
designer, is the director of the Institute’s jewelry design 
school, the only one of its kind in New York. 

Leading student designers of the graduating class 
gained special recognition for their work. Awards are 
based on individual talent, all-around effort and progress, 
and proficiency as shown in class attendance. Student 
winners received gold, silver and bronze medals, in order 
of importance, to distinguish their achievements. They 
were: Alfred Joseph Lombardi, first prize; Gershon H. 
Rogovey, second prize; and William Francis Mahon, 
third prize. The judges also gave honors to three other 
students: Larry Samuel Simon, first honor; Michel James 
De Franco, second honor; and Robert Adrian Scanna- 
vino, third honor. 
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Third honor was won 
by Robert Scannavino. 





This modernistic ring was 
designed by Edward Eliaser. 











Third prize, a bronze medal, was awarded 
to student designer William Francis Mahon. 





Above is an example 
of the work of §stu- 


dent J. P. Bahuchet. 












A sample of the work of gold medal winne; 
Alfred J. Lombardi is illustrated above. 





The second prize award 
went to Gershon Rogovey. 








Second honor, won by 
Michael J. De Franco. 
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“TES o'clock cas - 6 ome ave rs SS ‘ 
try this straight-edge way to bigger and better earnings. zz. . 
Swirsky & Ehrlich’s famous Loose Diamond Tonic Reda 
stops falling profits, will make your business grow i = | 
and glow day after day, year after year. - .,. [ 
Results are immediate and certain. The formula | 
is proved and accepted...IF YOU'RE NOT BUYING } 


LOOSE DIAMONDS YOU'RE SELLING TOO HARD! 
























LOS ANGELES 13, CALIFORNIA * 220 West Fifth Street * MUtual 3173 
CHICAGO 2, ILLINOIS ¢ 55 East Washington Street * FRanklin 2-7791 


DALLAS 1, TEXAS * 1802 Main Street * PRospect 1041 
ANTWERP, BELGIUM - CAPE TOWN, SOUTH AFRICA 










DIAMOND PHOTOGRAPHS COURTESY DE BEERS CONSOLIDATED MINE 





Detecting Counterfeit Money 


The suggestions in this article enable the jeweler to reject counterfeit 


currency and coin at the time they are passed across his counters. Skill 


in spotting such counterfeit money is a matter of training and practice. 


Tx arrival of spring is the right time for 
jewelers to learn ways to detect counterfeit money. Travel 
business, which 26 states list as one of their three largest 
businesses, is on the increase. This means a growing 
influx of tourists in the jeweler’s community and traflic 
in his store. Such circumstances offer ideal conditions 
for the passers of bogus money to distribute their illegal 
paper. Of course, whenever a jeweler accepts counterfeit 
issue, he suffers the loss because it is against the law to 
pass spurious coin and currency no matter how inno- 
cently it was taken in. 

As if to soften the effects of this law, the United States 
Treasury Department through the Secret Service Di- 
vision, works constantly to keep counterfeit money out 
of circulation. Despite this constance vigilance, each year 
retailers lose a great deal of net profit by exchanging 
good bills and merchandise for bad money. 

The Secret Service springs to action at the first signs 
that worthless currency and coins are being circulated. 
By working in spurts, however, counterfeit rings pass 
volumes of bogus issue before they are discovered. It is 
only by being alert at the time that money is taken in 
that a jeweler and his employees can hope to protect 
themselves fully against this kind of loss. 


MEMORIZE CURRENCY ‘PORTRAITS’ 


One clue to good money is the picture of the man 
that appears on the bill. This has been put there for a 
specific purpose. Bills of the same denomination, regard- 
less of the type of currency, carry the same portrait. This 
makes it impossible to pass altered currency to anyone 
who has memorized what picture should appear on 
what bill. 

Currency is altered by raising the face value of a 
good bill. For instance, by changing a $1 bill into a 
$10 bill or a $2 bill into a $20 bill. In all such altera- 
tions, the currency will carry the wrong portrait for the 
denomination that it represents. The portraits that appear 
upon the bills most commonly handled by a jewelry store 
are: Washington on the $1 bills; Jefferson on the $2 
bills; Lincoln on the $5 bills; Hamilton on the $10 
bills; Jackson on the $20 bills; Grant on the $50 bills; 
and Franklin on the $100 bills. 

Bank tellers who handle money in large quantities 
allow very little bogus money to pass through their 
hands. This shows that spotting spurious bills and coins 
is a matter of training and practice. 

In this regard, it is interesting to note that the booklet 
put out by the United States Secret Service and titled 
“Know Your Money” says: “Rubbing a bill on a piece 
of paper will not prove it to be genuine or counterfeit; 
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by J. E. ANGEL 


ink can be rubbed from good bills as well as bad.” 

One way to tell good money from bad is by looking 
at it. Good currency, for instance, always displays a 
high quality of workmanship. This is so because the 
government employs some of the best engravers in the 
country to design its currency. In addition, the Bureau 
of Engraving and Printing operates with the finest print. 
ing equipment that money can buy. As a result, the 
portraits that roll off its presses have a lifelike quality, 
the eyes are clear and expressive, and the background 
behind the face is a screen of fine intersecting lines. The 
sawtooth edges around the rim of the seals are clear 
and sharp. The printing itself is of top quality with all 
letters and figures well spaced. In other words, govern. 
ment printed currency is a model of engraving art that 
looks good because it is good. 

On the other hand, counterfeit plates are usually in- 
ferior products that have been turned out by poor work- 
men. The equipment used by forgers is often extremely 
limited and inadequate. As a result, counterfeit bills 
have a dull look and frequently appear to be smudgy 
or unnaturally white. The portraits are particularly dull 
looking and the eyes in the face seem to be lifeless. The 
background is probably a network of broken and irregu- 
lar lines, or is filled in with solid black. The sawtooth 
edges around the seals are invariably uneven and broken 
off. Very often, the printing on counterfeit bills is notice- 
ably bad, with the figures and letters poorly spaced. 
Just as good bills look good, bad bills look bad. 


DOUBLE-CHECKING BOGUS MONEY 


In event there is any reason to question the integrity 
of paper money, the doubtful bill can be creased down 
the middle of the portrait and then laid across a bill of 
known validity. The portrait half of the suspected bill is 
thus matched with the portrait half of a good bill. A 
counterfeit will usually show up instantly under this 
comparison. 

Should there still be doubt, the seal of the questionable 
bill can be creased in the same manner and compared 
with half a seal on a good bill. In event the suspected 
money reveals irregular and broken sawtooth edges, or 
if they do not all come to a definite and fine point, then 
it is probably spurious. 

One more fast check-up on money is to learn how to 
identify the paper upon which it is printed. The F ederal 
Bureau of Engraving and Printing buys paper for the 
printing of its currency that is prepared under a secret 

(Please turn to page 103) 
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DIAMONDs 


























A diamond connoisseur, August A. Neumann Jr 
(left) was one of the first jewelers to recog. 
nize the saleability of small emerald cu} dia. 
monds. In newspaper ads (below) small emerald 
cuts are included with brilliant cut diamonds, 








Small emerald cut diamonds .. . eunean Beathees 
JEWELERS 


Suggest 


Cr 
Cheese! Yjour Ry 


(Niamends, dae 


as carefully as we do! 


Different for Customers eee". 













Something a Little 


is, We will show vou how our 
hoxest color, cut 


by JEROME D. OSTERWEIL 





Fleumann Brothers 
JEWELERS 








Tax small emerald cut diamond came into : 
its greatest popularity during 1953. Long relegated to mien. wade 
being used almost exclusively in straight row “block” sain 


Choese Her 





; NEUMANN BR 
bracelets and other forms of jewelry, the emerald cut ponenrc eves leemnes ae 
diamond in smaller sizes has found increasing favor as * uns aoe C)inmonds etn 
an engagement ring. The term “small emerald cut,” it ins, aie 
should be noted, generally applies to those diamonds mn nee 





under one carat. 

For many years the popular belief existed that emerald 
cut diamonds were only for the wealthy, that they were 
out of the average person’s financial range. Naturally, 
this unfounded belief created a psychological block in the 
customer’s mind. Rarely did a customer of moderate 
circumstances ask to see a ring set with an emerald cut 

















diamond. 

Now he may have preferred such a cut, but the Sa ane as ae ase 
odds are that nobody in his circle of friends owned one. Tada tn on eee 
But, as a matter of fact, his chances of finding a small eins 
emerald cut diamond ring in a jewelry store were slight NeumMANN Bros. Jewelers 
indeed until quite recently. nee sv COs sewer 

One of the first retail jewelers in the country to recog- we hove only one lechon 





325 HURON ST TOLEDO 4, OHIO 





nize the saleability of small emerald cut diamond rings 
was Neumann Brothers, Toledo, Ohio. Today this jewelry 
(Please turn to page 100) 
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THE KITTY HAWK, first successful flying machine 


There’s A First In Every Field... 


IS FIRST IN DIAMONDS 





Orville and Wilbur Wright's to perfect diamonds with the continuously polished girdle— 
‘Kitty Hawk’ flew a distance ‘Circle of Light’ diamonds. 


of 120 feet on its first flight, Sana ; 
December 17, 1903. Today, to establish and maintain a melee factory in the U. S. 


transoceanic planes connect the to found a modern diamond cutting school in the U. S. 


ten cities on three continents ‘ ‘ er : . 
where Baumgold officescontinue to offer Jagersfontein (Jager ‘Blue’) diamonds in quantity. 


to create the Baumgold in merchandise, offering the widest selection, in all price 
‘firsts’ in diamonds. ranges, direct from the manufacturer. _ 


BAUMGOLD BROS., INC., 62 West 47th Street, New York 36, N. Y. 
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The Funk store, located in downtown Phoenix, offers customers comfort and convenience. 


Designed for Customer Comiort 


This is a buyer’s market, and at Funk’s jewelers, Phoenix, 
Arizona, every shopping convenience is offered to customers. 
When the store was modernized a few years ago, an electric 
eye door was installed, as well as air conditioning, chairs 


for customers to use while looking over merchandise, ete. 


The more convenient you make it for cus- 
tomers to shop, the more jewelry you are likely to sell, 
according to the merchandising philosophy of Funk Jewel- 
ers, Phoenix, Arizona. 

At Funk’s, customer convenience begins with a display 
technique which makes it possible for the prospect to 
start shopping on the street in front of the entrance and 
carries through by providing chairs for customers to use 
while examining merchandise and making selections. The 
thoroughness of Funk’s customer convenience plan is illus- 
trated by the fact that shoppers do not even have to open 
the door to get into or out of the store. Arthur and John 
Funk, owners of the store, believe they are the only jewel- 
ers in the country whose store is equipped with a sliding 
type electric eye door. 

These factors of store design have been strong points 
in a steadily increasing business volume since Funk’s 
was remodeled in 1949. Founded in 1911 by Benjamin 
Funk, this firm pre-dates Arizona’s statehood (1912). 
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MODERNIZATION 





by BEN KRUSE 





In modernizing, therefore, the present owners, sons of 
the founder, have had the initial advantages of operat- 
ing one of the oldest and best established jewelry stores 
in their area. 

The store had been in its present location on busy North 
Central Ave. in downtown Phoenix for 13 years before the 
remodeling was undertaken. The store, together with 
its optometric department, occupies the first two floors of 
its four story building. In modernization, it was felt 
that a better job could be done in creating an outstand- 
ing retail establishment by working with the entire build- 
ing as a unit rather than confining the efforts to the store 
front alone. 

The result is a handsome, desert-hued mauve front 
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“| SHOWED THE STARS 
oR ERE 


AND THE SALE WAS MADE” 
ec aS a 


THEY'LL SHINE FOR 
YOu !Send for this colorful 
new display card. It’s free! 


The story is the same with alert retailers all over the country. Show the 
Srarns—LinpE Man-Made Srar SAPPHIRES and Star RuspiEs—and 


shoppers become buyers. 

PP y Use it in your window... 
Now, more than ever, you can hitch your sales to the Srars. Ae 

aa . un on your counter. And ask 

Today, there’s Star jewelry for everyone—from daintily set rings up “ < for the ever-expanding list 


to magnificent multi-carat showpieces. Stars will appeal to your cus- <1) of leading manufacturers 


tomers who demand the finest. who feature LinpE Srars. 


DISTRIBUTED BY 


CHARLES F. WINSON, Gems MAX DURAFFOURG GEM COMPANY 
580 Fifth Avenue, New York 19, N. Y. fr 576 Fifth Avenue, New York 19, N. Y. 


“ LunDE is a registered trade-mark of Union Carbide and Carbon Corporation. 
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which has converted the structure to an important retail 
landmark, both day and night, for downtown Phoenix. 

For the store itself, the set-in front makes it possible 
for customers actually to begin shopping without having 
to cross the barrier of walking into the store. In the 
center of the newly-created entryway is a four-sided, 
counter-height display, featuring a revolving turntable. 
Other display facilities in this new section include show- 
cases set into the pillars which support the front wall 
of the building. 

The store’s set-in entryway takes up approximately the 
same depth as would be devoted to display windows, if 
they were used. As it is arranged, the owners of the 
store feel the entryway serves as a better attention getter 
and furnishes more pulling power than windows. The 
front of the store itself, including the door, is all glass 
from floor to ceiling. 

Funk’s merchandising tone is set immediately at the 
front of the store with a lighted sign which announces 
that this firm sells more diamonds than any other jeweler 
in Arizona. Arthur and John Funk estimate that dia- 
monds make up about 60 per cent of their total business. 
The diamond promotion theme is carried through with 
the showcase in the store’s entryway, which almost al- 
ways features diamonds. ‘The display on the turntable 
is usually made up largely of unmounted diamonds, ac- 
companied by cards explaining their quality, degree of 
perfection and relative values. This display serves both 
to promote sales for custom made jewelry and to educate 
the public to demand quality in their diamonds. 

One of the major obstacles to be overcome in jewelry 
selling, the Funks feel, is getting the window shoppers 
into the store where the sales staff has a chance to make 
customers of them. The electric eye door has more than 
paid for itself in this respect. For one thing, it creates 
a natural curiosity, giving people an incentive to come 
into the store to see the doors slide apart for them. More 
basic, however, is the fact that the electric eye door is 
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The silver and glassware departments, left 
are situated at the rear of the store. The 
entire interior is extremely well lighted. 





Sit-down counters are comfortable for customers and help salesmen 
to keep shoppers’ attention while they bring merchandise to them. 


just plain more inviting than one which the customer has 
to pull or push open. 

Within the store, all showcases along one side are at 
“sit down” level, with chairs interspersed for customers 
and with a stool behind each case for the sales staff. 
This side of the store is used largely for better grade 
merchandise, including rings, bracelets, pins, brooches 
and other accessories. The thinking behind this layout 
is that the merchandise in the sit-down cases is of the 
type which requires more thought and careful decision 
on the part of the customer. When seated with the mer- 
chandise spread in front of them, the customers seem to be 
more relaxed, acting with greater self-assurance and con- 
fidence. 

Even the counters on the opposite side of the store, 

(Please turn to page 92) 
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DIAMONDS 


608 FIFTH AVENUE 


NEW YORK 20, N. Y. 
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DIAMONDS 
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EMERALDS 
CAT’S EYES 
PEARLS 


We have a large stock of 
3 3 as Pe - Precious Stones, mounted 
We are always interested in purchasing estates —or . ~ ail and unmounted from which 
jewels which your customers submit to you for sale. = a il to make your selection 


JEROME RICHHEIMER @ 


you on your special calls. 
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608 Filth Avenue New York 20, N.Y. 
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Designed for Customer Convenience 
(From page 90) 


where displays are at conventional heights, showing 
watches, compacts, lighters and costume jewelry, pro- 
vision has been made for sit-down selling. Each of the 
fixtures here consists of two separate showcase units with 
a table top between them across which customers and 
sales personnel can discuss and examine merchandise 
while seated in Funk’s comfortable chairs. 

The overall layout fits in well with the Funk opera- 
tion, in which the store itself is the firm’s main point-of- 
sale advertising tool. Although it carries a regular sched- 
ule of institutional advertising, it is the policy of this 
store not to advertise individual “specials” or “crowd 
stoppers.” The continued increase in sales volume at 
Funk’s, therefore, has been based largely on the attrac- 
tive store which makes shopping comfortable and con- 
venient. These factors, in turn, are a natural outgrowth 
of a sales program based on an educational approach to 
jewelry values. 





Diamonds to Dollars 
(From page 73) 


sent out to him on consignment; jewelry designed by the 
finest diamond houses in the country. Any jeweler can 
let his customers know that he has such merchandise 
simply by telling them about it in his window displays. 
local advertisements, and at his counters within the store. 

Women who plan to spend thousands of dollars for 


diamond jewelry are almost certain to be well informed 
on fashion trends. Their couturiers and their favorite 
sales people in smart dress shops not only keep them jp.” 
formed, but advise personal interpretations of in-coming 
fashions that will flatter their particular physical charac, — 
teristics. When these women make expensive purchases | 
of fine jewelry they expect the same kind of fashion help q 
from their jeweler. They want to talk over their fashion 
ideas, and they want to have their opinions confirmed. 
It gives them confidence in their purchase. It can clinch 
the purchase. 


Diamond trends to talk about in 1954! 


The important look of diamond jewelry . . . the ele. 


gant look . . . the overall delicacy of design. 

The high fashion cencentration on massed brilliance 
... in diamond designs . . . in ways of wearing diamond 
jewelry. 

The dimensional effects of diamond designs which 
give new depths of brilliance and beauty. 

The ingenious convertibility in diamond designs which 
allows one piece of jewelry to serve two or three pur. 
poses ...a practical appeal at any price point. 

The minimized settings which focus all the attention 
on the beauty of the diamonds themselves. 

The wonderful pliability of diamond jewelry which 
makes it light and comfortable to wear. 

The trick of color splashing with other fine jewels to 
create a variety of fashion effects. 


Style trends to talk about in relation to diamond 
jewelry! 


























Extensive Selections of 


Tine P rectous .— 


Rubies, Star Rubies, Sapphires, 
Star Sapphires, Emeralds, Catseyes 


Loose—or in exclusively designed 
Platinum Diamond Mountings... 


36 Years of Service to Leading Jewelers 


ROBINSON & SVERDLTK Ive: 


y -—— “ 
Importers & Cutters Ri of PMO Rea Pea 
b> ——{ 4 


610 FIFTH AVE., Reckefeller Center, New York 
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The importance of jewelry in the dress picture what- 
ever the choice of silhouette: Empire, Blouson, Slim, 
Full. 

Necklace necklines . . . news! Perfect for showing 
elaborate diamond necklaces. (See JC-K December. 
1953, issue for diamond fashions and neckline news.) 

Open necklines . . . news! Intertwine several sing:e 
strand diamond necklaces for massed brilliance. (Show 
them in your windows ... in your ads .. . on models. ) 


Big collars ... news! New background for grouping 
diamond pins or brooches for massed brilliance. (Show 
them in your windows... in your ads. . . on models. ) 


Bigger, more important looking hats ... news! Good 
surface to decorate with diamond pins . . . as frames for 
dramatic diamond earrings. (Show your customers! ) 

Grouped bracelets . . . continue in fashion news! 
Group diamond bracelets for massed brilliance. Show 
them in your windows ... in your ads... on models. 
(Sell the idea of owning more than one piece of diamond 
jewelry!) 

Earrings are dominant jewelry fashion . . . show 
diamond earrings in every style and price range! 





Special Graduation Campaigns 
Step Up Watch Sales 


Weisfield’s, Inc., with stores in Seattle, Washington; 
Portland, Oregon, and 10 other northwest cities, pushes 





the sale of watches every month in the year, and links, 
up with all the occasions when most watches are golq 
The company builds a special campaign at the Janya 
and June graduation periods. At these times, full-page 
space is taken in the newspapers, calling attention to 
watches as gifts for graduation. Extra attention js cen- 
tered on a special watch at $40, and large numbers of 
it are sold at every graduation time. Other watches are 
of course, available and range in price from $25 to $954) 
and are selected to meet a wide variety of tastes, 

Knowing that most families must budget their expenses 
in order to purchase a watch for the graduate, the com. 
pany starts its watch publicity two months in advange 
following it later with the page ad and a number of 
window displays. One of the most effective displays was 
at the firm’s Tacoma store. There was displayed a sketch 
of a mother presenting her son with a watch and this 
quotation was placed beneath it: “—- and Mispah, for he 
said, ‘May the Lord watch between me and thee when we 
are absent one from another.’ ” Many watches for young 
men and women were then shown on a stepped-up fixture, 

Other methods were also used to stimulate sales, 4 
certificate for one free crystal was given with every 
watch purchase. Display cards emphasized the theme, 
“Weisfield’s annual graduation watch sale, featuring 
watches at $50.” A window featured watches from $]5 
to $25 for grade school graduates. A display card read, 
“Congratulations and best wishes for the grand new 
generation of rising young Americans of whom we are 
justly proud. Give them gifts that express your faith in 
them and strengthen their faith in themselves.” 
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“ARE YOU LOSING DIAMOND 
SALES TO YOUR COMPETITORS?” ~ 


Jeweler’s 


ct 
: m~. 4 << 
se are a’ Girl's Best Friend”... 


especially when ele order yours from 
William Levine because the first meimo order 


proves he has the diamonds you want 


at prices that will challenge competition. 














<< Write fo r 


WILLIAM LEVINE’S FRE! 


FOR May, 1954 





Inspirations from the Jewelry 


Designers Guild 


These designs, created by th j 
Designers Guild, 74 W. 46 St re : 
are in the modernistic trend, "M4 ‘7 
diamonds set in platinum" is the Guild’ ; 
theme for 1954 jewelry designing, q 

DESIGN NO. |. A ring containing ef 
sunray of baguette and round diamonds, 
and a large center diamond. | 


DESIGN NO. 2. A single stone dig. 
mond ring, with dome effect on ton] 
scroll effect shank, contains round dig. | 
monds aind knot of baguette diamonds, 


DESIGN NO. 3. This large broach, in” 
“horn of plenty’ design, set in a ribbon 
effect, has a large ball containing round 
diamonds. In the ribbon there are round” 
and baguette diamonds; there is g 
spray of all baguette diamonds out of 
the horn of plenty. : 


DESIGN NO. 4. A French modernistic 
design ring, suitable for a man or gq 
lady. It contains round diamonds, fou | 
large baguette diamonds, with rounded 
high dome effect. ; 

DESIGN NO. 5. This modernistic ring, 
set with a large single center stone, | 
can hold six small diamonds in the scroll ” 


shank. 
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~<A procession of beautiful volumes, each 
handsomely bound and illustrated, each 
befitting this once-in-a-lifetime occasion 
... for your gift counter or as a premium 
gift from you to the bride. Pages include space to record all 
important data, photo sections, gift sections for listing of silver 
and china purchased from you complete with number stickers, 
and other Gibson extras. Start the Bridal March to your store: 
send today for an assortment of Gibson Bridal Books. 


TA zx : Cfelson AND COMPANY>.__ 


Publishers ¢ Norwalk, Connecticut : 
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Diamond Quality and Value that Win On-Sisht Approval 








DIAMONDS ENLARGED FOR DETAIL 


Confidence is the keynote of diamond-selling .. . 


Retailers have discovered they can place their 
confidence in Courtney Rings. These exquisite 
olKefakolalo mm tol itiolia-1 Mel alomnnd-solellale Mole lalel Mreolsi-lamial= 


elegance and fiery beauty your customers dream 





o] ofolel pro] me oldie -SMiialelmeia-Mol-tilalli-ih meloh,siriielt-1elaaan 


Courtney quality is assured by the care with which 





each ring is created. The diamonds must come up 
Kommalelometiclalecol get Mme) miele melalomoldiiitelsla—ae 
— The 14 Kt. Gold Mountings must be distinguished for’ 
| =e cet ol srolalo imme (=a 310) ammelale melae his suilelaliall ome 
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DIAMOND SOLITAIRES and WEDDING RINGS 





Address Inquiries to 
JOHN J. COURTNEY & CO. 
452 FIFTH AVENUE, New York 
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Mr. Robert A. Pond 

A. He Pond Co-;, Inc. 
120 East Washington St. 
Syracuse 2, New York 


Dear Mr. Pond, 
Diamond Rings over 
ation was in order. 


in "pre-sold" 


ao 


customers. 





booklet has been especially 
college group. 
and Family Relations course, 


reference text, too. 


attractive diamond window. 
the famous Keepsake 
"teeth" in it. 


After more than 15 years as 
that the A. H. Pond Company 
diamond sales. 





BVH/wpe 





We are so pleased with our customers' 
the years that we 
Your very fine program of national 


advertising and effective direct mail 


THE BRIDE'S KEEPSAKE BOOK and the ETIQUETTE OF THE ENGAGEMENT 
AND WEDDING are valuable public 


A copy is given 


Other dealer helps 1ike Keepsake window 
packaging are the best on the market and help us present an 


Guarantee--the diamond 


AphrarnkLlUn 


ake has Guarantee 






March 26,1954 
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BRANDT V. HOUTSMA 
Manager 

—e S JEWELRY STORE 

240 Broadway, Chico, Calif. 


recognition of Keepsake 
felt a note of appreci- 


material often result 


relations aids. The latter 
useful in cultivating our local 

to each student in the Marriage 
and the instructor uses it as a 


displays ana your new 





relatively easy with 
guarantee with 


Selling is 


we have no doubts 
increase our 


—_—Eea 


Keepsake dealers, 
has done much to 





very truly yours, 


DUPEN'S JEWELERS 





Brandt V. Houtsma 
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Dupen’s window features Keepsake’s perfect quality in the Book Motion Display, 
wedding ring stock showcase tray, counter card and mass ring display. 
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Only America’s Largest Selling Diamond Rings 
Offer You All These Big Selling Advantages 





® QUALITY ... the hallmark of Keepsake Diamond Rings. The words “Guaranteed Registered 
Perfect Gem” appear on the Keepsake tag. 


@® WRITTEN GUARANTEE .. . the famous Keepsake Certificate of Registration guarantees 
perfection in writing. 


@ NATIONAL ADVERTISING ... the strongest in the ring industry—and “dealer-localized” to 
produce sales results. 


@ POWERFUL MERCHANDISING . . . effective dealer sales aids include newspaper, radio, TV, 
point-of-sale, outdoor, direct mail and movie advertising. 


Were) okeral ee 
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Ora y for details concerning 


the availability of a valuable Keepsake franchise in your area. 





A. H. POND CO., INC. SYRACUSE 2, NEW YORK 
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For the Largest Selections 
of Fine Dependable 


TIMERS 


Rely on RACINE 
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\ 
“CUracy Count® 


Write for the new Racine catalog 
of Timers and Chronographs of all 


types—in all price ranges—for 


every industrial and scientific use. 


*® GUINAND and GALLET TIMERS 
*® GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET. NEW YORK 36, N.Y. 











Girl Swallows Watch—Both Survive 


Rarely has a person swallowed a watch and “digested” 
it. The timepiece usually just doesn’t go down, oe if 3 
does, an operation, or something equally drastic, jg be 
quired. a. 

However, in Akron, Ohio, a 13-year-old girl accom 
plished this feat with relative ease. While lying in bed 
one morning, Edna Stewart was talking to her mother 
She stretched her arms above her head and took off heal d 
wrist watch. As she opened her mouth to speak, the | £& 
watch slipped from her grasp and fell—into her mouth, F 
Edna gasped, struggled for air and then choked dowall 
the watch and its bracelet band. 


















Nurse listens to ticking stomach of 13 year old Edna Stewart, | 
after she had swallowed her wrist watch and its bracelet band, © 


She was rushed to the hospital and X-rays were taken’ 
to see if the watch was going to move through Edna} 
As her tummy cheerfully ticked away, an operation was) 
considered. But the watch kept on the move and de 
velopments were left to the passage of time. Six days 
later Edna was none the worse for her ordeal. 

At this point, Backer’s Jewelry in Akron entered the 
picture and tied-in with the sensational news story. The 
store presented Edna with a new watch and bracelet.’ 
The old watch was displayed in the window of Backer’s, 7 
who report that the case was quite discolored from acid, 7 
but that the mechanism was in remarkable condition, ~ 
though the main spring was broken. During its im” 
prisonment, the watch had actually ticked on, not run-— 
ning down for about 30 hours. : 





Something a Little Different 
(From page 86) 


store is successful in the merchandising of smaller size 
emerald cut diamond rings. 

According to Edward J. Neumann, the store usually 
carries about a dozen emerald cut diamond rings in 
stock. Approximately eight to ten of these rings are 
mounted with 14 to 5 carat diamonds; the remainder 
are over %’s. In addition, Neumann’s also stocks sev- 
eral one carat and larger emerald cut diamond rings. 
“Customer reaction,” Ed Neumann pointed out, “until 
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YOUR PROFIT: over s400 on THis f=; 





WRITE TODAY! 


This talked-about assortment of 
beautiful, 14 Karat gold, wide 
wedding bands including the dis- 
play case, sent to you on mem- 
orandum, upon receipt of your 
request. 








e 


PROMOTION @ 


¥ 
<a 


Antal Sales *587 % 
Your Cost *178 7° 


Your Propet *408 7° 


This ‘‘SHOW-STOPPER’’ assortment is ONLY ONE of WE HELP YOU SELL. these fast-moving rings. 
———— 


10 differently merchandised trays of wide wedding , : 
bands. All in all, we have over 100 RING DEALS! We FREE DISPLAY CASE, (pictured here; shows off 
the beauty of each ring) 


manufacture EVERYTHING IN RINGS ...ask us to 
show you our “inventory control’’ set-ups — reduc- FREE AD MATS , (power-packed ads that 
ing inventory and increasing profits in everything, really sell) 











from baby rings to diamond engagement and dia- FREE RESALE TAGS (make your prices 


mond wedding bands, by LLOYDS OF NEW YORK. authentic) 


K. POLISHOOK & SON cove. 


MANUFACTURERS OF ‘‘EVERYTHING IN RINGS’’ SINCE 1898 















Perfect 
Marcasite 


Jewelry 








Hand Set Genuine Marcasite 
Sterling Rhodium Finish 


Our catalogue 
available on request 
to rated Jewelers. 


o~ 
Ky 






orp), 
a]: aniel, Gnc. 
MARCASITE WATCH ATTACHMENTS 
83 Canal Street, New York 2, N. Y. 
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a few years ago was that emerald cut rings were onl 
for people who wished to spend at least $700. Weh , 
found that our customers today react quite feverehly 
to small emerald cuts. In fact, I would say that 15 to 20 
— of our engagement ring business is in emerald 
| “Our stock of these rings turns over about four or five 
times in a year. We have found that the most popular 
price range for small emerald cuts is from $300 to $400.” 

Furthermore, Neumann observed in these highly com- 
petitive days it is prudent for a jeweler to have “some. 
thing a little different” to offer customers. And small 
emerald cuts seem to fill the bill. 

The store’s newspaper advertisements—generally of an 
institutional nature—occasionally feature emerald cut 
diamond rings along with the conventional brilliant cut. 
The firm does not believe in “‘sales” and in its 25 years 
has never held one. Newspaper ads stress quality and 
the store’s reputation for honest dealing—not prices. A 
typical Neumann diamond ad shows a limited number 
of rings along with some artwork. The copy of a 
typical ad reads, “Of course, you'd like your bride. 
to-be to wear the finest diamonds money can buy. She 
will—when you choose her diamonds at Neumann Bros. 
We have gems of choicest quality in every price range.” 

Neumann’s pushes emerald cuts in outstanding window 
displays and, when the opportunity presents itself, in 
over-the-counter selling. Apart from this, it depends on 
satisfied customers to publicize its small emerald cut 
diamond rings. 

Well, to paraphrase the lyrics of the old song, “The 
frigidaire will never replace the iceman,” it is not ex- 
pected that the emerald cut diamond will usurp the posi- 
tion of the round stone. However, the increased interest 
of the consumer in this type of diamond ring has had a 
healthy effect upon the industry. 





Modernizing Outmoded Jewelry is Theme 
Of Newspaper Ad 


“How to play fairy godmother to your outmoded 
jewelry” was the theme of a newspaper ad used by T. C. 
Tanke, Buffalo, New York, to promote jewelry restyling 
business. The promotion was launched with an ad featur- 
ing a sketch of a fairy holding a magic wand. 

The copy read, “Simply bring your old fashioned 
diamond stick pin, brooch or other jeweled treasure to 
us and let us transform it into the exquisite, modern ring 
of your choice. Among the lovely ring mountings in our 
collection is the one you'll wear with pride and pleasure, 
priced lower than you might think possible.” 

The Tanke store cited these examples: 14K white or 
yellow gold ring mountings from $15 up; 14K white 
or yellow gold ring mountings, set with diamonds, from 
$35; platinum ring mountings from $50, and platinum 
ring mountings, set with diamonds, from $75. 

In a special bid for business in restyling wedding 
rings, Tanke’s said, “Your wedding band, whether or 
not diamond-set, can be readily restyled to match your 
engagement ring in every detail of design. Tanke’s, 
specialists in custom made jewelry since 1857, will gladly 
submit estimates without obligation to you. And there’s 
no sacrifice of cherished sentiment—the same precious 
metal in your old ring becomes part of the new one.” 
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Detecting Counterfeit Money break up counterfeit rings, you also avoid the chances 
ene en Oe of suffering a loss from this type of fraud. 





formula. It is unlawful for the mill that fabricates this 


paper to sell it to anyone but the Federal government. Can You Top This? 

As a result, counterfeiters are required to work with Vou never-cen edd shatle te 0 hack Oe Meena 

paper of an entirely different texture. This difference nor in a watch by its case. 

can often be detected by comparing the feel of currency One day an attractive, very neat looking young 

with commercial paper of various types. lady came in to the M. L. Smith jewelry store of 
ated € h b Sesititeadl 1 Long Beach, Calif. Her watch had stopped. Because 
Unit tates a a ated as oe she was curious about the works of a wateh, Robert 

currency. If there is any reason to doubt the genuineness C. Smith, who suggested her watch needed cleaning, 

of a coin, there are three fast tests to which it can be allowed her to look over his shoulder as he opened 

subjected : the case. Inside was a small gray object, and the 

h ' — f le 30 bh | watchmaker hastily told the young lady it was lint, 

I. Drop the a it it has a clear the probable reason her watch had stopped. Satisfied, 

bell-like ring, it is probably good. If it lands with a the young lady left. 


thud and sounds dull, it is probably bad. 

2. Rub the doubtful coin and a good coin of like 
value between the fingers. Bad coins usually feel greasy. ” fo 

3. Inspect the outer edges of the coin that is under ao 
suspicion. Are the corrugations distinct and regular, or GX hae 
are they blurred and irregular? Compare these corruga- 4 
tions with those of other coins of equal value. On good ie 
coins, these identations are even and distinct. 

The United States Treasury Department has sent a Then he removed from the watch case, “a real, 
counterfeit note index file to all banks. This contains live bug.” As Mr. Smith says, here was literally, a 
illustrations of bad bills and shows points to look for somay watem. 









to detect bad money already in circulation. Your banker a rite us onan about your “eS op ry ape 
. ° ° uterary style is unimportant). wt e paid for each 
is generally glad to show this file and cooperate in every story published. Address JC-K Editorial Dept. 100 E. 
way to help you and your employees become proficient 42 St.. New York 17, N. Y. No manuscripts returned; 


all become property of JC-K. Jeweler’s name and town 


in spotting spurious currency on sight. By learning how 
P 5 SP y 5 y 5 will be used in story unless request is made to omit it. 


to detect bogus money, you not only help the government 
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Predueed by nature under the ingenious control of man, Cultured 
Pearls have their own special loveliness and beauty that are substantially 
enhanced by appropriate settings. This has been accomplished with both 


skill and good taste by Church craftsmen. 


| illustrated above are representative of the Church 


stock of fine Cultured Pearl rings and jewelry. 
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MANUFACTURING JEWELERS 


ee 2 Garden Street 
ce Newark 5, N. J. Member American Gem Society 
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A Logical Selling Sequence 


(From page 81) 


ing a February birthday would be marked RL/2. The 
“R” is for ring, the “L” for ladies, and the 2, of course, 
for February. 

This simplified method helps Norman’s preserve the 
smoothness of handling any sale, a management factor 
on which Kernis places extreme importance. If a store 
has things laid out simply so that any customer can under- 
stand them, and is staffed by personnel who act com- 
petently and without hesitation, the resulting impres- 
sions are bound to add to customers’ confidence. 

Kernis figures, in turn, that customer confidence 
created from Norman Jeweler’s competent knowledge and 
handling of birthstones leads to equal confidence in the 
firm’s knowledge of diamonds. In this field Norman’s 
carries a heavy inventory of unmounted stones, and does 
an outstanding volume of special order work. Diamonds 
are the store’s strongest single department. Birthstones 
help keep it that way. 





Remember Father’s Day 
(From page 75) 


Plan them from the other side of the plate glass! 

A very simple display dramatizes the watch-gift idea 
for graduation. Since the copy message is particularly 
important in this display, it is featured in hand-lettered 
banners across the window background. The copy rib- 


bons should not be garish or blatant, but neatly lettered 
in modest size and fastened in straight business-like 
pattern across a simple background. “Surveys prove that 
the most wanted Graduation Gift—among both boys and 
girls—is a Fine Watch! Come in and inspect our Wide 
selection. . . .” is the copy indicated in the sketch, byt 
this, of course, may be altered to conform to your cys. 
tomary copy style. The important thing is to make the 
copy message look authoritative, newsy and important! 
Giant diplomas are used for displaying the selection of 
watches. These can be made by rolling sheets of gif 
white paper into cylinders and stapling or gluing them 
to approximate wrist diameter and slipping the watches 
over them. Watches can be held from slipping with smal] 
straight pins. A seal and ribbon decoration should be 
pasted or painted on each “diploma” or they should be 
tied with ribbon in the local school colors. 

Silhouette cut-outs of mortar-board heads frame the 
lower half of the silver pattern graduation window .., . 
as if the graduates were crowded around the window 
making their choice from the selection on display. Silver 
teaspoons in the various patterns available are wired 
to beaver-board panels placed upright against the window 
background. Panels should be covered in paper or fabric 
and narrow ribbons are festooned from spoon to spoon. 
A chest of silver and several place settings are arranged 
on the window floor and a large copy card carries the 
invitation to the students to claim their gifts. The hat 
silhouettes may appear to conceal the merchandise on 
the window floor, but will not do so when the observer 
is near the window and looks over the heads. The sil- 
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MAKE MONEY FOR YOU 


Medallion 
Monogrammed 


Handkerchief assortment of 72 
Left and 72 Right press-on 
initials with each 4 dz. Mono- 


folds. 
$5 00 ReTAlL 


MEN'S - LADIES MODELS! ALL COLORS! 
CUSTOM TANNED GOAT SKIN OR COWHIDE! 


Per dz. $30.00. Min. 4 dz. 
F.O.B. Springfield, Ohio 


Your selection of men’s sleck Monofolds in 
Brown, Tan, or hand rubbed Tritone cow- 
hide . . . Ladies’ (as shown with gussetted coin 
pocket) in Red, Green, Tan, Blue, or Black 
goat. All with clip bar. Removable pass case. 
Secret currency compartment. Minimum: 4 dz., 


with press-on initials. (Just ee 


thumb press-on, and they're 
) 
rsa, O0., We 
99, 












on for good! 
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Heap, 


SPRINGFIELD 
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houettes are cut from heavy paper and scotch-taped to 
the window glass. The tassels can be indicated with white 
poster paint. 

A giant, hand-lettered calendar page emphasizes the 
date for Father’s Day and additional copy is lettered on 
a ribbon scroll stretched behind the calendar page. Hands 
cut from heavy paper have a ribbon bow tied on each 
forefinger to dramatize the “Don’t Forget the Date!” 
theme of the copy. Selections of gift suggestions are 
arranged on circular elevations. Copy streamers extend 
from each merchandise grouping with special selling 
copy for each type of merchandise. The idea that Dad 
deserves something really special on his day should be 


stressed throughout. 





Clearance Sale Billed As 
‘Crazy Mixed-Up Sale’ 


Glickstein Jewelers pulled steady traffic and results 
at its Thruway Plaza store in Buffalo, N. Y., with an 
unusual promotion which it called a “Crazy Mixed-Up 
Sale.” 

The clearance event was staged over a_ two-week 
period and was successful in moving out a substantial 
volume of merchandise. The offerings included odds and 
ends, leftovers, one of a kinds and other items that 
turned up at inventory time. 

The store used such traffic pullers as water or juice 
jugs at 8 cents each and pencil leads at 4 cents. All of 
the store's departments were represented in the sale, 
which was promoted by newspaper and radio advertising. 


Diamond Coloration Treatments 
(From page 77) 


the color, and consequently, the saleability of the lesser 
color grades of stones, had become quite commonplace 
and the stones were well-known to the trade. Today, 
cyclotroned diamonds are readily available to any 
reputable dealer or individual at a moderate cost. 

Simultaneously with the commercialization of the 
cyclotron treatments, experiments proceeded following 
up other research lines, involving still more modern 
apparatus. There first comes to mind the atomic pile, a 
source of intense gamma rays accompanied by fast and 
slow neutrons. The writer, first with the assistance of 
Dr. Harrison Brown of the Argonne Laboratories, and 
later alone, performed a series of experiments in the pile, 
probably the very first study of the effects to be obtained 
in this way. At the same time, great advances were 
made by the writer and Mr. A. A. Schulke in the cyclo- 
tron treatments. The results of both these sets of experi- 
ments were quite similar, identical in fact. The major 
difference lay in the location of the color; that pro- 
duced by the atomic pile proved to completely pene- 
trate the stone, and it was determined, by elimination, 
that it was caused by the fast neutrons. 

Experiments using only slow neutrons and gamma rays 
failed to produce any change in color, in spite of the 
unequalled intensity of these new sources. The only 
positions in the pile that were effective were those where 
they were accompanied by the fast neutrons. Most 
recently the research has followed a new course and is 





still undescribed. but Custers has given a partial report 
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(Custers, J. F. H., “Artificial Coloration of Diamonds,”’ 
Optima, Vol. 3, pp. 8-12, 1953) on this line of research. 
Some inconsistencies between his observations and those 
in this country remain to be cleared up before full 
publication can be given. Experimental work along all 
of these lines is proceeding both here and abroad. How- 
ever, commercial work is pretty well limited to non-AEC 
cyclotrons, since the others, and the piles, are both 
unavailable for commercial gem treatments. The cyclo- 
tron is, by all odds, the chief practical and most available 
source of radiation for diamond treatment. 


CYCLOTRON AN IDEAL APPARATUS 


In many ways, the cyclotron is the ideal apparatus. 
Cyclotron bombardment of a stone involves placing the 
stones before a beam (a stream) of escaping, high speed 
deuterons. Physicists attempt to explain the colors pro- 
duced by attributing them to the creation of “disorder 
centers” in the diamond’s atomic lattice, but so far they 
have advanced no very clear explanation of the nature 
of a disorder center, nor why the colors produced by 
different bombardments and different later treatments 
should vary so. Empiricists feel, probably quite reason- 
ably, that further explanation is needed, explanations 
that, up to now, have not been put forward clearly. 
Meanwhile, we will proceed to try to confound them 
further with new effects! 

Electron bombardment produces a greenish-blue color, 
and, when imposed upon suitable stones, with proper 
subsequent treatment, it can give a zircon-blue tint to 
diamonds. Further experimentation with this type of 


bombardment is needed before the outcome will Prove to 
be as predictable as that from the deuteron-neutron bom. 
bardment. 

There is, naturally, only a scientific interest, or cyy;. 
osity, in the results of the treatment of white or req] 
fancy-colored, diamonds. Enough stones of those types 
have been irradiated to give authority to the statements 
on the effect of impurities in the stones, and their infly. 
ence on the final color. The color produced is pot 
affected by impurities, despite opinions to the contrary 
(Nahmias, N. E., French patent application, 1949) othe; 
than the superposing of the original off-color on the 
induced green. 

The great majority of the stones which have beep 
treated were exposed with the intent of improving their 
color, taking “off-color” stones which were neither white 
enough to be readily saleable, nor colored enough to be 
considered “fancy,” and transforming them into interest. 
ing and attractive stones. Since it is now well known 
that diamonds can be colored green and gold by the 
treatments, and that more attractive stones will result, 
the market has become fairly stable, and few, if any, 
of them are sold as anything but “treated stones.” The 
selling price of treated stones is now a reasonable multi- 
ple of the original cost, plus the cost of the treatment and 
something for the gamble. For a gamble it still is, and 
the dealer who has stones treated assumes all the risks. 
Sometimes they aren’t as nice as they were before! 

Cyclotron or pile treatment of diamonds, like the 
radiation treatment of any other material with emana. 
tions from radioactive sources, is fraught with some 
danger for the operator. It should not, and cannot, in 
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fact, be undertaken by those without adequate training 
in the precautions required for the safe manipulation of 
radioactively “hot” materials. While the diamonds them- 
selves soon become completely “cold,” even to the 
Geiger counter and photographic film, the facilities that 
produce the beams or the fluxes must have all the usual 
shields and safeguards to protect the operators. Such 
installations are very expensive to build and to operate, 
and their cost is high. At the present time the AEC 
does not countenance purely commercial radiations in 
any AEC facility, but it is easy to imagine the cost, the 
unsubsidized true cost, of such a treatment, if the charges 
made were to reflect their share of the investment in the 
piles. Aside from the fact that work for private profit 
cannot be permitted by the AEC in view of the impos- 
sibility of really paying the costs, experience has shown 
that pile-treated stones are less attractive because they 
lose some of the brilliance that is commonly associated 
in the public mind with diamonds. 

An expert can easily identify the type of treatment 
that has been given any stone, for the results vary accord- 
ing to the source, the type of stone with which the work 
started, and the subsequent treatments, like heat. Quite 
a range of colors has been produced, but not all of them 
are of commercial ‘interest, consistently obtainable, or 
obtainable without risk of damage to the stone. Many, 
perhaps most, are not normal diamond colors. They 
include a zircon-blue, an aquamarine-blue, and a green- 
ish-blue (all from electrons), a blue-green to a yellow- 
green (from deuterons and neutrons), and yellows which 
range from lemon-yellow (electrons again) to golden- 
yellow ranging into a mahogany red-brown (deuterons 
and neutrons). The commercially available, and reason- 
ably safe, colors available today are the deuteron greens 
and goldens. All the others are still more or less experi- 
mental, and while those who have been doing the re- 
search are perfectly willing to risk other’s stones in an 
attempt to obtain something special, they cannot give the 
owners any assurance that the firial outcome will be to 
their liking. However, the additional risk in this is not 
as great as it might sound, for no responsibility is ever 
assumed by the scientists in respect to the result. Never- 
theless, there is reasonable assurance of the product of 
the routine treatments. 

The very much preferred apparatus or method of 
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coloration for diamonds is the cyclotron. The results are 
obtained fairly rapidly, which brings the operating cost 
down to a reasonable level, as opposed to the cost of 
other types of treatment. The writer will not attempt 
to produce here a paper describing all the different types 
of apparatus used by atomic physicists, that can be found 
in such books as James Stokly’s Atoms in Action. There 
are many types of sub-atomic particles and many differ- 
ent sources. Radium emits alpha, beta and gamma rays. 
The cyclotron commonly produces deuterons and protons, 
either of which can be used in primary bombardments, 
and, as a secondary radiation, neutrons, both fast and 
slow. The pile produces fast and slow neutrons and 
gamma radiation. Alpha particles, protons and deuterons 
do not penetrate far into the stone, so the color produced 
by their impact is concentrated in the thin outer layers of 
atoms. 

Depending upon the intensity of the cyclotron bom- 
bardment (which influences the temperature of the stone 
during the treatment) the induced color varies from blue- 
sreen to golden-brown—in a white stone. Superimposed 
upon this “disorder” color is the original tint of the 
stone, and in some cases it may be necessary to color 
the diamond quite dark to counteract an original quite 
dark “off-color” cast. 

The color imparted by the radiation appears to be 
quite permanent, and can be wholely removed only by 
repolishing. Contrary to the published statements of 
other workers (Hamilton, Putnam, Ehrmann, op. cit.) 
the color is not removed by heat. The effect of heat upon 
green-colored is to change the green to a much paler 


yellow-brown. The paleness of the secondary color is 
probably what led the other writers into error, for dee 
golden-browns can only be obtained by first makin 
the stones almost black with the green bombardment, a 
subsequently heating them out of contact with the air, jn 
a controlled inert atmosphere (for diamonds raised to 
this temperature in air will burn) to effect the change of 
color. High temperature bombardment accomplishes the 
same result, but the risk of burning the stones during the 
process, thus requiring their repolishing and involving 
a removal of part of the very layer that they were bom. 
barded to create, makes the subsequent heating method 
preferable. 


NEUTRON-COLORED STONES 


Neutron bombardment produces identical colors in the 
stones, but since the neutrons pass right through the 
crystals, the color they impart pervades the entire stone. 
It has been noted, however that, perhaps as a result of 
color absorption in the body of the stone, neutron. 
colored stones lack the brilliance of deuteroned stones 
and that their softer green tint contains less blue. Heat. 
ing has the same effect upon neutroned greens, pro- 
ducing in the stones a golden-brown coloration with an 
intensity that varies according to the depth of the original 
green, and similarly, much lighter in value. This writer 
performed the first prolonged neutron bombardments 
with the cyclotron, after becoming convinced as a result 
of pile treatments that penetrating color could be 
obtained with cyclotron treatments. The results were as 
predicted, but the number of neutrons produced by the 
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cyclotron (bombarding a special beryllium target) was 
relatively small, and the cost of neutron-colored stones 
would be prohibitively high unless the neutrons were 
obtained as by-products of other work in which neutron 
production was secondary and not required for other pur- 

Many hours of beryllium bombardment were 
needed to produce green diamonds with desirable in- 
tensity of color distributed through the stone in a cyclo- 
tron treatment. A sufficiently intense color to change to 
a desirable gold by this method is quite uneconomic. 
Through and through golden color by cyclotron irradia- 
tion is practically out of the question. So the writer 
returned to pile treatments to pursue this aspect further, 
for the pile was obviously a rich neutron source. 


RECOGNIZING CYCLOTRONED STONES 


It was soon found, on an experimental basis, that 
penetrating green colorations that were susceptible to 
the same transition to golden on heat, were easily pro- 
duced in the pile. While the greens seemed duller, the 
golds appeared to be of about the same brilliance as those 
of the surface, deuteron, treatments. Close examination 
of treated stones makes the distinction between deuter- 
oned and neutroned stones quite easy. The writer pub- 
lished a paper describing the means of recognizing the 
cyclotroned stones some years ago, and indicated in that 
paper (Pough, F. H., and Shulke, A. A., “The Recogni- 
tion of Surface Irradiated Diamonds,” Gems and Gem- 
ology, Vol. 7, pp. 3-11, spring, 1951) that neutroned 


stones would be another story. Dependence for the rec- 


ognition of a surface treatment is placed, of course, upon 
the existence on the stones of a thin, but intensely colored 
layer of diamond material right on the surface. It will 
be reviewed here for those unfamiliar with the earlier 
paper. 

Diamonds can be deuteron-colored on either their 
upper or lower surfaces or on both, and yet all will 
appear to be colored all the way through. Bombardment 
of the upper -surface is most effective, especially if the 
stone contains any flaws, but the treatment must be 
carried on slightly longer than an identical bombardment 
of the lower surface, if it is to achieve the same intensity 
of coloration. Locating the color on this upper surface 
creates a dark layer on the crown of the stone, a layer 
that can be seen as a dark ring around a stone when it is 
placed face down on a paper (Fig. 1). This conspicuous 
rim has been considered objectionable in stones that 
were to be offered for sale unmounted. After mounting, 
top surface coloration is decidedly preferable to a treat- 
ment of the bottom of the stone. Flaws are tinted by the 
green layer through which the reflected light must pass, 
and do not show so conspicuously as they do when the 
color is on the bottom. 

Bottom, or pavillion, treated stones do not show this 
dark ring around the girdle when placed face-down on a 
paper, but in this position they appear to be much paler 
than they actually face up. This would not be objection- 
able, but for the fact that it tempts those who want 
stones treated to have them made darker than is really 
desirable if we are to retain some of the typical brilliance 
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of a diamond. Treatment of both top and bottom js a 
practical, but expensive solution of the dilemma, dividing 
the color between two surfaces. It is seldom practiced 
for it entails twice as much work, with quite a wait 
between treatments while the radioactivity of the target 
plate dies down to a safe level for handling and the re. 
mounting of the stones. When it can be obtained it gives 
better control of the final result, for the second ryp 
permits a correction of inadequacies, either over o; 
under, on the first run. 

Cyclotron-colored stones, with their intensely colored 
surfaces, are easily spotted. When the stone has a crown 
coloration it shows from above, in the crown facet reflec. 
tions, which are characterized by triangular cubistic 
patterns of light and dark green. Bottom-treated stones 
are even more distinctive, for there is a lighter-colored 
star-shaped area surrounding the culet, and easily visible 
in the reflections from the main back facets, when 
viewed with a loupe through the table (Fig. 2 and 3), 
Doubly treated stones still show, though less intensely, 
this enclosing star pattern adjoining the culet region. 
A similar spotty color distribution will be seen in the 
heated, golden, cyclotron-colored stones. 


PATCHY COLOR ABSENT 


Stones that owe their color to the more penetrating 
neutrons do not show this patchy color and they cannot 
now be positively identified by any test that is non- 
destructive in character. Eventually it is anticipated that 
the spectroscope will probably prove effective as a recog- 
nition tool, if we accept the premise, which the writer 
does not accept with one exception to be noted later, 
that there exists in nature a stone with the particular 
green coloration characteristic of the treated stones. The 
green is very distinctive, a tourmaline green, rather than 
an emerald or peridot green. It has been found to be 
consistent within the other color variations from cape 
to brown, in all irradiated stones, whether from radium, 
neutron or deuteron assaults. Within the writer’s experi- 
ence, this color has been found in natural stones only in 
diamonds that have retained, after cutting, some of the 
natural original skin coloration (characteristic of Bahia 
stones especially), either in the form of a “natural” or 
something very close to the original skin. The mossy 
green patches of these stones and the induced greens 
both turn to brown on heating, and it has been suggested 
that the green “coated” stones owe their coloration to 
radioactive bombardment by substances associated with 
the diamonds in the original deposits. 

The writer seriously questions whether there actually 
exists, anywhere, a natural stone of this color, with the 
Bahia type exception noted, and he does not accept any 
stone of this particular green hue as a naturally colored 
stone unless it shows an area of the original skin. Since 
it is no longer possible to say that this or that stone has 
not been subjected to a neutron bombardment (and the 
writer has seen many more stones that have been treated 
than almost anyone else) we must value them as if they 
are treated stones. Then we have to take into account 
other factors, those upon which any fine quality stone 
depends for its value, make, perfection, and the subtler 
nuances of color. There is no longer any premium value 
to be placed on green as a “fancy’’ stone. 

The other colors that have been made are similarly 
rather unlike those of natural stones, and our appraisal 
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of them should also be based mainly upon the other fac- esting, and were discovered (or would have been) 


tors of diamond value: perfection and make, along with whether or not diamond men participated. The investi- 
the attractiveness of the coloration. When we are dealing gations of the effects of various bombardments on crys- 
with natural objects we cannot look for perfection we tallized substances, minerals in particular, are matters 
expect in something that has been manufactured. Treated that concern physicists. The incidental discovery that 
diamonds are still natural in everything but tint. Cheap attractive colors could be imparted to the cheap stones 
dark brown diamonds cannot make nice green or golden made available to the investigators, that diamond men 
stones; in fact the better the initial color, the more have idiotically termed “off-color,” and thus transform 
attractive will be the final outcome. In treating higher them into stones that are more acceptable for jewelry 
and higher quality stones, we reach a point where it is use, has not been appreciated by many of the more con- 
better to leave a stone untreated. The jeweler will have servative merchants. At the very beginning, and earlier, 
to become still more familiar with treated stones than he back in Sir William Crookes’ day, too, a few of the 
now is before he will arrive at a price differential be- greened stones may have been sold to consumers who 
tween shades of green, and will value one more highly were under an impression that the color was natural. 
than another. Today we are still in the “uncivilized” However, this cannot well be done today, and, actually, 
stage where a green diamond is a green diamond and much more interest could be created by showing them 
worth so much a carat, period! and telling exactly what they are. Most of the stones 
Color is not the only consideration. Full cut stones now being treated and sold are merchandized in this 
end up with much greater brilliance than flat stones. way. The writer has noted a reduction in the number 
Some of the yellows and browns shade off into the of cape diamonds on the market and wonders if their 
natural colors, but their price, considering the cost of lesser abundance might not be, in part, attributable to 
the treatments, is not very much less than the cost of the removal of a considerable number of stones from 
natural stones of the same hue. The distinction is more the market in this way. 
of academic interest, except in the case of a stone of A number of wholesalers now carry treated stones as 
considerable size. Even so, the not negligible risk accom- part of their regular stock, and routinely supply them to 
panying such a treatment (for the outcome might be retailers. Since the treatment is a fairly expensive 
disastrous) tends to discourage the bombardment and undertaking, and the minimum weight that can be eco- 
heating of stones of important size. nomically treated at one time runs to about ten carats, 
Diamond dealers are of two minds about the merits it is seldom practical for an individual retailer to attempt 
of the research which has led to these developments. it. There are few places where the treatments can be 
From a scientific standpoint the color changes are inter- done, and the details about the exposure and the various 
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rypes of stones to use add up to an expensive education. 
The market is undoubtedly limited and will probably 
take years to build up. In time, the education of the 
ublic might even remove some of the onus of “off- 
color” from those brilliant and fiery stones, the “capes” 
and make them more saleable untreated. At present it 
seems best to let the story of the treatment possibilities 
and their acceptance to go along about as it is and has 
been in the past few years, gradually becoming better 
known. The alert jeweler will find it an asset to have 
one at least of the treated stones to show to customers 
who may ask about it, or to use for a crowd-gathering 
window display. 

So far, the press and the national magazines have not 
taken much heed of the new treatments, and the writer 
is not sure that it would be desirable to give them too 
much publicity of this type, because of the tendency of 
the press to make a sensation of anything. Locally it is 
different, the treated diamonds are interesting, attractive, 
and offer something new to talk about. They can be 
used to stimulate more interest in jewelry, and once 
again to make the local jeweler the focal point of local 


news. 





Jeweler Ties-In with Festival 


In Athens, Georgia, jeweler Frank R. Thomas capi- 
talizes on the annual spring festival, which celebrates the 
tradition that Athens is the city of beautiful women. 
The highlight of the festival, sponsored by the Junior 
Chamber of Commerce, is a selection of a Miss Athens 
to rule over the festivities. Twelve young women are 
selected to participate in the contest. They appear at the 
local auditorium in both formal dress and bathing suits. 
They also demonstrate some special talent, such as read- 
ing or music. The choice of Miss Athens is then based 
on a combination of brains and beauty. Thomas donates 
a handsome watch to the lovely winner. 


The festival and Miss Athens contest is well publicized 
in the papers for several weeks in advance. The watch 
that the Thomas store gives as an award is shown in the 
store’s window, together with photos of the 12 candi- 
dates, and a strip card, asking “Who will be Miss 
Athens?” The display is surrounded by watches for 
both men and women. 





A Time for Celebration 


A major event for jewelers—one worthy of celebra- 
tion—took place April 1 when the federal excise tax 
was lowered from 20 to 10 per cent. 

Officers of the Huntington (West Virginia) Retail 
Jewelers Association publicized the cutting of the tax 
and as a result got their picture placed on page one of 
the newspaper Huntington Advertiser. 

Three officers of the association, S. J. Fishman (Kay 


Jewelers), O. B. Wise (Wise Jewelers) and Harold 


O’Shea (Wellman-O’Shea) went to a bridge which _ 


spans the Ohio River. A newspaper photographer was 
there to observe and record the proceedings. 

As jewelers Wise and O’Shea held a card announcing 
the reduction in taxes, S. J. Fishman hurled an old 
20 per cent tax rubber stamp into the Ohio River. 
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WE IMPORT Diamonds 

WE SELL Loose Diamonds 

WE BUY Mountings Direct from Leading 
Manufacturers 

OUR COST for Setting is at Least 50°, 


of what Yours would be. 





Of these reasons, we can offer you Terrific 
values such as this... 


6 Diamond 
BRIDAL SET 


for only 


20° 


e MOUNTED BRIDAL SETS—Plain or Inter- 
locking. From $25 to $150, Net to You. 
¢ LOOSE DIAMONDS—In all sizes and price 


ranges. 


AT SPECIAL SAVINGS! 





PLUS 






— 


per” 


We wish to prove our claim, we ask that 


you give us a trial order OR SEND FOR 
A SELECTION ON MEMO .. . NO 


OBLIGATION TO BUY! 


LEO PEVSNER & CO. 


5 South Wabash Ave. ° Chicago 3, Ill. 
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Here's Your Key To 











FRATERNAL 
JEWELRY 
PROFITS 


ROM “Eastern Star” to “Eagles”—'Masonic” 

to “Mezuzahs’—"Odd Fellows” to “Owls” or 
any Fraternal emblem you can name, chances are 
it is illustrated or described in your Harvey & 
Otis catalog. Using it as you go after more emblem 
business will prove of great help. For emblem 
business is big business for many smart jewelers. 
Use the H. & O. Catalog you now have in your files. 


Harvey & Otis 


RHODE ISLAND 


PROVIDENCE (3) 
FFF SEEK“ 








. Korte 
Advertise Your Merchandise with “== 
catalogs, inserts, folders, ads, etc. ¥ 


Use the Scientific method of 


DIRECT ENGRAVING A 


and save money! 






















THE NATION’S LEADING JEWELRY 
AND ACCESSORY MANUFACTURERS DO 


You, too, will find the Scientific 
method the finest way to repro- 
duce your advertising material 
accurately and effectively. Elimi- 
nates the need for photography 
and retouching — saves you time 
and money. Scientific personnel 
are specialists in the jewelry field, 
combining their experience with 
economy and efficiency to give 
the most effective presentation 
of your product. 


Free! Send for Descriptive Literature 


Scientific Engraving Co. 406 W. 3lst Street 
New York, New York 

___Additional Information 

___.Your Company Representative 


Name 





Firm 
Street 
City State 
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ODD SIZE MOVEMENTS 


All Steel Water Resistant Men's and Ladies’ Watches 








STEVEN MAYER. Inc. 


Watch Importers 
PLaza 7-7586 


5980 FIFTH AVENUE NEW YORK 19, N. Y. 























P arce NEW YORK,JOBBER PREPAR- 
ING CATALOGUE FOR NATIONWIDE 
DISTRIBUTION TO RETAIL JEWELERS 
SEEKS NEW ITEMS IN I4K GOLD 
JEWELRY, DIRECT FROM MANUFAC- 


TURERS. 


Address: BOX "B., 658" 
Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 














SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 
JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 
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Interesting and Practical Manual on 
Electroplating for the Beginner 
“The Sal-Hyde Plating Manual,” published by the 


W. Green Electric Co., Inc., is a practical manual on 
electroplating whose purpose “is to provide a plausible 
explanation of some of the more common plating proc- 
esses, and to describe how these processes can be carried 
out using comparatively simple equipment.” 

The emphasis in the manual is that no knowledge of 
chemistry is required, because the text is written on the 
assumption that prepared electroplating salts will be used, 
such as the “Sal-Tyde” line made by the W. Green 
Electric Co., or other prepared salts, providing the 
booklet is used in conjunction with the instructions of 
the prepared salt manufacturer. 

The usefulness of the publication is indicated by 
mention in the foreword that many complete beginners 
have successfully learned to electroplate with no more 
instructions than that provided by this 32-page manual. 

Many phases of electroplating are discussed. Among 
these are an explanation of electroplating, pre-plating 
treatments, polishing and bufhing, electro-cleaning, elec- 
tro-stripping, after plating, gold plating, current density, 
anode area, nickel plating, nickel stripping, silver plating, 
silver plating nickel, silver plating steel and iron, the 
silver plating process, rhodium plating, rhodium troubles, 
anodes and “throwing power,” anode materials and 
electroplating equipment. A single page summary of 
Sal-Hyde prepared electroplating salts and notes on their 
use is appended at the end of the publication. 


ee 


This manual, written in a clear and popular style, 
may be purchased for 50 cents from the W. Green Elec- 
tric Co., Inc., 130 Cedar St., N. Y., 16, N. Y. 





Can You Top This? 


Give some people an inch, and they'll push you a 
mile. Brian K. Morse of Time-Hall, Simsbury, Conn., 
knows how true this is. While operating the watch 
repair concession at Westover Air Force Base two 
years ago, the colonel’s wife brought an ailing watch 
to Mr. Morse who repaired it, supplying his usual 
year’s guarantee. 

Just before the year was up, the colonel’s wife 
brought the watch back again for repair. Being on 
a military base, and “rank conscious,” Mr. Morse 
put the watch in running condition, free of charge, 
explaining to his customer that it needed recleaning. 

She immediately said, “Then it’s guaranteed for 
another year, now.” 

The watchmaker’s face betrayed his amazement. 

The lady, adding insult to injury, said, “‘Well, if 
you can’t even guarantee your work, I just won’t 
bring my watches here anymore!” 

The watchmaker later heard the colonel and his 
“‘lady” were transferred to Texas—much to his relief. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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BUILDING 


CHICAGO'S JEWELRY MART 





CENTER 
OF THE 
LOOP 


...@n outstanding (im . 
convenient location 
for the jewelry 


industry 


29 EAST MADISON 
CHICAGO, ILLINOIS 
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Two watches for ladies in the LeCoultre 
"120" series are "Lady Anne" at bottom 
and "Lady Bette’ at the top. Each is 
in 14K gold and is $120 retail, F. T. |. 


A Bulova "23" E watch, No. 31309, has 23 


jewels, unbreakable mainspring, is anti- 
magnetic, shock-resistant and certified 
“waterproof.” It is $85 retail, F. T. I. 


A Benrus "Water Beauty" watch for ladies 
is the "Sea Coral" model, with 17 jewels, 
a water-resistant and yellow gold-filled 
case. Its price is $65 retail, F. T. I. 





"Golden Stag," a watchband by Foster, has 
an oversize facet design. For curved or 
straight ends and in 1/20 10K yellow gold- 
filled, the band is $6.50 retail, F. T. |. 


The Gemex “Counselor watchband has a 
removable "Foto-Album" holding six photos. 
In gold-filled, the band is $12.95 retail, 
F. T. |. The "Cavalcade" model is $10.95. 


They re 





.. Theyre yours 








Elgin's “Lakehurst” has a I0K gold-filled 
case and is shock and water-resistant. It 
is $55.60 retail, F. T. 1|., spring promo- 
tion price. After June 5, $69.50, F. T. |. 


A Glycine watch, with checkerboard dial, 
from Emil Leichter Watch Co. has a 10K 
yellow gold-filled case with a matching 
band. The suggested retail price is $85. 
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to profit by... 


A Seth Thomas Rotor watch is No. 8133S, 
featuring self-winding, 17 jewels, water- 
resistant case (IOK gold-filled top) and 
calf skin strap. $71.50 retail, F. T. I. 


Numechron offers a TV clock and lamp in 
walnut, mahogany, ebony or Swedish blond. 
It is model 702, listing at $24.50, and 
is 5 %4"" wide and high and 3 3%" deep. 
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Tissot's "Navigator" clock, with a case 
of European design, tells time all over 
the world automatically, as well as local 
time. Its suggested retail price is $500. 


Shown are two watches from a new Waltham 
line, which has 19 jewel movements and 
the "Permaforce" unbreakable mainspring. 
Prices of the line start at $39.75 retail. 


The "Sea Pearl" by the Enicar Watch Corp., 
N. Y., has a thin, water-resistant, one 
piece all steel case, with an unbreakable 
mainspring. It retails at $29.95 and up. 






Wier 


REBPROS 


Wyler Watch Agency's “Double-View" line 
of crystal-back water-resistant watches 
features a transparent back, showing the 
watch's works. From $39.75 to $65 retail. 


Howard Miller offers a ceramic, electric 
clock, No. 2210, with an almond-eyed face, 
designed by George Nelson. With a black, 
gray or orange case, retails at about $25. 
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Anson's men's jewelry, top, has 1/20 I!0K 
gold-filled plaque, $8.50 retail. At $12 
retail is gold plate with diamond, left. 
Sterling plaque, bottom, is $8.50 retail. 


~ 
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Keepsake wedding and engagement rings New pin designs in sterling silver by the A graceful swirl design mounted with 20 
by A. H. Pond Co. are the "Weldon," left, | Forstner Chain Corp. are designed to be carefully matched diamonds, which are |, 
at $387.50 retail, F. T. |., and the “"Abbott'"’ sold with Forstner hollow link bracelets. ct. total weight, enhances this Bristol 
at $375. The sets have 14K gold mounting. The prices start at $6.75 retail, F. T. |. platinum ring. It is about $435 retail, 


Flex-Let's "Golfer's Set'’ has tee-shaped Representative of a new line of sterling The ‘Petite Perfume Puff'' by American Mfg. 
gold colored cuff links and a tie bar, a and gold-filled jewelry, this creation by Co., Cranston, R. |., is a sponge puff in 
replica of the number two iron. The set  Everfine is a 1/20 12K gold-filled brace- a gold-plated container, holding perfume 
is No. $/460, retailing at $6.50, F. T. |. let with Egyptian scarab charm attached. without loss by evaporation. $1 retail. 
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A Marian Year medal by Catamore is hand- 
engraved sterling silver, with two medals 
of Mary on the back and five on the front. 
With 24" sterling chain, retails at $3.50. 


The Bellevue ‘'Premiere'’ theatre glasses 
protects focusing parts within its outer 
shell. Six lenses, $5.50 retail, imported 
by Jake Levin & Son, Kansas City 6, Mo. 


John H. King Co.'s automatic percolator, 
No. SK-54-10, in silverplate is styled in 
Old English Gadroon. $39.95 is suggested 


retail price. Complete service is $66.55. 


Silex's 'Silvermatic,’’ No. 1905, is an auto- 
matic percolator in silverplate, with a 
capacity of nine cups, at $32.95 retail. 
As a service, No. 1906, the set is $57.95. 








Stick pins from Kaspar & Esh are in 18K 
white gold with cultured pearl, synthetic 
star ruby or a star sapphire. Suggested 
retail price starts at $69.50, F. T. I. 





|. Smallman & Sons offers the Craftsman 
"Citation" bill fold with the "Pass-O-Mat" 
bar, which opens for removal and addition 
of windows. In goatskin, about $5 retail. 


The new Ronson electric shaver has an ex- 
tremely flexible head designed to conform 
to the contours of the face and produce 
close shaving. With case, $28.50 retail. 











Something new in fine cutlery... 


INTRODUCING NEW 


Sparkling, new Steak Fork is 
ideal companion piece for 
ever-popular Steak Knife. 





No. 66—Carver, Slicer, Fork—$ 


Cheese Knives—-$15.00; No. 556-— 


Matchless Quality 
Endorsed by Emily Post 


Unconditional Guarantee New companion piece doubles 


Nationally Advertised 


oo wieneweie ” profit impact of Carvel Hall Line 


3 Distinctive Handle Styles 


+ SEY Say Coane Overnight this fast-selling line is twice as profitable. Why? © 
Because this smart, new Steak Fork is a terrific item. Any- 
one and everyone who owns a steak knife now . . . who q 
buys one later . . . automatically becomes a red-hot prospect 
for it. Everyone who’s seen it has raved. And you will, too. 7 
Order early. The supply is still limited. Just another reason ~ 
why Carvel Hall Cutlery is the world’s finest and fastest- 
FINE C u TLERY moving cutlery line. 
by Briddell 


DEALERS: Write or phone for name of your nearest Carvel Hall Distributor — 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND 
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CHINA, GLASS, FLATWARE 
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A Bloedel Production... 


‘The World's Largest “i 
Table Top Exhibit -* a 


At the recent annual Home Show in Milwaukee, a spectacular table top fashion 





exhibition and table setting contest was sponsored by Bloedel’s jewelry firm. 


This impressive display was seen, it has heen estimated, by 80,000 visitors. 
by WILLIAM NICHOL 


O.: of the most spectacular fashion table 
setting exhibitions ever presented to the public was on 
display at the annual Home Show in the civic Auditorium 
in Milwaukee, March 13-20. Billed as the world’s largest, 
the unusual exhibition was executed and sponsored by 
Bloedel’s Jewelry, Inc., in cooperation with the Mil- 
waukee District Federation of Garden Clubs. 

The brilliant display drew an estimated 80,000 visitors. 

Members of the club, headed by society leaders Mrs. 
Lewis Stocking and Mrs. Graham Holt, entered a total 
of 32 tables, each with a central theme, developed through 
the use of floral pieces, decorations, silver, china, crystal 
and table linen. Eight tables were entered by the Bloedel 
organization, bringing the grand total up to 40. 

There were four main groupings in the Garden Club 
section. The first grouping was general entertaining— 
formal dinner, dessert, bridge, buffet, luncheon, break- 
fast, “After the Braves Game,” tea party and cocktail 
time. The second was holidays—Fourth of July, Christ: 
mas, Mother’s Day, Father’s Day, Valentine party, New 
Year’s buffet and Halloween. The third grouping was 
family—children’s party, baby shower, adult birthday, 
teen age gathering, welcome home, Thanksgiving dinner, 
graduation party and family fun. The last was wedding 
settings—two bridal shower tables, two wedding break- 
fast tables, wedding dinner, silver wedding anniversary 
and golden wedding anniversary. 

Of the 40 glistening table displays, the Bloedel section 
was the most outstanding in brilliance, charm and 
grandeur. The center of attraction was frequently the 


Left to right, Mrs. Bloedel, Richard Tucker (Inter- 
national Silver) and Mrs. Lewis Stocking, a judge. 
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Lame 


Someries 


Partial view of one corner of the hall, left and 
above, shows only some of 40 exhibition tables. 


$35,000 exhibition of International Sterling, designed 
by La Paglia, front and center. For, according to Mrs. 
Florence Bloedel, assistant manager, “This new silver 
hollowware and jewelry is notable for its contemporary 
motif and three-dimensional ornamentation.” Many other 
manufacturers had shipped scores of their newest pat- 
terns especially for the big exhibition. 

Other tables in the Bloedel group included the new 
Continental China line (Rosenthal China) by Raymond 
Lowey, promotional china, silver, special table selections 
and work tables. To complement the glittering scene, the 
south wall featured a sample of each pattern carried in 
the Bloedel store while the opposite wall sparkled with 
creations from numerous manufacturers. And for the 
convenience of visitors, four sterling silver selectors were 
conspicuously placed about the huge hall for ready 
reference. 

Judges for the big event were: Miss Betty Grayson, 
held editor of Better Homes and Gardens, Miss Olive 
Longland, Mrs. Kitchell P. Sayre and Mrs. H. S. Bostock. 
The latter three, all from Wisconsin, are accredited by the 
National Federation of Garden Clubs. It took four hours 
for three experts to arrive at their final decisions in 
awarding prizes to each group. 

The project, a creation of Henry R. Bloedel, president 
and treasurer of the firm bearing his name, represented 
an effort to bring to the public a display and demonstra- 
tion which would conform with the objectives of the 
Bloedel organization. The gigantic undertaking required 
several months of preparation and planning, and utilized 


FOR May, 1954 


Ver... 
Und... 









Wis 0 NSI NES 


. —_—* 







= 
~”, 


Soe 


” 


Judges of table setting contest are members of Milwaukee Garden clubs. 


the assistance and cooperation of the entire store staff, 
manufacturers’ representatives and experts in silverware, 
crystal, china and jewelry. Space in Englemann Hall 
(6000 sq. ft.) of the Auditorium was reserved for the 
exhibition, which was designed to tie in with the annual 
Home Show. 

Mrs. Bloedel then enlisted the cooperation of the 
Garden Club for the impressive event. She gave a 
luncheon for the members and outlined her objectives. 
She explained that an exhibition of this magnitude 
offered an ideal outlet for their combined creative 
abilities. She suggested it was a challenging opportunity 
for the members. The Garden Club members agreed to 
some form of good natured competition, in order to add 
a bit of incentive to the prospective demonstration. 
Promptly, Mrs. Bloedel followed through by announcing 
that the store would furnish every item necessary to 
carry out the individual themes of the various club 
entries. In addition, she explained, the store would post 
16 prizes, to be divided into four groups. 

The basis used for judging the table settings, con- 
sisted of the following classifications and merit points 
awarded: appropriateness to special occasion, 20 per 
cent; distinction and originality, 20 per cent; color and 
harmony, 20 per cent; condition of flowers, 10 per cent; 
and relation to container, 10 per cent. 100 per cent was 
thus a perfect score. 

Over 59 newspapers carried news and articles on the 
presentation. To take care of the crowds, seating was 

(Please turn to page 143) 
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Silver club plan emphasizes 


‘It’s Easy to Own 


by HAZEL PALMER 


A SILVER club promotion at Michaels Jew- 
elry, Manchester, Connecticut, was carried out through 
dramatic display techniques. Both windows of the store 
were filled with about 23 varied silverware patterns. 
Each pattern was set off inside a specially built white 
box, and the boxes were lined up side by side in a mass 
display. The silver club promotion was also carried into 
the full display space inside the store. Tables were set 
with silver patterns, china and glass, and place settings, 
extra pieces and hollowware were placed on other tables. 
Silver was also shown on the permanent attractive display 
shelves built out from the wall at intervals along one 
side of the store. 

In all the windows and inside the store, signs were 
placed promoting the silver club plan. Vigorous copy 
read: “Join our Sterling Silver Club. The best is so easy 
to own. Select your pattern. No down payment required. 
Pay only 33¢ a week for a six piece place setting. No 
added charge. Choose from over 100 patterns by Amer- 
ica’s leading silversmiths.” Some of these manufacturers 
were then listed on the signs. 

Intensive advertising was also an important part of the 
promotion. Nearly a full page ad on Michaels Sterling 
Silver Club was run in local newspapers emphasizing the 
same theme as in the window and store signs. Copy in 
the ad centered on the 33 cents a week rate for each six 
piece place setting, with different rates for settings up to 
12 places. A black and white drawing was run, showing 
what a six piece place setting consists of. Pictures of 
handles of 46 patterns were run in strips in the ad, and 
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Different patterns, each in a specially built box, were lined up in both windows to promote the Silver Club. 








Sterling’ 


each was identified with the name of the manufacturer 
and the name of the pattern. As an added inducement, 
an anti-tarnish chest was offered free with four place 
settings or more, and hand engraving of initials was 
offered at no added charge. 

Manager William Malkenson of Michaels concentrated 
on his Sterling Silver Club promotion for one week, and 
he found that concentrating on one line at a time de- 
velops new customers and brings in regular customers 
for their additional needs. 


Join Ques ek Lia 


etn 33¢«™ 


Details of the Silver Club plan were displayed inside Michaels 
by placing signs with table settings and other silver displays. 
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PRESTIGE . . . because this 


Poole sterling cigarette set was se- 
lected as the “Gift of the Year” by 
the 24 Karat Club of New York. It’s 
now in demand everywhere. 

No. 81 complete set Retail $60.00 
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PRESTIGE . . . because this 


Podle ice tub has been nationally 
adveftised in prestige building mag- 
azines. threughout the Spring. a 
No. 4000 ~ Retail $33.00 F 
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RESTIGE . .. and profit be- 


cause retailers know when they 
handle Poole Silver they build pres- 
tige for their store and make added 


profits. 
No. 2500/4 Retail $54.00 











AR prices subject to Federal tax 
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MERCHANDISING 


by PATRICK J. GALVIN 








Lamps are placed at random wherever they fit into the decor of giftwares department. 


Quality Lamps Complement 
J ewelry Stor e’s Gift Department 


wi be 

HEY RE tremendous!” That’s the official 
judgment of Mrs. Mary Roscoe, buyer-manager of the 
gift, china and crystal department of Corrigan, Inc., 
jewelers in Houston, Texas. But she’s not talking about 
gifts, china or crystal in this case. She’s enthusiastic 
about an unusual sideline that is going over in a big 
way—lamps. 

Corrigan’s is a jewelry store that features “class” mer- 
chandise in a city and state noted for millionaires. The 
store has three floors surrounded by the white granite 
of the City Bank of Houston on the city’s most important 
downtown corner. The main floor features diamonds and 
other precious gems, watches, silver flatware and stand- 
ard jewelry lines. A fashionable circular stairway winds 
down to the basement and leads the shopper into a glit- 
tering display room of silver hollowware. The remainder 
of the tastefully decorated basement is dedicated to gift- 
wares, lamps, china and crystal, except for a small table 
display of appliances. 

Downstairs there is no particular display space for 
the lamps. They are placed at random wherever they fit 
into the decor, and the department is roomy enough to 
accommodate them. They rest on a variety of tables, 
and the tables are for sale also, ranging from $32.50 
for a small cigarette table to as high as $197.50 for 
marble or hand-tooled leather tea tables. 
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‘We try to set the lamps in a home-like atmosphere,” 
says Mrs. Roscoe. “We try to fit the lamp to a particular 
table in the display, although we make no effort to 
tie-in the sales of lamps and tables. Many customers, 

(Please turn to page 137) 








At Corrigan's the same sales people handle lamps, giftwares, 
china and crystal, so there's no increase in the sales force. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





| 




















Beebe tae tet, Scie 


PEER PORTE AE ROY B04 








‘do! |] with this hot weather promotion 
tem, tora timely, 
Gane? profitable SAI 











. Va 
: : 
.& S 
a Oe bs 
:& ‘ ‘ 
é 
3 — 


NATIONAL ADVERTISING 
WITH A TOTAL CIRCULATION OF 
OVER 6,000,000 


























iced-drink spoons 


with the purchase of a luxurious 


King Ledward 
Silverplate ee 


55 piece service for 8 
to retail at 


$B A 


open stock vaive 
(including iced-teas) $82.16 : S , 
THE CONSUMER SAVES $27.21 





















A terrific hot weather promotion _No other brand makes your selling so 
...timed right...styled right | easy with: 
Actual size 714” priced right! ¢ Choice of 3 popular patterns 
@ Hollow handle knives with serrated 
CHOICE This exciting promotion will Saneed bled 
OF THREE ; ond orged blades 
LOVELY PATTERNS appear in June .. . hitting every @ Extra overlay of silver on most-used 
age group...every economic pieces 
: oes ake : level... Tie in... run your own ® Deluxe anti-tarnish Provincial 
HOLIDAY’ “MOSS ROSE’ “KING EDWARD dinatihenatiauutitn dun 
| f ... and cash in! (Ad mat 3 cols. —_¢ Unlimited service guarantee certifi- 
x 100 lines available. ) cate with each set 


But there’s not much time. Offer ends July 31st! Call or write today. 
Be sure you have this promotion ready to go when the June national 


advertising appears! 
fod 
SILVER 


Ne COMPANY 


NEW YORK * LOS ANGELES * MIAMI * CHICAGO * CINCINNATI * CLEVELAND * DALLAS * DETROIT 
MINNEAPOLIS * NEW ORLEANS * PORTLAND (ORE.) * SAN FRANCISCO * SEATTLE * ST. LOUIS 
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This stainless display at Black, Starr & Gorham occupies a prominent position on the main floor. 





Stainless on Fifth Avenue... 


Ar Black, Starr & Gorham’s store on fash- 
ion-conscious Fifth Avenue in New York, they sell qual- 
ity stainless flatware on its merits. In the words of 
Howard Tarlton, silver buyer for the firm, quality stain- 
less is sold for “its finish, beauty and the attractive tables 
it will set.” 

Black, Starr & Gorham offers what it believes are the 
best patterns of stainless in the same manner it mer- 
chandises its other jewelry store items. Stainless displays 
are lined up alongside showcases of sterling and silver 
plate. In fact, directly behind the stainless flatware is a 
shelf display of silver hollowware. Quality stainless is 
a respected department among the silverware merchan- 
dise at the firm’s New York store and also at its suburban 
branches in Manhasset, L. I., White Plains, N. Y., and 
East Orange, N. J. 

Stainless is symbolic of Black, Starr & Gorham’s mer- 
chandising policy to keep up with the times—of breaking 
with the set idea that a high character store should carry 
only items that are traditional in the jeweler’s line. It 
is the firm’s belief that as the customer goes to the jew- 
eler for the best in other table-top requirements, so 
should he go to the jeweler for the finest in stainless. 

Black, Starr & Gorham first started selling stainless 
two years ago by stocking foreign-made brands. Since 
then they have added the stainless of two American 

(Please turn to page 138) 
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Specially built stand in the gift department offers single 
stainless pieces at eye level for customers’ inspection. 
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GLADDING McBEAN chooses 


House Beautiful Magazine 


Exclusively 


for four page advertisement in Modern Americana Promotion 

















FRAPCISCAP GRE} 








Manufacturers of Franciscan Ware give 
House Beautiful lion’s share of space 


in their most important advertising campaign. 


GLAppDING McBEAN, manufacturers of FRANCISCAN WARE, ap- 
pointed House Beautirut, and only House BEAUTIFUL, to 
carry the four-page, four-color announcement of their MODERN 
AMERICANA promotion. It will appear in the May issue. The 
promotion will also be announced in two-page ads in other 
leading consumer magazines. 

MoperNn AMERICANA introduces Gladding McBean’s new pat- 
terns, new shapes and the new Coror SEAL process which 
makes all the dinnerware color fast — dishwasher-safe and 
oven-safe! GLaAppING McBEAN says, “It’s the most spectacular 
presentation of new designs ever to spark the dinnerware 
industry.” 


TWO MAJOR REASONS WHY GLADDING McBEAN CHOSE 
HOUSE BEAUTIFUL TO CARRY THE MAJOR SPACE: 

1 They know that House BEAvuTIFUL is read by over 650,000 
families (2,900,000 readers* ) who can afford to buy what 
they want—the Pace Setter families in their communities. 
These are the families most receptive to new ideas, new 
methods, new products. 

2 They know that the big, important stores get behind and 
promote House BEAUTIFUL -advertised products (over 50,000 
people in the retail trades subscribe to House BEAUTIFUL). 
That’s because successful retailers recognize the powerful 
merchandising influence of House BEAUTIFUL and put it to 
work in their stores to convert best prospects into best 


customers, 
sommers *4.5 readers per copy 


GiappING McBean’s -selection of House BEAuTiFUL under- 
scores what other alert, experienced advertisers already know. 
When you must sell merchandise, it pays more than ever to be 
a House BeaAuTIFUL advertiser. That’s why astute advertisers, 
like GLappinc McBean, make House BeautTiFuL the primary 
advertising buy, the big buy. They know House Beautirut 
sells both sides of the counter. 


CASH IN ON HOUSE BEAUTIFUL’S BIG PROMOTION! 
House Beautirut leads the way in pre-selling fine products to 
your best prospects. This can mean money in your cash drawer 
if you'll take these two steps NOW: 


1. Be sure your FRANCISCAN WARE stocks are complete. 
New patterns in the MopeRN AMERICANA promotion: “Wood- 
lore,” “Pomegranate,” “Echo,” “Starburst,” “Trio.” (Estab- 
lished best-sellers also included are “Wheat,” “Ivy,” “Desert 


Rose,” and “Apple.” ) 


2. Display HOUSE BEAUTIFUL’S May issue. Be sure to display 
the May issue of House Beautirut Magazine in your--store 
windows and on counters. Use the May cover as “elevator 
display cards and in your local newspaper advertising. Send 
today for your FREE glossy print of our May cover. ( Write 
Mr. Stanton Baker, Merchandising Division, House BEauTIFUL 
Magazine, 572 Madison Avenue, New York 22, New York.) 





Special Retail Trade Subscription Offer 


As a retailer, you are eligible for House BeauTiFut at the 
TRabE Price of $3 per year. (Regular rate $5.) 
Send request on your business letterhead (or attach your 
business card) and send check for $3 to Mr. S. H. 
McConnell, House BeauTirut Subscription Department K, 
250 West 55th Street, New York 19, New York 
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"Debut" pattern in Baronet China has cen- 
ter motif done in gray and platinum, with 
platinum edge line. It appears on coupe 
shape and 5-pc. setting retails at $10.75. 
From Fisher, Bruce & Co., of Philadelphia. 


Modeled by C. Werner in the art depart- 
ment of Lorenz Hutschenreuther in Bavaria 
is this graceful figurine, done in pure 


white china; it may be retailed at $13.50. 
From Paul A. Straub & Co., Inc., New York. 









They’re New... 





able-Lop Fashions 


This cologne bottle is one from group of 
millk glass items reproduced from the fac- 
tory's own old molds, in the "Cameo" pat- 
tern; the bottle may be retailed for $5. 
By Fostoria Glass Co., Moundsville, W. Va. 


Twin warmer casserole set is fashioned in 
modern styling, has two 1!!/2-quart casser- 
oles in metal stand, with two burners for 
candles; it may be retailed for $12.95. 
By Northington, Inc., of Los Angeles, Cal. 








"Provincial Apple" is the name of this 
striking design in Vreniware, with its styl- 
ized spirals in grays and browns; 4-piece 
setting, $5 retail. From Santa Anita Pot- 
teries, a division of the National Silver Co. 


Delicately designed figurines decorated in 
Pompadour pink, velvet green, 22K gold 
(also white and gold) are 9!/2" "Vivian" at 
left, 8!" “Eugenie; $19.95 retail, each. 
By Florence Ceramics Co., Pasadena, Cal. 
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_.» They'll Be Selling 


and Home Accessories 


Drink server made of brass-finished fili- 
gree in snowflake design; has 6 sections 
each holding ceramic tumbler; server has 
rubber tipped legs, may retail at $8.95. 
From Sierra Columbia, of Pasadena, Calif. 


"Wedding ring" ash tray, designed by 
Carole Stupell, made in clear glass ringed 
with solid embossed brass; 434"' wide, it 
may be engraved by store; retail, $7.50. 
Sold through Vincent Lippe Co., New York. 


FOR May, 1954 





"Lyre" candlesticks are part of new group 
of decorative pieces done in fine china, 
all of them contemporary in styling. The 
candlesticks may retail at $12.50 a pair. 
Created by Lenox, Inc., of Trenton, N. J. 


Baret Ware compote from England, part of 
new line of metal accessories which look 
like porcelain, decorated in rich colors 
and gold; compote may retail for $2.75. 
Distributed by John Goodman, of New York. 








Made in Bavaria are this footed vase and 
decanter in crystal glass, richly cut by 
hand; they are part of a 4-piece assort- 
ment, each to be retailed for about $7.50. 
From the Geo. Borgfeldt Corp., New York. 


New stainless steel plates—dinner plate 
and bread-and-butter—made in Sweden in 
high quality steel polished by hand; they 
may retail for $8 and $4, respectively. 
From Gense Import Ltd., of New York City. 














by MADELINE LOVE 


Q of the most famous names in silver, Georg Jensen 
Silver, Ltd., of Copenhagen, Denmark, celebrated 
its 50th anniversary last month with a comprehensive 
exhibit of Jensen silver, jewelry and stainless steel at 
the Museum for Applied Art, in Copenhagen. The exhibit 
was arranged by designer and architect Finn Juhl. Later 
in the year, it will be shown in London, and in October, 
the entire exhibition will be brought to New York for a 
special showing. 

Georg Jensen, founder of the company, was originally 
trained as a goldsmith and sculptor, and he worked with 
a Copenhagen pottery before he began to design and 
make silver jewelry. His first workshop, opened in 1904, 
had a staff of two; now the company employs 350 silver- 
smiths, goldsmiths, designers and other employees. 
Among the artists contributing their work to Jensen 
today are two sons of the founder, Joergen Jensen and 
Soeren Georg Jensen, and another designer is Sigvard 
Bernadotte, second son of King Gustav Adolph of 
Sweden and brother of Queen Ingrid of Denmark. Still 
another is Henning Koppel, who was awarded the Lun- 





a? 





ning prize in 1951. One of his strikingly modern pieces 
is shown here in contrast with one of the richly orna- 
mented candelabrum done by Georg Jensen, himself, 


in 1920. ; 
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pe butts & Co., Inc., New York import house has 

taken on the United States representation foy Wood 
& Sons, Ltd., manufacturers of [English earthenware 
he Wood line was previously carried by Edward 
Boote, Inc. 





i additions have been made to the sales staff of 
@ Paul A. Straub & Co., Inc., importers of K-uropean 
china and glassware. Frank Grabhorn, formerly of Cam. 
bridge Glass, will cover part of New York City and 
Newark, N. J., while Burton Kin, formerly with Alfreq 
Ortik, will cover the remainder of New York City, Long 
Island, Brooklyn and Westchester. 

Joseph Marpet, who recently resigned as New York 
metropolitan sales representative for the Straub firm, 
plans to represent several dinnerware and _ glassware 


firms in his former territory. 
% % % 





He is England’s version of the Hollywood “Oscar,” 
a handsome Wedgwood placque made in sets of 
five and presented each year to actors and _ actresses 
selected by the British Film Academy for their perform- 
ances in the previous year. One of this year’s selections 
was Audrey Hepburn, who received the “best actress” 
award in this country, too. 

The placques, which are donated to the Academy by 
Technicolor, Ltd., are in blue and white jasper ware and 
represent the figure of Apollo, god of the fine arts, sur- 
rounded by an oak-leaf border. The lettering is in gold. 
They have been modeled by Jesse Wilbraham, who has 
produced many other fine jasper ware pieces during his 
90 years with Wedgwood. é 

* 





% % 


| Senge HERBERT WILSON, sales representative for 
Doulton & Co., Inc., importers of Doulton china and 
earthenware, has been given part of the mid-western 
territory formerly covered by Edgar Wanzer, whose 
death occurred so suddenly a few weeks ago. Mr. 
Wanzer, who would have celebrated his 50th anniversary 
with Doulton next September, had been mid-western 
representative for 33 years and had a wide circle of 
friends in the territory. 

Mr. Wilson will cover Illinois, Iowa, Minnesota, Mis- 
souri, Nebraska and Wisconsin as well as certain major 
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Your Own Complete Gift 
Wrapping 
Department 












CONTAINS COMPLETE 
ASSORTMENT for 
WEDDINGS 
SHOWERS 
BIRTHDAYS 
CHRISTMAS 
GENERAL 


All With Matching Ribbons. 





EXTREMELY SERVICEABLE 
— MANUFACTURED OF 
STURDY SHEET METAL, 
EQUIPPED WITH HEAVY 
DUTY DISPENSER RACKS. 


i Mees 


















EASILY ORDER DIRECT FROM MILL... 


From America’s Best-Known Gift Wrapping Manufacturer. 


PAYS Oy Here is a wonderful, compact Gift Wrapping Department 


you can have at your fingertips. [t makes a handsome display, 


mY LE saves space, saves time. Specially priced and manufactured 


as a service to our dealers. Order a complete rack now for a 
brand new concept of wrapping convenience. 


HY-SIL MANUFACTURING CO 
REVERE, MASS. 


CONVENIENCE Showrooms: 225 5th Ave., N.Y.C. 527 West 7th St., Los Angeles 


NO WASTE, 








TIME-SAVINGS, 
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cities, and his former territory, including North and 
South Carolina, Georgia, Florida, Mississippi and Ala- 
bama, has been turned over to Thomas L. Caldwell, 
recently of Marks & Rosenfeld. Walter R. Stamm, who 
has been covering Indiana, Kentucky, Michigan, Ohio 
and Virginia, has added Cleveland, Cincinnati, Detroit 
and Louisville to his territory. These cities were former- 
ly covered by Mr. Wanzer. 
. * * 
(= F. LirrLeE MANAGEMENT, which conducts trade 
shows in the gift, lamp, and stationery fields, has 
appointed Miss Virginia Namee as head of its newly 
created publicity department. Miss Namee, who has had 
editorial experience in the business paper field and 
before that was on the advertising staff of Nieman- 
Marcus, Dallas, will keep both the trade and the con- 
sumer press‘ posted on new developments in the industry. 
* % *% 
Ppa to the tableware field is the L. J. Houze 
Convex Glass Co., one of the country’s leading 
manufacturers of sunglass lenses, signal lights, and other 
high quality colored glass items—among them glass for 
church windows. The Houze company plans to bring 
some of these rare and striking glass colors into the home 
by way of, initially, a line of serving pieces in round, 
square and free-form shapes in such colors as Kelly 
green, burnt orange, Caribbean blue, rose, amethyst, 
and a neutral. gray tone called Twilight. The series 
also includes. a* number of applied decorative motifs 
fired permanently into the glass. The line is distributed 
nationally by the Vincent Lippe Co., of New York, and 
is on display at that firm’s showrooms at 225 Fifth 
Avenue. 

Also added recently to the Lippe group of lines is 
stainless steel flatware with Wedgwood ceramic handles 
in blue jasper and other colors. This line is imported by 
I. Freeman & Son, of New York. 

+ % % 
Perv to the list of gift shows are: Registered Cali- 
fornia Gift and Dinnerware Show, August 1 to 11, 
Hotel Morrison, Chicago, and August 22 to 27 in the 
Hotel Vanderbilt, New York; Columbus (O.) Gift Show, 
August 29 to September 1, in the Deshler-Hilton Hotel; 
Portland (Ore.) China, Glass, Gift, Jewelry, Stationery, 
Toy and Housewares Show, August 22 to 25, Public 
Auditorium; Plaza and Benson Hotels; Pacific North- 
west China, Glass, Gift, Jewelry, Stationery, Toy and 
Housewares Show, August 15 to 18, in Civic Auditorium, 
Olympic and New Washington Hotels, and Terminal 
Sales Building, Seattle; Spokane Gift Show, August 29 
to 31, Davenport Hotel; and two entirely new shows to 
be held during New York Gift Show Week, August 22 
to 27—+he Giftwares Toy and Variety Merchandise Show 
at the Governor Clinton Hotel; and the National Gift 
Show at the Hotel McAlpin. 
* % % 
OHANN BEYER, president of Orrefors Glasbruk, of 
Sweden, made a brief visit to this country last month, 
visiting Fisher, Bruce & Co., of Philadelphia, the Ameri- 
can representatives for Orrefors. He also attended the 
opening of the “Design in Scandinavia” exhibit at the 
Brooklyn Museum on April 19. Many Orrefors pieces 
are represented in the exhibit. 

E. Monroe Fisher, president of Fisher-Bruce, and Mrs. 

Fisher sailed April 17 for Europe, where Mr. Fisher 
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plans to visit the manufacturers in Portugal, Ital 
France, Germany, Sweden and England that the company 
represents here. 





Famous Diamonds of the World 


REGENT 


Found by a slave in 1701 at the Partial Mines on th 
Kistna River in India, the Regent ranks among the 
finest diamonds in the world. It belongs to the French 
government and is now on exhibition at the Louvre 
in Paris, where it is seen by thousands of American 
tourists each year. 
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As found, the stone weighed 410 carats. To hide it, 
the slave cut a hole in the calf of his leg and secreted 
the diamond in the bandages. He escaped to the coast, 
but the diamond fell into other hands and eventually was 
offered to Thomas Pitt, Governor of Madras, by an 
Indian diamond merchant. (Pitt was great-grandfather 
of the William Pitt who was a Parliamentary leader at 
the time of the American Revolution and, later, prime 
minister.) He bought the stone for $100,000 and sent 
it to England to be cut. This took two years and reduced 
the gem to 140 carats, but it was sold to the Duke of 
Orleans, Regent of France, for $500,000. 

The Pitt was now renamed the Regent. Ft was in the 
crown of Louis XV, and Marie Antoinette is said to have 
worn it in a big black velvet hat. It disappeared in the 
French jewel robbery of 1792, but was found again ina 
Paris garret and was pledged for money that helped 
Napoleon in his rise to power. He had it set into the 
hilt of the sword which he carried at his coronation. 

When Napoleon went into exile, Marie Louise, his 
second wife, carried the Regent to the Chateau of Blois. 
Later, however, her father, the Emperor of Austria, 
returned it to France and it again became part of the 
crown jewels. Many of the French crown jewels were. 
sold at auction in 1886, but the Regent was reserved. 

In 1940, when the Germans invaded Paris, the Regent 
again went off to the chateau country, this time to Cham- 
bord, where it was secreted behind a stone panel. After 
the war, it was returned to the Louvre in Paris. 
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FATHER’S DAY 


STARTS YOUR 


NEW PROFIT 
SEASON! 








STOCK UP 
WITH 
LIPPOS NOW! 


Sure, they’ll be buying Dads more Zippos than ever 
this year! Your customers are bound to see Zippo’s 
full-page Father’s Day advertising in Life and The 
Saturday Evening Post. Just order now to be sure you 
have a good variety of Zippos on hand. 











UNCONDITIONALLY GUARANTEED 


Famous Zippo Profit Booster 
Genuine walnut case! Perfect taste! 
Takes little space! Ask for No. PB2490. 


And that’s only the beginning! Zippos are perfect gifts 
for June graduations, too! Every parent and friend of 
a graduate is a prospect. Don’t fail to suggest Zippo... 
show Zippo’s beautiful variety . . . point out Zippo’s 
wide price range .. . and make a sale! 


Genuine Zippo Fluid 
and Fliints make all 


lighters work better 


GUARANTEED 


Zl ® seem, £00. s Ge tek. sa", ER Zippo Manufacturing Company, Bradford, Pa. 





FOR May, 1954 


In Canada: Zippo Manufacturing Co., Canada Ltd., 
Niagara Falls, Ont. 
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"EXOUISITE’ 
b 
HEINRICH & CO. 


New pattern of gracefully waving, 
grassy fronds in rich tones of green, 
yellow-green and fine coin gold, on 
coupe shape in Bavarian china. 


5-pc. Setting—App. $13.00 retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 


44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 

















| pode since 1770 
THE VFI 


NE ENGLISH 


DINNERWARE 


COPELAND 
(Pe 








Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 


EXCITINGLY NEW! 


BARONET 





Hain 












FLAIR has the “difference” that today’s cus- 
tomers are looking for—and buying. A\I- 
though modern in style, the design blends 
perfectly with traditional settings. Unusual 
free-hand scroll pattern on the coupe shape 
... flowing loops and flourishes in delicate 
black line on white. 5-piece place setting, 
$8.50 retail (slightly higher in far West). 
Available for June delivery. 


Exclusive U.S. Representative 


Fisher, Bruce & Co. 


One of America’s Largest Open Stock 
Dinnerware Houses 


221 Market Street, Philadelphia 6, Pa. 
1107 Broadway, New York 10, N.Y. 











from Sweden 
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Gopit 


a new modern shape in 
fine lead crystal stemware 


by STROMBERGSHYTTAN 


Sa 








48.00 doz. 





Goblet 

Sherbet 48.00 doz. 

Claret (Wine) 36.00 doz. 14 oz. Tumbler 48.00 doz. 
Sherry 36.00: doz. 9 oz. Tumbler 36.00 doz. 
Cocktail 36.00 doz. 5 oz. Tumbler 30.00 doz. 
Cordial 30.00 doz. RETAIL 


Available in open stock from New York 


R. F. BRODEGAARD & CO., INC., 225 Fifth Ave., New York 10, N. Y. | 
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Quality Lamps... 


(From page 126) 


however, like the way they go together and buy both, 
‘ust the way we set up the display. And if the lamp 
‘< on a tea table, we usually set out a little china tea set 
to make it look more natural. The main thing is to get 
away from the mass displays of the usual lamp stores. 
This business of banks of lamps, dozens of them in rows 
and all lighted, takes away all the individuality a lamp 
might have.” 

Some 25 or 30 lamps are displayed, most of them on 
tables. Some, however, are arranged among the giftware 
and in occasional nooks of the department. Some even 
are displayed on the carpet and there is something about 
Mrs. Roscoe’s decorative touch that makes them look as 
though they belonged there. 

“The most important thing about a department like 
this,” according to Mrs. Roscoe, “is to stay away from 
cheapness. A jewelry store is a splendid location for a 
lamp department. I think we’ve proved this. But people 
don’t come here looking for cheap lamps. It has to be 
fine merchandise consistently, with no black sheep placed 
here and there.” 

The department is indeed a proven one at Corrigan’s. 
It’s not new and running on novelty appeal. It’s over 
five years old, and over the years it has grown to the 
point where it now comprises more than 20 per cent of 
the gross in Mrs. Roscoe’s gift, china and crystal de- 
partment. 

Promotion of lamps is not as much as for other 





departments. While most of the store’s items are oc- 
casionally featured in one or more of the 18 window 
displays at Corrigan’s busy street corner or in the bank 
lobby, the size of the lamps restricts them to the largest 
windows. The largest windows, in turn, usually are 
dedicated to merchandise of more importance—dia- 
monds, for instance, or watches. Occasionally, however, 
a small desk lamp wii!l fit into a display of gifts for men. 
Occasionally artistic creations of the store display de- 
signer, Alexander Gatto, center about a theme into which 
one of the larger lamps fits naturally. Once, for instance, 
he set up one of the larger windows on a “Gone with 
the Wind” theme. Mrs. Roscoe at the time was selling 
a “Gone with the Wind” model lamp, and the lamp made 
the display. 


OCCASIONAL NEWSPAPER ADS 


Emphasis on lamps in newspaper advertising is more 
or less muted, also. The store’s advertising has as its 
objective the creation of traffic, and toward that end it 
features the unique and the unusual along with merchan- 
dise of great value. Here again, there are exceptions. 
Lamps occasionally work their way into the news- 
paper ads. 

But its mainly effective display that sells Corrigan’s 
lamps. There’s a sales-inciting atmosphere to the spaci- 
ous basement. Important to that atmosphere are car- 
peting that covers the department area, quiet hominess 
of the pastel-painted walls with their modernistic curves 
and angles, indirect lighting concealed in the ceiling, 
recessed lighting fixtures with grilles arranged in some- 

















NATIONALLY ADVERTISED 


Yas 
<PANCL 


| a 


OPEN STOCK 
DINNERWARE 


She iii 


Pattern No. 1803 


from 


TIRSCHENREUTH 
Available in 


open stock and 
94 and 64 
Piece Sets 
and Place Settings 


PAUL A. STRAUB & CO., INC. 


Est. 1915 


19 East 26th Street 


New York 10, N. Y. 
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Nationally Advertised 


FRANCONIA CHINA 


Ts, One of Europe’s Finest ap 


vee a 
dese 


SPRING PATTERNS 
WITH THE BEAUTY 
. .. AND QUALITY 
THAT JEWELERS DEMAND 














IMMEDIATE DELIVERY! 


“*MILLEFLEURS" 
Delicate meadow flowers in 
lovely soft tones on Louis XV 
shape trimmed with gold. 5-pc. 






Place Setting with 1034"' dinner 
plate: $7.95* 

"BARBARA" : 
Chrysanthemums and anemones — 


in rich colors on gracefu! Louis 
XV shape trimmed with gold. 
5-pc. Place Setting with 1034" 
dinner plate: $9.95* 


FRANCONIA CHINA, 
imported from BA- 
VARIA, is HIGH in 
quality and LOW in 
cost — patterns range 
from $6.95 to $17.00 — = 3 
for 5-pc. Place Settings. 

All N. Y. Open Stock. “Slightly higher South and West 


HERMAN C. KUPPER, we. 2°22 & 


New York 10, N. Y. 








Bees ce 2. RS Be ie 


ZF Te a OE, Mme 


350-380 SOUTH RAYMOND 


PASADENA, CALIFORNIA 


7 , 
Creo , Rei 


“if you prefer a conventional rose motif, this pattern is your answer in 


olale| 
tones of cocoa to match the narrow cocoa color band. Available in regular, fluted, 


or coupe shape at $15.50 a 5-piece place setting. Write for your free leaflet. 
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thing of a star pattern and piped-in music. 

These features are also part of the store and are Not a 
special part of the lamp department. This means that 
there’s no particular overhead to this lucrative depart. 
ment. The same sales clerks handle lamps, gifts, china 
and crystal, so there’s no increase in the sales force. 

“The most important thing, I think,” said Mrs. Roscoe 
“is to have the room. We’re fortunate in that respect 
But most jewelers have only one floor and it would be 
very difficult to do much with it. They might featur 
small groupings, however. A counter display, for jp. 
stance, of just two or three lamps with a display of silver, 
like a tea set, might work out nicely. But I think any 
jeweler thinking of lamps must remember that every 
city is full of places where people can buy cheap lamps, 
A jewelry store is no place for cheap merchandise. There 
must be high quality and high style, whether new o, 
old fashioned. This combination has made lamps a very 
worthwhile line for Corrigan’s.” | 





Stainless on Fifth Avenue 


(From page 128) 


manufacturers. Though the firm is primarily a sterling 
house, sterling sales, in the firm’s experience, have not 
suffered by its merchandising of stainless. 

Eleven patterns are carried at the present time, two in 
bright finish, nine in satin finish. The price range is from 
$8 to $12 per place. The store has found the taste of 
stainless prospects tends toward the plain patterns which 
characterize stainless. 

Stainless customers at Black, Starr & Gorham are in 
the best income group and the upper middle income 
bracket. The families in these groups usually select it 
as a second flatware set, and in this respect, some would 
have purchased silverplate for this purpose before the 
war. The store always stocks and displays stainless in 
chests, as well as selling it by the place setting. Cases 
for stainless are of a contemporary and casual design, 
and the store plays up the fact that the designs of stain- 
less cases are properly different from traditional flatware 
cases. 

Though stainless sells the year around, the same as 
uther flatware. the sale of stainless was conspicuously 
good during the summer months. This indicates that 
people find stainless particularly desirable for outdoor 
eating. An illustration is that Black, Starr & Gorham 
had an interesting experience in sending a stainless set 
to a customer at his summer home all the way to Denver. 

An indication of the management’s attitude to stainless 
can be seen by the store’s promotional and merchan- 
dising efforts on stainless. In the first place, it is located 
in a separate department—on the main floor. Stainless 
is not treated as an incidental; tagged onto the gift de- 
partment, for example. It is given a conspicuous posl- 
tion by being displayed on a big table about 20 feet 
long. located in the aisle directly before the sterling 
silver section. Eleven patterns are arranged around the 
table, and three large stainless trays form a_back- 
cround. A large glass shelf extending down the length 
of the table displays flatware and chests of stainless 
hollowware. The shelf is supported by large red, amber 
and green glass jars, in order to introduce color into 
the display. 
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Though an unusually dignified establishment, Black, 
Starr & Gorham encourages customer traffic, and people 
stop to look at the stainless place settings and the chests 
of stainless on the display table. Attractive folders on 
stainless are made available on the counters where cus- 
tomers may pick them up for immediate or later study 
_-even if a salesman is not present at the moment. 

Stainless also has a display in the store’s fourth floor 
gift department. Here is a tall cabinet with individual 
stainless pieces. The display is so tilted as to make in- 
spection convenient for customers. If customers show 
interest in the stainless display, they are escorted by a 
salesperson to the flatware department on the main floor. 

Stainless also receives promotion in the second floor 
china and glassware department. It was presented in an 
informal summer theme setting. Driftwood and other 
reminders of vacation and the summer were integrated 
with a display of this flatware so suitable to casual living. 
Here also there are frequent displays by means of a table 
set with stainless, located usually directly opposite the 
elevator doors. Complete table settings are made, using 
six different patterns, one at each of the six places that 
are set complete with china and glass. 

Table settings of stainless are also displayed in the 
store’s windows. 

Black, Starr & Gorham announced stainless at its main 
store and three branches by sending a folder to its 
charge account customers and direct mail prospects. 
Advertisements were also run in the New York Jimes, 
and Herald Tribune, with the store’s regular two column 
display ad being used. Both foreign and domestic 
brands have been advertised. A special promotion, which 
was associated with the idea of using stainless flatware, 
was a newspaper ad devoted entirely to a set of stainless 
steak knives. Two types of sets were offered, one at $14 
with six knives and one at $18.25 with eight knives. The 
stainless knives turned out to be very popular, both with 
customers in the store and with direct mail prospects. 

For the wedding season, the stainless stock is being 
increased to 20 patterns. With summer coming up, the 
store plans a stainless campaign to those people who 
have the facilities and means to enjoy gracious outdoor 
dining during the summer months. 





Small Windows Offer Many Advantages 


When the jewelry store is remodeled, how large to 
make the windows is always a problem. F. D. Fogg, head 
of Fogg & Co., jewelers in Albuquerque, N. M., has found 
that “the best results are secured by making displays in 
small windows. Accordingly, when we remodeled our 
store, all of the windows were made small and com- 
paratively shallow, giving them the appearance of a 
shadow box. Only one class of merchandise is shown in 
a window—rings, watches, silver or whatever the case 
may be.” 


Another distinctive feature of the front of Fogg’s is a 


two-foot band which extends entirely across the upper 
part of both front and side walls and which is studded 
with myriads of diamond shaped neon lights. These 
flash alternately blue and white, calling attention to 
Foge’s as diamond merchants. 


FOR May, 1954 
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Fine English 
dinnerware 
designed specifically 
for casual 
American living 


* e Blue 
* decorations 
* on blue body 





. ° Green 

. decorations 16-piece 

, on blue body . j starter sets 

, © Undecorated i cc CANTERBURY 

. or TULIP $9.95 
a ee 


We believe that the solid-colored body of Blue Mist— 
in Booths Ribstone Shape—will establish a new 
trend. ‘The ribbed surface decoration is confined 

to the rims of the plates and the outside perimeter 

of the serving pieces. Here are modern decorations — 
under the glaze—simple, informal—for daily use 


and a lifetime of service. 


Write today for illustrated Brochure #56 giving all 
details of styles, sizes and prices. MIDHURST IMPORTING 


CORPORATION, 129 Fifth Ave., New York 3, N. Y. 


oath 


fine English dinnerware 
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a Gomplete NEW GATALOG .. . for 1954 
To Solve Your GIFT BOX Problems! 


The finest, most beautiful, most Complete ever 
published. Completely illustrated. Shows hun- 
dreds of jewelry and gift box items, fancy set-up 
and folding boxes for all kinds of giftwares, 
jewelry, china, glass, etc., are listed in this latest 
catalog. Includes everything in the gift box line. 


iA 
‘+4, 


4/ 





Contains complete information, sample 
swatches of stock papers, prices, quantity, dis- 
counts and details on America’s most complete 
line of gift boxes. 


Request your copy now! It will help you make 
the selections that will meet your needs the best. 


“The Package Is Part of the Purchase” 


PICTORIAL PAPER PACKAGE CORPORATIUT 


SOUTH LAKE STREET 
AURORA, ILLINOIS 


MERCHANDISE MART 232 


CHICAGO ILLINOIS 


15116 * 


PICTORIAL PAPER PACKAGE CORP. 
232 South Lake Street 
Aurora, Illinois 


Please send NEW 1954 catalog of your complete line of 
Gift and Jewelry Boxes, Stickers, Labels, etc. 
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Firm 
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Smoking Accessory Impulse Sales 
Developed by Special Display Table 


Capitalizing to the full upon impulse buying anq 
locating a permanent display of smoking accessories jugt 
inside the door of his store, has more than doubied sales 
of smoking accessories for R. O. Besse, Jr., jeweler at 


Gulfport, Miss. 





Noting that a countertop display of cigarette lighters 
showed a surprisingly rapid turnover, Besse experimented 
with the plastic table shown in the picture. Constructed 
entirely of clear lucite, the table occupies less space than 
a card table, but can easily show some 50 items. It is 
standing against a large panel mirror, which doubles the 
effect and compels the shopper’s attention. 

A triangular top shelf of clear plastic is on the table 
and usually shows outstanding lighters from the store’s 
collection, including nationally advertised brands. A 
plastic framed sign points out “Smoking Convenience Is 
a Contribution of One of These Dependable Lighters.” 
A larger shelf is below the top one and on it are more 
lighters, cigarette containers, sterling silver and crystal 
ash trays, etc. Each is plainly priced. 

At least 90 per cent of the smoking accessories dis- 
played are sterling or plated silver, and to a lesser degree, 
stainless steel. “This is because most of our smoking 
accessories are purchased as gifts, and the appeal of 
richly polished, precious metal seems to carry far more 
weight than any other,” Besse said. 

The majority of sales made from the fixture are on a 
pure impulse basis, Besse has found. Freedom to look 
over the selection, press the switches of cigarette lighters, 
and to handle any of the items, builds up gift appeal far 
more than over the counter endorsement by salespeople. 





Lack of Rear Door Safeguards 
Blamed for Burglary Rate 


Failure by store owners to provide proper burglar 
protection is largely responsible for the steady rise in 
store burglaries throughout the country, according to a 
recent nationwide survey conducted by the Master Lock 
Co. 

Inquiries to police officials and retail store associations 
disclosed that most stores have elaborate alarm and 
lock systems to protect front doors and entranceways. 
But the rear doors—the natural route of burglars—are 
often left virtually unprotected. 

Police statisticians throughout the country pointed out 
that store owners often spend as much as $50 on secure 
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front doors, then settle for a $1 skeleton key type door- 
lock on the rear and basement doors. 

This curious oversight was emphasized by the St. 
Louis police department which has maintained the 
nightly policy of checking stores and homes for un- 
locked doors. 

The need for extra protection at the rear of stores 
and small business establishments is even greater in 
areas where police regularly check only front entrances. 
This practice restricts illegal entry to an even greater 
extent to back doors. 

Master Lock Co. officials, who serve as police bur- 
glary protection consultants, point out that rear doors 
can be protected adequately if store owners observe a 
few common sense rules. These are: 

(1) Don’t make it easy for the burglar. A skeleton 
key type door-lock can be opened with the simplest 
burglary tool. Slide bolts can be slipped or filed. Hooks 
and eyes are easily unscrewed or cut. 

(2) Select a protection device that can’t be opened. 
Quality type laminated pin tumbler padlocks, for exam- 
ple, provide maximum protection, both in case-construc- 
tion and the locking mechanism. Multiple key changes 
prevent crooks from obtaining master keys. 

(3) Use a strong pinless hinge hasp which conceals 
screws to prevent crooks from getting around your 
padlock. Attaching your padlock to a chain when not 
in use during the day will prevent loiterers from switch- 
ing padlocks, a trick that often gains entrance to a store. 

(4) Changing padlocks frequently is another recom- 
mended security measure. 








Can You Top This? 


Lady customers usually leave jewelry stores with 
their eyes aglow over some newly acquired piece of 
jewelry. 

This is the story of a lady who left a jeweler’s with 
a happy shine in her eye—but no jewelry. 

Out in Ava, Mo., jeweler Gorman Dye, was busy 
at his work bench, as a lady of good appearance 
approached him. She courteously inquired if he 
would shine something for her. Receiving an affirma- 
tive answer, she took off her glasses, lifted up her 
eyelid and laid on the counter—her glass eye! She 
complained that it scratched her eyelid. 





Mr. Dye was equal to the occasion. He put the 
eye on his buffing machine, restored its high polish 
and had the satisfaction of seeing a happy glow come 
over the woman’s face. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 














"Set" for sales ... a new selling innovation 
from Wales. A combination of two wanted items, 
mastercrafted leather billfold and strikingly 
styled matched leather tie bar and cuff links. 
Together, they offer you an unbeatable 
sales builder for fast Father's Day volume. 
Styled to the man's taste and the women's eye, 
this first from Wales, “Jewelcrafts" in Leather, 


is sure to set the pace for Father's Day. 
Stock up now! 


SEND FOR OUR NEW FULL COLOR CATALOG 



































re 
THE NEW "JEWELCRAFTS" 
IN LEATHER 
Tie Clasp and Cuff Links 
Beautifully Hand Polished 
with Leather Inlaid, Boxed 
with Matching Wallet in 
Smart Silk lined Gift 


Box. 
$10.00 


FROM 
RETAIL Plus Tax 
| ALES COLUMBIA WALESCRAFT. LTD. 
: 22 W. 32n0 STREET. N.Y.1. N.Y. 


FOR May, 1954 























Costume Jewelry Is Developed 
Into Major Traffic Builder 


An inventory of 1500 to 1800 pieces of costume 
jewelry, all priced at $1, at Coronet Jewelers, Denver, 
Colo., has proved to be a major traffic attraction. Of this 
inventory, 200 to 300 pieces of costume jewelry are 
always on display. 

Coronet Jewelers is located just off the lobby of the 
Albany Hotel in the center of downtown Denver’s “Wall 
Street district.” At first glance, it seems the least likely 
location for jewelry at the $1 price level. 





The comprehensive inventory of costume jewelry is 
available at Coronet for two principal reasons. The 
Albany Hotel is one of the busiest in the Colorado capital 
from a transient standpoint, and $1 jewelry provides an 








ideal solution to the souvenir problem of the traveler. 
The visitor to Denver is usually happy to find Coroner’, 
large stock of costume jewelry to choose from, and the 
store makes a lot of “multiple sales” involving the selec. 
tion of five or six pieces of costume jewelry at once, 

Coronet’s costume jewelry has grown as a major traffic 
attraction for the following reason. Since the store jg 
surrounded by dress salons, investment and brokerage 
houses and other enterprises that represent “money” to 
the Denver resident, the $1 jewelry department in a store 
like Coronet Jewelers in this location is an eye-stopper, 
Once a Denver shopper has assured herself that Coronet’s 
costume jewelry is actually sold at a flat $1 price, Goal. 
stone is sure that she will be back—usually bringing 
several friends along. Since the department has been 
almost unadvertised, it has been word-of-mouth adver. 
tising that has brought the present heavy traffic into the 
store. 

The costume jewelry is displayed by itself behind two 
countercases at the extreme right of the store and on a 
“picture frame” wall panel between the entrance and the 
end of the counter. The rear wall of this display is a 
plate glass window which separates the store from the 
Albany Hotel lobby. It is here that 200 to 300 pieces are 
on display and they are equally visible from the inside 
of the store or from the hotel lobby. 

The major item in the costume jewelry is earrings, 
About 50 per cent of the earrings shown in the store are 
clipped onto tiny lucite or other plastic brackets, spaced 
a few inches apart, on three tiers of narrow glass shelving 
within the lobby window. 
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W. solicit your Sweeps _ 


Filings—Scrap Gold and 


Hl 
of Jewelry - Your Old Gold Shipments 
| 
: 


 Kastenhuber & Lehrfeld, Inc. 


| 21 West 46th Street Tel. JU 2-2320 New York 19, N. Y. 
4 Est. 1895 





Platinum—Metals 


WILL RECEIVE 
Speci al Auten lion 
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Table Top Exhibit 


(From page 123) 


provided for about 400 people and more than 20 of the 
store’s staff were on hand during the run of the show. 

Richard G. Tucker, International Silver Co., was inter- 
viewed over radio and TV, throughout the week of the 
exhibition, and discussed the following subjects: how to 
make lovely floral pieces, correct use of flowers, china, 
and silver, correlation of table setting, harmony and 
design and various uses of silver. 

First prize winners in each of the groups were awarded 
a three-piece tea set and tray, valued at $102. Second 
rize was a coffee pot, creamer and sugar, valued at 
$69; third prize, a coffee pot, valued at $31.80 and 
fourth prize, a round sandwich tray, with a value of 
$12, all of which were donated by the Bloedel firm. 


As a grand finale, the prize winning tables were dis- 
mantled after the show, and reassembled again in the 
Bloedel front display windows—thus utilizing the pro- 
motion to the last possibility. 

In the opinion of several competitors, this table setting 
exhibition set a new high in a jeweler’s promotiona! 
activities. And, while results saleswise have far surpassed 
Henry Bloedel’s fondest expectations, the institutional 
advertising value to the industry as a whole is beyond 
estimation. 





Pearl Window Display Traces 
Growth of Pear! in the Sea 





Donovan & Seamans Co., Los Angeles, arranged an 
interesting and effective pearl window display by depict- 
ing the growth of the pearl in its natural element, the 
oyster. Sea-green curtains at the rear of the window had 
designs of many forms of aquatic life. In the center of 
the display, as shown in the picture, was a large bamboo 
frame which showed many specimens of pearl shells, in 
each of which was a pearl of different age, representing 
a stage in the pearl’s growth. Leaning against the frame 
was a bamboo pole, from which hung a large fish net. 


On the floor and on black velvet stands were many 
combinations of pearls and gold and a complete ensemble 
of necklace, lapel pin, ring and earrings. On one side 
of the display, a ring with a large pearl, surrounded 
with a circle of diamonds, was displayed on black velvet. 
At the other side, a large shell was placed in which there 
was a filigree gold basket filled with unstrung pearls. 
Several types of pearl rings and necklaces were also 
featured. 


FOR May, 1954 








TONG TUBS 










No. 312 
Cost $12.00 
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Cost $16.50 







No. 313 
Cost $17.50 








No. 316 
Cost $15.00 
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A little bit different. ..a lot easier to sell! 
Exclusive Tong Tubs have tongs-and-bottle- 
opener clipped inside ice bucket cover. 

It's the plus that makes the sale! 


All ice buckets shown are silver-plated 
with genuine vacuum glass liners, 

2 qt. capacity. 4 styles retail from 
about $24.00 to $35.00 


Nationally advertised in 


The New Yorker, House and Garden, House Beautiful 


THE SHEFFIELD SILVER Co. 


MADE IN U.S.A. 
17 Crosby Street, New York 13, N. Y. 
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Jeweler Increases Watch Sales 
With ‘Special’ Salesman 


At Rays Jewelers, Temple, Texas, owner Ray Levy has 
found it advantageous to delegate the majority of watch 
sales to one salesman, who is a watch specialist. He 
knows watches thoroughly and can answer almost any 
conceivable question a customer can ask concerning 
them. Ray’s says this gives the customers confidence in 
his judgment and persuades many hesitant buyers. Along 
with watches he sells watch bands, and since these come 
in a wide range of prices, they frequently add a good 
amount to the original sale. 

On top of the watch case Ray’s has two watch band 
fixtures, one holding bands and straps, the other, brace- 
lets of silver and gold. The fixtures are very light and 
can be moved by a touch of the finger, and one or the 
other is moved unobstrusively so that it is constantly 
before the customer when he is inspecting the watches. 

The appearance of the customer and especially the type 
of watch he is buying determines on which watch band 
fixture the salesman keeps before him. Nothing is said 
about the band until the purchase of the watch is con- 
cluded. By that time the customer has usually noticed 
the display stand and often talks about a band himself. 
If he doesn’t, a suggestion is made that he complement 
the purchase of the watch with an appropriate band. The 
store does not exert any high pressure, but the firm says 
the number of people is surprising who purchase one of 
the bands when it is called to their attention. 








Before You Sell, Ask 10 Questions! 


Selling his business is a big step for the jeweler, bot} 
financially and psychologically. Every jeweler wan 
it to be a fortunate move, and one of the best WAYS to 
check up on selling his business is for the jeweler to ag 
himself such questions as the following. 

Perhaps he is selling for the purpose of retirement— 
“Tf I sell, then what will I do?” Retiring is not as simple 
as it sounds. The man who has known little but work and 
his business for many years will find it a good idea t 
practice retirement activities beforehand—to make gy 
they satisfactorily replace his business activities. 

“Can I retire yet?” Make sure that money received 
from the sale and savings and investments will satisfy 
future needs and future wants. ) 


CAPITAL GAINS TAX 


“What will I have left after taxes?” A big sum of 
money can be well reduced by capital gains taxes. The 
net result of the sale must always be considered and 
retirement plans made accordingly. 

“How much more will it cost to go into business else. 
where?” An unusual question, but retired jewelers some. 
times have a change of mind and go into business again, 

“How am I going to be paid for it?” Cash, of course, 
is best, but not every buyer can put up all the cash at 
once. Methods of payment should be thought over. That 
method may include getting payment money from the 
business itself. 

“Get paid for as many assets as possible.” This includes 
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turn this famous silver protection into your big REPEAT seller 
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GIFT PAKS 





Comes in three Color Kits — Blue 
label for holloware, Pink label 
for flatware, Green label make- 
it-yourself. Retail price about 
$5.00. Be prepared to cash in 
on LIFE campaign beginning May 
17. Prices on request. 





UREKA MFG.CO. wc 


TAUNTON, MASS. 


Makers of Rolls, Bags, Cases and Sheets for Silverware since 1926. 


Send for descriptive leaflets and Price List. 
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unused insurance coverage, prepaid taxes and accounts 
receivable under installment sales contracts. 

“Is the sale offer a complete one?” Sometimes sale 
agreements contain hedging clauses by buyers who really 
want to sample possibilities first. They may return a 
badly wrecked business to you months later. Go over 
the sales contract with your lawyer or banker or both— 


point by point. 


SEEKING THE BEST BUYER 


“Who is the best buyer?” The man who- offers the 
most money is a ready answer. However, the man who 
makes’ the biggest offer under a deferred payment plan 
will have to make as much or more of a success out of 
the business than you did. 

“Shall I sell to this buyer or put it on the open market?” 
When one buyer is willing to buy, others may be willing 
also. It does no harm to advertise your business or ask 
salesmen to drop the word around in the trade. 

“How about going into other types of business?” Other 
business activities may be better for you as an individual, 
but “other pastures always look greener.” Superficial 
knowledge of another field should be increased as much 
as possibile. 

The above ten points aren’t everything a jeweler should 
ask himself before selling, but it’s a good idea that he 
check these particular questions before he says, “it’s a 
deal.” 





Hundreds of Graduates Welcome 
Invitation to ‘Wish on a Star’ 


“Wish on a Star” was the theme of a contest run by 
the Royal Jewelers, Fargo, N. D., to secure the names of 
high school and college graduates within a radius of 
150 miles. The firm ran a big ad headed with “Wish 
on a Star,” and every graduate was invited to send in the 
name of his favorite movie, radio and TV star, together 
with his name and address. A coupon was in the ad, 
and graduates were asked to cut this out, fill it in, paste it 
on a post card and mail it to the store. Letters were 
discouraged because they take too long to open. There 
was no suggestion of purchasing anything involved. The 
store received hundreds of replies, and the lucky winners 
received as first prizes a man’s and a lady’s watch. 
Second prize was fountain pens; third was billfolds; 
fourth, a cuff links set; and fifth, two desk pen sets. 


EVERY GRADUATE CONTACTED 


L. G. Niema, manager, said, “We sent each graduate a 
note congratulating him on completion of his high school 
or college course. Enclosed was manufacturers’ literature 
regarding our watches. In addition to our newspaper ads 
we used radio spots next to a news program which goes 
on the air every day.” 

TV, a new entertainment medium in the Fargo area, 
was also used to promote the “Wish on a Star” contest. 
Commercials called attention to the contest and also to 
special items in the store, which were sold quickly after 
being advertised on TV. 


FOR May, 1954 











Hunt-Hallmark 


Two Manufacturers of Fine 


Sterling Join Forces 


Hunt Silver Co., and Hallmark Silver- 
smiths, Inc., are happy to announce 
the merger of the two companies into 


Hunt-Hallmark Co., Inc. 


By combining, we shall be able 
to serve you more efficiently, 
while maintaining the quality 
standards for sterling hollow- 
ware for which both companies 


have been known. 


Our factory, offices and show- 
‘room will be at 146 West 22nd 
Street, New York City. 


We hope to welcome you 4 


there soon. 


146 W. 22nd St. New York 11, N. Y. 





Chicago Office: 
Leon Bergsman, 1515 Merchandise Mart 


(Some Sales Territories Open} 





-Hunt-Hallmark Go., Inc. 


Carl K. Klein Joseph C. Hirsch Irving L. Hirsch 
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Stainless Steel Blades 


by “Vorthampton 


For New Goods or Repairs 

















B. Cap Lifter (Hook Type 


A. Bottle Opener (Ring Type} 
D. Cheese Scoop 


C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


NORTHAMPTON CUTLERY COMPANY @ 
ESTABLISHED 1671 | 








NORTHAMPTON 2, MASS: . 





Now, the prestige of YOUR OWN Imprinted String Tags of 


METALLIC FOIL 


that cost 


PLASTIC TAGS 


dramatic, outstanding 


designs in all sizes, add 
glamour to your merchan- 


aise... quickly alfached, 
easily marked with free 
stylus or pen. 


WATCH BAND TAGS 


in metallic or plastic .°. . imprinted 
with your own identifications. 


ATTACHED to the FINEST JEWELRY in AMERICA jewelry tags by 
ARCH CROWN assure you the finest craftsmanship and prestige. 


ARCH CROWN TARC Beas 


2]7 Halsey St., Newark 2, NJ. 
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It’s easy! It’s profitable! 





STAMP NAMES o1 
oe. 













NOW YOU CAN RENT 

the simple, easy-to-use 
KINGSLEY 
MACHINE 
Write for details 













- Beene) neon bps : 


vs 


Rm MY g 0% OF YOUR” | 
ha.  —— O CUSTOMERS 


HAVE OLD WATCHES! 


Guide them to an "ORIGINAL" 


TREASURE DOME iu. 


a ‘ | @ Nationally Advertised @ Proven Sales 








ey Re een RS aR en 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 














Of everlasting GENUINE DUPONT LUCITE 
. . . break resistant . . with crystal 
clearness seldom found in glass . . . with 
polished hardwood bases of mahogany, 
ebony or blond. An heirloom watch 
becomes a modern, useful timepiece. 
(Develop extra repair jobs.) 


- NOW AVAILABLE AT YOUR JOBBER 
> .... or write Carol Beatty, Dept. 105-0, 
7410 Santa Monica Blvd., Los Angeles 46, 


California. 





Patent Pending 





$4.00 KEYSTONE -—— 








SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 


© 
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designed to sell and to entertain, 
“Continental” radios and radio-phonographs 


are selling . . . and repeating sales. 


Model B-5400 
PORTABLE RADIO 

















= The three-way Portable works on 
battery or AC-DC; 4 Tubes plus 
Selenium Rectifier, 2 1.F. Trans- 
formers, Large Alnico V_ Dy- 
namic Speaker, Built-in High 
"@" Loop Antenna, Slide Rule 
Vernier Drive Dial, Smartly De- 
signed Polystyrene Cabinet, Di- 
mensions: 834''x 7" x 4l/,"". 
Model 1600 
Available with the original, exclusive NITE-LITE 
FEATURE for subdued light; fine 5 tube radio 
with all ihe finest features; Sessions Automatic 
Electric Clock; appliance outlet. 
A 
ILLUSTRATED LITERATURE IS AVAILABLE NOW ... the Model 44 
above models and our other products have so many THE MIGHTY MITE 
desirable features that we suggest you write for com- The biggest little rad’o available 
pletely illustrated literature . . . no cost or obligation. - superheterodyne circuit; 


weighs only 214 Ibs.; built-in loop 


| . 
re the largest manufacturer of radios for pene: nag ie ll on A Alnice 5 dy 


We 
PRIVATE LABEL USE. WRITE FOR DETAILS! 





oe 
altuna! 


RADIO CORPORATION 
DISTRIBUTORS ... 


1632 N. Wells St., Chicago 14, Iil. te og 
tories available .. . WRITE TODAY. 


REFINING LORD’S PRAYER 


PRECIOUS METAL | GSD 
WASTES 


1 P T ee ae Bs en DOM COME: THY WILL BE DONE ON 
GOLD-SILVER- LA INUM 8 r= =i EARTH. AS IT IS IN HEAVEN. GIVE US 
> 





























THE LORD'S PRAYER 


THIS DAY OUR DAILY BREAD: AND 
FORGIVE US OUR TRESPASSES. AS WE 


\ hie FORGIVE THOSE WHO TRESPASS 
By © Mi. Moke pee Mh on tees ds 
/ EVit AMEN 
A Valuable Ilandbook : HM) Look Through 
| The Center 
for the Jeweler MA] See and Read 


The Lord’s Prayer 


$77.50 New! Different! Novel! 


® Sterling Silver, Rhodium Plated 
Postpaid ® Sparkling Baguettes 
® Beautiful Sterling Chain 


Remittance with Order 


Contact Your Wholesaler 


THE JEWELERS’ CIRCULAR-KEYSTONE GOLDSTEIN-POLAND CO. 


100 E b » N.Y. ‘ ‘ 
ast 42nd St New Vork U7, M. ¥ 72 Clifford Street - Providence, R.-I. 
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JEWELRY SALES INCREASE PREDICTED. Congressional tax experts estimate that retail 
jewelry sales may rise by about $250,000,000 annually as a result of the 10 per 
cent reduction in federal excise taxes which went into effect on April l. San- 
plings of retail dealers in key locations show that while consumer buying is : 
on the upgrade, the rate of sales increase is small. However, the administration 
is not diSappointed in the results thus far. 





SINKLER ELECTED HAMILTON PRESIDENT. The Board of Directors of Hamilton Watch Co. 
elected Arthur B. Sinkler as President to succeed George P. Luckey, who iS re- 
tiring. Also elected to new posts were Robert B. Thompson, executive vice presi- 
dent; Roland Caver, vice president (manufacturing) ; Harry G. Thomas, vice 
president (finance) and comptroller; Richard J. Blakinger, secretary; and Henry 
S. Tholen, assistant secretary and treasurer. L. F. Halligan, vice president 
(sales) and Harry Lawrence (treasurer) were re-elected. 


ACTION AWAITED ON D.C. FAIR TRADE BILL. Washington retailers are waiting hopefully 
for Congressional consideration of the recently introduced District of Columbia 
Fair Trade bill. Representative Joseph P. O'Hara (Minn. Rep.) submitted the 
bill. This bill would guarantee the legality of minimum-price contracts between 
producers and resellers of any trade-mark or brand name merchandise. In this 
respect it is similar to Fair Trade laws applicable in 45 of the states. A dis- 
tinctive feature of the District bill is a section pointing out that resale 
at less than the Fair Trade price is permissible "when the trade-mark, brand or 
name is removed or wholly obliterated from the commodity" and when no use of the 
trade-mark is made in local advertising. 








USE OF "FREE" IN ADVERTISING. The Federal Trade Commission has further. clarified 
its position with respect to the use of the word "free" in advertising. Last 
year, the FIC had ruled that it was permissible to use the word "free" in con- 
nection with advertising and promotion programs if all contingent conditions 
were clearly explained. In a modification of an order against a book circula- : 
tion club, the FIC says that in addition to making terms of such offers clear, 
if there are other items required to be purchased in order to obtain the "free" 
article, the offerer can't increase the ordinary or usual price, reduce quality 
or reduce the quantity or size of such article of merchandise. 


AWARDS FOR DIAMOND JEWELRY DESIGNS. The offer of awards for diamond jewelry designs 
chosen by a committee of internationally famous judges has been announced by 
N. W. Ayer & Son, Inc. They will be known as the Diamonds U.S.A. Awards. Designs 
are to be submitted before June l. The finished pieces, made according to the 
designs selected by the judges, must be delivered to N. W. Ayer & Son, Inc., 
by September 10. They will be displayed when the awards are presented at the 
"Diamonds U.S.A." press luncheon at the Plaza in New York City on October 19. 





PROPOSED TV SHOW ANNOUNCED BY NWJA. First details on "Your Night of Jewels," a pro- 
posed multi-million dollar top-talent network show, to promote the sale of brand 
merchandise through local jewelry stores, were announced late last month by the 
National Wholesale Jewelers' Association. Arrangements have been completed with 
the Dumont Television Network to clear an hour of evening time. "Your Night of 
Jewels" will be ostensibly presented by the jewelers of America, but will actu- 
ally be under the sponsorship of the NWJA. Commercial participations will be 
available to a selected group of top, national manufacturers of non-competitive 
lines whose products are distributed through jewelry wholesalers. 
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NWJA Discloses Plans 
For National TV Show 
To Boost Jewelry Sales 


First details of “Your Night of Jewels,” 
a proposed multi-million dollar top-talent 
network show, were revealed April 22 by 
the National Wholesale Jewelers Associa- 
tion. It was stated that the main purpose 
of the show will be to promote the sale 
of brand merchandise through local jew- 
elry stores. 

Arrangements have already been com- 
pleted with the Dumont Television Net- 
work to clear an hour of evening time 
for a television show devoted exclusively 
to the promotion of quality jewelry and 
allied products sold through jewelry stores. 
The NWJA, through its members, plans 
to make “Your Night of Jewels” the big- 
gest television and merchandising package 
in the jewelry industry. 

Concept and specification for this huge 
production were worked out between the 
association and their advertising counsel, 
Lewin, Williams & Saylor, Inc., which has 
long been identified with jewelry adver- 
tising and merchandising. 

“Your Night of Jewels” will be osten- 
sibly presented by the jewelers of Amer- 
ica, but will actually be under the spon- 
sorship of the NWJA. 

Commercial participations will be avail- 
able to a selected group of top, national 
manufacturers of non-competitive lines 
whose products are distributed through 
jewelry wholesalers. A maximum of six 
commercial participations will be available 
weekly, on an every week or alternate 
week basis. In the latter case, a product 
billboard will be given on the “off” week. 
In addition, time will be provided each 
week for an institutional theme-setting 
message on behalf of the retail jeweler. 


TARGET DATE: SEPTEMBER 


“Your Night of Jewels” is targeted to 
begin the second week in September for 
a 39-week run through outlets reaching 
91 per cent of all television homes in the 
country. 


Participating manufacturers will receive, 
at no cost, the support of a massive mer- 
chandising program tied-in with “Your 
Night of Jewels.” Every facet of publicity, 
display material, direct mail, trade adver- 
ising tie-in promotions, salesmen’s incen- 
tives and newspaper mats will be ex- 
ploited. 


The entire production and merchandis- 
(Please turn to page 153) 
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Tax Experts Predict $250 Million Rise in 
Jewelry Sales as Result of Excise Cut 


Congressional tax experts estimate that 
retail jewelry sales may rise by about 
$250,000,000 annually as a result of 10 
per cent reduction on April 1 in federal 
excises applying to jewelry-store items. 
But samplings of retail trade in key loca- 
tions disclose that the public is in no hurry 
to increase its purchases. 

Consumer buying is definitely on the 
upgrade, but the rate of increase is small. 
The Eisenhower Administration is not dis- 
appointed in the results thus far, however. 
Its business experts point out that in- 
creases in sales volume can be measured 
properly over a period of many months. 

The reductions in excises which became 
effective on April 1 apply to taxes collected 
either at the manufacturing or retailing 
levels. President Eisenhower points out 
that the excise cuts—which total $999 
million—help make up what he calls the 
greatest single tax reduction in dollars 
ever accomplished by the Federal Govern- 
ment in any one year. 

Including the January 1 income tax 
reduction, the cuts total about $7.4 billion. 
This is $7.4 billion in potential purchasing 
power in the hands of the buying public. 
If the Administration’s economists have 
figured public buying psychology correctly, 
the surge of increased buying that is now 
getting under way should sweep sales 
figures for consumer goods on to a new 
high point somewhat under the all-time 
record set for sales Jast year. 





Bernard M.  bBurnstine, Washington 
jeweler, reports “a little” improvement in 
sales since the excise reductions became 
effective. He said last month it was “too 
early” to tell how much the cuts are help- 
ing business. The increase in sales during 
April is no doubt due in part to the tax 
cuts, but it also is traceable to seasonal 
demand, to hold-offs in March buying, and 
to other factors. Mr. Burnstine predicts 
that the most important benefit to the 
legitimate trade that is resulting from the 
tax cuts is a decline in “black market” 
buying. Customers are now less inclined 
to hunt up cut-rate sellers, now that the 
tax is only 10 per cent. 

Retailers in Chicago say the effects of 
the tax cut have been definitely spotty. 
In late April, there were definite signs of 
increased business in some locations, but 
in general business was “about the same.” 

Economists continue to predict that 1954 
retail sales will be at a high level. The 
current softness in retail lines will end 
within the next three months. Consumer 
spending for the year seems likely to top 
the 1953 sales records. 

The Administration’s business experts 
believe the bulk of the tax savings 
(amounting to about $250 million, in the 
case of jewelry and jewelry-store items) 
will be plowed back into retail trade, thus 
providing business generally with a sub- 
stantial round of prosperity in the coming 
months. 





the following jewelry store products: 


Retailers’ Excise Taxes 
Jewelry (See Note 1) 
Luggage 

Manufacturers’ Excise Taxes: 


Sporting Goods 
Mechanical Pens, Pencils, Lighters 
Cameras, Lenses, and film 


still carry the old 10 per cent tax rate. 





Electric, Gas, and Oil Appliances (See Note 2) 
Refrigerators, Freezers (Excluding air-conditioners) 


The Excise Tax Reduction Act of 1954 became effective on April 1. It affects 


Old Rate New Rate 


20 pet 10 pet 
20 pet 10 pet 
15 pet 10 pct 
15 pet 10 pet 
20 pet 10 pct 
10 pet 5 pet 
10 pet > pet 


Note 1—Jewelry, including sterling flatware and hollowware (such as teapots) and plated 
hollowware (Section 2400), 20 to 10 per cent. 
selling at retail for less than $65 and alarm clocks selling at retail for less than $5 will 


Plated flatware was never taxed. Watches 


Note 2—Including the following: Refrigerators, freezers, stoves, fans, water heaters, flat 
irons, air heaters, immersion heaters, blankets, sheets and spreads, toasters, whippers, juicers, 
exhaust blowers, driers, dehumidifiers, door chimes, dishwashers, floor polishers and waxers, 
choppers and grinders, hedge trimmers, ice-cream freezers, mangles, film projectors, pants 
pressers, garbage disposers, power lawn mowers. 
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‘Diamonds U.S.A. Awards 
Offered for Outstanding 
Diamond Jewelry Designs 


The offer of awards for diamond jewelry 
designs chosen by a committee of interna- 
tionally famous judges has been announced 
by N. W. Ayer & Son, Inc. They will be 
known as the “Diamonds U. S. A. Awards.” 

Designs are to be submitted before 
June 1 as sketches or renderings or in 
other suitable pictorial form. The finished 
pieces, made according to the designs 
selected by the committee, must be de- 
livered to N. W. Ayer & Son, Inc., by 
September 10. They will be displayed when 
the awards are presented at the “Diamonds 
U. S. A.” press luncheon at The Plaza in 
New York City on October 19. 




















will be made regarding any designs which 
do not receive awards. 

Submission of designs is invited in three 
price divisions—Group A, pieces designed 
to retail at $2000 or less, exclusive of 
excise and sales taxes; Group B, pieces 
to be priced between $2000 and $10,000; 
Group C, pieces priced above $10,000. 

Detailed rules governing the submission 
of designs may be obtained by addressing 
a request to the following: Diamonds 
U. S. A. Awards, c/o N. W. Ayer & Son. 
Inc., 30 Rockefeller Plaza, New York 20, 
N. Y. 

The purpose of the awards is to stimu- 
late sales by making news—and important 
news—out of design in diamond jewelry. 

The staff of N. W. Ayer & Son, Inc., 
have found in their publicity work that the 
interest of editors and writers in diamonds 
is directed so much to the question of 
value that they often overlook the element 





The committee of internationally famous judges who will select the outstanding diamond 

jewelry designs for "Diamonds U. S. A. Awards" are, left to right: Mrs. Cornelius Vanderbilt 

Whitney, one of the world's best dressed women, noted for help to creative artists; Walt 

Disney, winner of many awards for varied art forms of universal appeal; Miss Polaire 

Weissman, executive director of the Costume Institute of the Metropolitan Museum of Art; 

Lilly Dache, internationally recognized as a leading fashion designer, and Richard Avedon, 
one of the best known fashion photographers. 


The designs as well as the finished pieces 
are to remain the property of those who 
submit them and will be returned after 
the presentation of the awards. 

N. W. Ayer & Son, Inc., will give a code 
number to all designs submitted and pre- 
sent them to the committee with no other 
identification. 

To protect the interests of all entrants, 
there will be publicity only on the winning 
designs; no announcement of any kind 





of style. The customer, however, buys dia- 
mond jewelry to be worn for personal 
adornment. While the enduring value of 
the ‘diamonds is of basic importance to 
the purchaser, it is the fashionable quality 
that makes the sale of any particular piece. 

Because of the intrinsic beauty of the 
gems and metals, diamond jewelry is the 
natural medium for the finest work in 
design. The “Diamonds U. S. A. Awards” 
are to be offered to emphasize the fashion 
leadership of the gems. 





Administration Rejects 
Moves to Return to Gold 
Standard and Up Its Price 


Proposals that the U. S. be put back 
on the gold standard and that the price 
of gold be raised are getting a firm re- 
jection by the Eisenhower Administration. 

Recently, two high officials of the Ad- 
ministration made it clear to a Senate 
group that they consider the gold standard 
as perhaps a reasonable goal to be 
achieved at some future date, but not 
immediately. 

W. Randolph Burgess, deputy to the 
Secretary of the Treasury, told a Senate 
Banking subcommittee he believes this 
country will be in better position to judge 
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the advantages of a return to gold redemp- 
tion after the major world currencies are 
placed on a convertible basis. 

“Tt is doubtful,” he said, “whether the 
U. S. should consider gold redeemability 
of its currency until other major countries 
are ready and able to do likewise.” 

He added that raising of the price of 
gold from its present $35 an ounce would 
be a “glorious handout” for Russia, an 
exporter of gold. 

Federal Reserve Board Chairman Wil- 
liam McChesney Martin, Jr., assured the 
lawmakers that he sees no current need 
for reinstalling the gold standard. If na- 
tional solvency seemed to be in danger 
and if the U. S. dollar were falling into 
disrepute, he said, it might be advisable 
to restore gold redeemability. 

Because of “universal confidence” in 
the dollar, he went on, it is doubtful that 











the currency position “would be enhanced 
by this measure at this time.” 

These statements of Administration 
views temporarily threw cold water op 
the proposals of Sen. Styles Bridges, Ney 
Hampshire Republican, and Sen, Pg 
McCarran, Nevada Democrat, who had 
introduced bills calling for use of the 
gold standard. 

The Bridges bill (S. 2332) would 
authorize a return to the standard with 
gold at its present price, while the Mo. 
Carran measure (S. 13) does not specify 
a price. 


BRIDGES TESTIFIES AT HEARINGS 


On behalf of his bill, Sen. Bridges 
argued during recent hearings that the 
Republican Party is committed to work 
toward an economy strong and steady 
enough to permit the gold standard to be 
brought back. In the 21 years that U, S, 
currency has not been redeemable in gold, 
he said, the value of the dollar has fallen 
to 48 cents. 

Though the gold standard is not perfect, 
he stated, it is “without question the least 
worst method of money control ever de. 
vised by man.” 

In harmony with the Bridges position 
is that of Donald H. McLaughlin, presi. 
dent of the Homestake Mining Co., who 
urged the Banking subcommittee to ap. 
prove both restoration of the gold standard 
and a higher price for gold. 

Economists believe, he said, that world 
gold stocks should be increased by about 
3 per cent each year. That is figured to 
be about $1 billion worth, compared with 
present production of about $833 million 
worth per year. 

U. S. gold holdings, according to the 
Treasury, amount to $22 billion of a total 
world supply of $36 billion, not counting 
the supplies of Russia and its satellites. 
This country’s stocks are about half again 
as large as required by law. 





Lazrus is Guest of Honor 
At Waldorf-Astoria Dinner 


Benjamin Lazrus, president of the Benrus 
Watch Co., was guest of honor at a dinner 
on April 29 given by the New York City 
Council of the National Jewish Welfare 
Board (JWB). Col. Harry D. Henshel, 
vice president of the Bulova Watch Co. 
and a JWB officer, was chairman of the 
dinner, which was held at the Waldort- 
Astoria Hotel. 

The dinner was held on behalf of the 
New York UJA, which in the metropolitan 
area supports JWB’s activities as national 
association of Jewish Community Centers 
and as the agency accredited by the govern- 
ment for religious, morale and _ welfare 
service to Jewish men in the U. S. Armed 
Forces. 

Mr. Lazrus, a member of the JWB 
board of directors. was one of the founders 
of JWB’s National Finance Council and 
serves on its Fund Raising Division Com- 
mittee. He has been active in the cam- 
paigns of the United Jewish Appeal of 
Greater New York and the Federation of 
Jewish Philanthropies of New York. 
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Gruen Watch Company 
Purchases Katz Interests 


Morris Edwards, president of the Gruen 
Watch Co., has announced consummation 
of an agreement with the firm's iormer 
president, Benjamin S. Katz, his family, 
and with trustees of certain trusts and 
foundations created by them, under which 
Gruen has purchased all common shares 
of the company owned or controlled by 
Mr. Katz and his family. 

At the same time, it was announced 
that Ira R. Katz, vice president, and A. S. 
Braude, vice president and director of 
sales, have tendered their resignations as 
directors and officers. 

Mr. Edwards stated that involved in the 
purchase were 88,230 shares of common 
stock of the company. He added that the 
total amount to be paid by the company 
for the purchased stock and for settlement 
of all amounts due under former contracts 
with Mr. Katz was slightly more than two 
million dollars. 

Mr. Edwards indicated that announce- 
ment would be made shortly of replace- 
ments in officers and directors resulting 
from the retirement of the Katz interests. 





—_—— 


Five Rochester Jewelers 
Run Co-op Ad on Tax Cut 


Five jewelers in Rochester, N. Y., lost 
no time in making a bid for increased 
business following the recent slash in the 
excise tax. 

The five stores took a cooperative news- 
paper ad on the day of the tax cut to alert 
consumers to the fact that the tax on 
iewelry had been cut in half. 

Participating stores were Harmin’s Jewel- 
ers, E. J. Scheer, Inc., Hershberg’s, Inc., 
Irving Ring Jewelers, Inc.. and Small’s, Inc. 


-—____ - -—_+—__ -__ 


Late Liner Arrival Delays 
Landing of Swiss Manuals 


If you haven’t yet received your copy 
of the set of 11 technical manuals on 
special-feature Swiss movements you re- 
quested, please blame shipping conditions 
for the delay. 

According to the Watchmakers of 
Switzerland Information Center, crates 
containing the technical manuals were 
shipped to the U. S. aboard the French 
liner Ile de France. The ship could not 
unload her cargo in New York, however, 
because of unsettled waterfront conditions. 
Once they had been settled, the Ile de 
France once again pointed her bow towards 
New York, but upon docking far behind 
schedule, immediately took on her new 
complement of passengers. Seventeen 
hours after docking she again set sail 
for Europe, the technical manuals. still 
deep in the ship’s hold. 

The result—your manuals went for 
another trans-Atlantic round-trip. 

They finally reached American soil in 
mid-April—and U. S. jewelers and watch- 
makers should be receiving them by the 
time you read this article, barring, of 
‘ourse, any further unscheduled incidents. 
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Over 250 Attend Annual AGS Conclave; 
Oscar Kind, Jr., Re-elected President 


Over 250 members and their wives at- 
tended the 1954 conclave of the American 
Gem Society in Detroit, April 4 through 6. 
The program included lectures by men 
prominent in the industry, laboratory ses- 
sions and business meetings of the mem- 
bers. 

Oscar Kind, Jr., C. G., of S. Kind & 
Sons, Philadelphia, was re-elected presi- 
dent of the Society for another year. 
George Sloan, R. J., of Sloan’s, Tulsa, 
Okla., was re-elected vice president. Paul 
Juergens, C. G., of Juergens & Andersen 
Co., Chicago. presided as master of cere- 
monies. 


OSCAR 
KIND, JR. 


S. Kind 
& Sons, Inc. 
Philadelphia 


Re-elected 
as President 
of AGS 


The conclave’s keynote speech was de- 
livered by P. M. Fahrendorf, president of 
THE JEWELERS’ CircuLAR-KeysTone. In his 
address, he made a searching analysis of 
the jeweler’s merchandising position and 
possibilities in 1954. 





Highspots of the agenda were two mer- 
chandising panels, one on colored stones 
and one on diamonds. The panels explored 
good merchandising techniques for increas- 
ing sales of gems. Members of the panel 
on colored stones were: Stanley Church 
(Church & Co.), Newark, N. J.; Andrew 
B. Heinzmann (H. R. Benedict & Sons), 
New York; Theodore F. Schraft (Weffer- 
ling, Berry & Co.), Newark, N. J., and 
Henry A. Stevenson (Bickson, Inc.), New 
York. 

Members of the panel on diamonds were: 
Milton F. Gravender, C. G. (Lazare Kaplan 
& Sons), New York; Tom Johnson (Traub 
Mtg. Co.), Detroit; Arthur Muller, C. G. 
(J. R. Wood & Sons), New York, and 
Robert Spratford, C. G. (C. A. Kiger Co.), 
Kansas City, Mo. 

Panelists discussed the problems in such 
practical terms that members requested 
the panels be repeated at next year’s con- 
clave. As this year’s panel members were 
all wholesalers, it was suggested that next 
year the retailers be called upon. 

Highlight of the Society’s business deci- 
sions, was the one to endorse the proposed 
rules for the diamond industry recently 
submitted to the Federal Trade Commis- 
sion by the Jewelers’ Vigilance Committee. 
A few minor changes will be suggested at 
the forthcoming trade conference. 

The 1955 conclave is to be held in 
Boston at the Statler Hotel. The dates will 
be April 3, 4 and 5. one week before Easter. 





Overflow crowds attended each of the four laboratory sessions held during the annual 

conclave of the American Gem Society. Members were grouped at separate tables and 

each group was directed by an individual instructor. Shown here is part of the capacity 
crowd which attended one of these laboratory sessions. 


Seghers Succeeds Newbauer 


As President of Miami RJA 


Carroll Seghers. head of Carroll’s Jew- 
elers of Coral Gables, Fla., was elected 
president of the Miami Retail Jewelers 
Association at a recent meeting of that 
organization. He succeeds Julian New- 


bauer who has served for the past year. 


Mr. Seghers is also president of the 
Retail Merchants division of the Coral 


Gables Chamber of Commerce and is ac- 
tive in Coral Gables civic affairs. 

Elected also were Gordon Smith, first 
vice president; Sol Schulson, second vice 
president; 
Will Lowenberg, treasurer. 


Hugh Garner, secretary, and 
Julian New- 


bauer becomes chairman of the board of 
directors for the ensuing year. 


Lucy and Ricky Receive 
Cyma “Honor Award” Watches 


Cyma Watch Co. has announced that, 
on their recent trip to New York, the stars 
of the “I Love Lucy” nationwide TV show, 
Lucille Ball (Lucy) and Desi Arnaz 
(Ricky) received a matched set of 14K 
gold Cyma “Honor Award” watches. 

The presentation was part of the Cyma 
promotion campaign which features per- 
sonalities who have been received “Honor 
Award” watches, including Mrs. Eleanor 
Roosevelt and J. Edgar Hoover. 
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Obituaries 








Conrad J. Alberts, 86, founder and 
partner of Alberts & Son, manufacturing 
jewelers of Newark, N. J., died March 6 
after a long illness. Born in Philadelphia, 
Mr. Alberts was associated with the manu- 
facture of gold jewelry all his life. Sur- 
viving are his son, Paul C. Alberts, and 
two grandchildren. The business is being 
carried on by his son, who has been asso- 
ciated with the firm 20 years. 

Miss Elizabeth Antemann, 84, pro- 
prietor for many years of Antemann’s 
Jewelry Store, Albany, N. Y., died April 5. 
A native of Albany, Miss Antemann took 
over the jewelry business from her father, 
H. W. Antemann, who founded it nearly 
100 years ago in James St. With her 
sister, the late Mrs. Katherine Myers, Miss 
Antemann operated the store from 1924 
to 1947, when Mrs. Myers’ daughter, Mrs. 
Elizabeth M. Booth, present proprietor, 
took over their interests. 

Robert William Braun, a Cincinnati 
retail jeweler since 1928, and widely 
known as a watch repairman; died March 
19. A bachelor, he is survived by a brother 
and four sisters. 

Samuel Cohen, 49, an official of the 
Baltimore Jewelry Co., 104 W. Fayette 
St., Baltimore, Md., died April 9. Mr. 
Cohen was highly regarded in trade circles 
locally and was active in charitable work. 
In addition to his widow, he is survived 
by his three children, three sisters and a 
brother, Morris, who was associated with 
him in the operation of the business. Mr. 
Cohen was the son of Mrs. Ida Cohen, 
who still survives, and the late Louis 
Cohen, who met his death as a result of 





William A. Present, 63, Dies; 
Prominent Michigan Jeweler 


William A. Present, 63, head of a com- 
pany operating jewelry stores in Lansing, 
Mich., and seven other Michigan cities, 
died unexpectedly of a heart attack March 
29 in St. Francis Hospital, Miami Beach, 
Fla. 

Mr. Present was on a three-month winter 
vacation in Miami Beach. He and his 
wife had been in the southern state since 
mid-January. 

A native of Rochester, N. Y., Mr. Present 
settled in Lansing, Mich., 30 years ago. 
He founded the Daniels Jewelry Co. in 
February, 1924, and guided its growth to 
include stores in Muskegon, Saginaw, Mid- 
land, Coldwater, Sturgis, Ann Arbor and 
Battle Creek. A self-made business suc- 
cess, Mr. Present attended high school 
only one year prior to entering the jewelry 
field. 

His business activities carried to a direc- 
torship in the National Jewelers Associa- 
tion and the National Consumers Credit 
Foundation. 

Mr. Present was a man of many and 
varied interests. Chief among them were 


civic betterment and _ philanthropy. 
A sports enthusiast, he was an avid 
baseball, football and racing fan. 


He was 
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a holdup in his establishment about 25 
years ago. 

William C. Gruner, 73, a former treas- 
urer and partner in the firm of Wm. S. 
Hedges & Co., New York diamond dealers 
at 20 West 47th St., died on Easter 
Sunday, April 18. A native New Yorker, 
Mr. Gruner retired from business approxi- 
mately five years ago. He was a member 
of the Maiden Lane Historical Society 
and formerly held membership in_ the 
Twenty-Four Karat Club of the City of 
New York. Surviving are his widow and 
a sister. 

Frank G. Holmes, 76, secretary and 
designer of Lenox, Inc., Trenton, N. J., 
makers of Lenox china, died April 20 in 
New York Hospital after a long illness. 
Mr. Holmes, a native of Pawtucket, R. IL., 
designed the first American china for 
state dinners at the White House at the 
direction of President Harding. Subse- 
quently he executed similar commissions 
for President Roosevelt and for the re- 
cent renovation of the White House. He 
also designed china for many embassies. 
Forty pieces of Lenox china were designed 
by Mr. Holmes for the National Museum 
of Serves in Paris for permanent exhibit. 
His widow and two sons survive. 

Olaf F. Ostergren, Jr., 50, prominent 
jeweler of Richmond, Va., died March 18 
in a local hospital. Mr. Ostergren had 
operated a jewelry store in the John 
Marshall Hotel Building for a number of 
years. He is survived by his widow, his 
mother, two sisters and a_ brother. 

Frederick W. Porter, manager of 











a vital force in the support of community 
athletic programs and for more than 20 
years followed with intense interest the 
achievements of Michigan State College 
football teams. 


WILLIAM A. PRESENT 





Mr. Present’s interest in his community 
was by no means limited to athletics. The 
Red Stocking Club, which he had served 
as director, vice president and president, 
and the Old Newsboys Association, which 
he had served as president during his 17- 
year association with the organization, 
were among the many humanitarian enter- 
prises which benefited greatly from his 
interest and assistance. 

In addition to his widow, Mr. Present 
is survived by three daughters, a brother, 
two sisters and five grandchildren. 





Landers, Frary & Clark’s San Francisey 
office, died March 16 after an illness of 
several months. Mr. Porter, a native g 
New Britain, Conn., joined Landers, 
Frary & Clark in 1926 as a salesman in the 
Seattle area, later transferring to San 
Francisco where he had been manager fo, 
the past several years. 


Abraham Savolainen, 75, retire 
jeweler of Virginia, Minn., died March 
21 in Duluth following a long illnes 
Born in Kuopio, Finland, Mr. Savolainey 
was an apprentice goldsmith in Helsink; 
before he left his native country for Stock. 
holm, Copenhagen, and ultimately Amster. 
dam, where he studied the diamond trade. 
In 1901 he came to the United States and 
later to Virginia, Minn., to join his 
brothers, Alec and Peter. Alec had estab. 
lished a jewelry store in Virginia in 1995 
and Peter was a watchmaker with the 
jeweler, R. E. Bailie, when the three 
brothers went into partnership in 1907 to 
establish a chain of jewelry stores jp 
Virginia, Hibbing, Eveleth, Ely, Superior 
and Duluth. Mr. Savolainen operated the 
store in Ely from 1907 to 1918 and was 
in Hibbing from 1918 until 1929 when he 
went back to Virginia to operate the Vir. 
ginia store until his retirement lag 
August. Survivors include his widow, two 
sons, two daughters, a brother, two sisters 
and five grandsons. 


Walter F. Sharpe, owner of Sharpe's 
Jewelry and Gift Store of Cameron, Texas, 
suffered a fatal heart attack while playing 
golf February 19 at the Cameron Country 
Club. 


Mayer S. Slaven, 71, prominent 
jeweler of Morgantown, W. Va., died 
April 2. Mr. Slaven, who was born in 
Russia, came to this country in 1900. He 
started his career in the jewelry industry 
as a watchmaker for Aisenstein & Gordon 
in Philadelphia. From there he went to 
Altoona, Pa., for a few years, and in 
March, 1912, settled in Morgantown where 
he established his own business which he 
operated until his death. Mr. Slaven leaves 
his widow, a daughter, a son, Harold D, 
Slaven, and three grandchildren. His son 
has taken over the business and, for the 
time being, will operate it under the name 


of M. S. Slaven. 


George Uman, 64, who for the past 
15 years has been associated as a sales 
representative with H. Hamburger (Co, 
wholesale jewelers at 22 West 48th St, 
New York, died April 13 at the Hotel 
Edison in Beaumont, Texas. Mr. Uman, 
who was born in Dallas, covered the mid- 
west and the south for the firm. 


Orrin G. Wiseman, 73, partner in one 
of the oldest jewelry stores in lowa— 
Plumb’s Jewelry Store in Des Moines— 
died March 15 in Des Moines General 
Hospital. Well-known and well-liked in 
jewelry circles, Mr. Wiseman was 4 
brother-in-law of Ralph Plumb. His son, 
Henry, is also connected with the jewelry 
firm. It was announced that the Plumb 
Jewelry Store will continue as before with 
Ralph H. Plumb and Henry Plumb Wise- 


man as managing partners. 
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D.C. Retailers Await 
Action by House Unit 
On Fair Trade Bill 


Washington retailers are waiting hope- 
fully for Congressional consideration of the 
recently-introduced District of Columbia 
Fair Trade Bill. . 

Rep. Joseph P. O'Hara (Minnesota Re- 
publican), who submitted the bill (H. R. 
9591), is chairman of the House subcom- 
mittee responsible for initial examination 
of the measure. His group had a backlog 
of legislation to consider at the time the 
hill was referred to it for consideration. 

The O’Hara Bill would guarantee the 
legality of minimum-price contracts be- 
tween producers and resellers of any com- 
petitive trademarked or brand-name mer- 
chandise. In this respect it is similar to 
fair trade laws applicable in 45 of the 
states. 

A distinctive feature of the District Bill 
is a section pointing out that resale at 
less than the fair trade price is_per- 
missible “when the trademark, brand or 
name is removed or wholly obliterated 
from the commodity” and when no use 
of the trademark is made in local adver- 
tising. 

Though it is generally known that this 
action is possible in fair trade states, the 
O'Hara Bill takes the unusual step of 
describing the conditions for legalized be- 
low-minimum sales. 

There was some doubt last month as 
to possible Senate moves toward providing 
a companion measure to the O’Hara Bill 
Businessmen were known to have urged 
Sen. J. Glenn Beall (Maryland Republi- 
can) a member of the District of Colum- 
bia Committee, to introduce such a bill, 
but the Senator did not immediately do so. 

However, he was giving “serious, care- 
ful study” to the arguments for fair trade, 
a source close to Senator Beall said. 





Over 500 Persons Attend 
Oklahoma RJA Convention 


A total of 505 members and their guests 
attended the annual convention of the 
Oklahoma Retail Jewelers Association 
which was held March 28 and 29 at the 
Skirvin Hotel in Oklahoma City. The two- 
day event also attracted 44 manufacturers 
and distributors who exhibited jewelry 
merchandise on various floors of the hotel. 

Re-elected as association president for 
a one-year term was Robert J. McCurley 
of Norman. Other officers elected were— 
Vice Presidents: Odie Ditmore, Anadarko, 
John Reinhardt, Okmulgee, John Gard, 
Fairview, Rene Pallisard, Perry, and Mel 
Klar, Tulsa; and Secretary-Treasurer, 
Hugo F. Kofmehl, Duncan. 

Named to the board of directors were: 
H. D. Stuhr, Oklahoma City; V. P. Hild- 
reth, Oklahoma City; H. S. McCurley, 
Norman; F. L. Kelley, Weatherford: 
George Sloan, Tulsa; C. W. Haupt, Bart- 
lesville; B. C. Clark, Jr., Oklahoma City; 
M. B. Smith, Pauls Valley; Geo. Goldfarb, 
Oklahoma City; N. C. McCoy, Cushing; 
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Frank White, Guthrie; E. , Tucker, | a complete five-point program for the 
McAlester; Jack B. Miller, Muskogee; | jewelry manufacturer and local jewelry 


Spencer Dawson, Miami; Fred Meltoa, dealer: 
Lawton; Ed. Waldrop, Watonga, and E. L. | 1.) A top-time, top-talent, top-network 
Moody, Tulsa. show. 


2.) Complete and enthusiastic merchan- 
NWJA Plans National TV Show Se 
3.) Increased distribution of product. 
(From page 149) 4.) Unequalled low-cost participation in 
ing campaign is geared to create an at- a national show. 
mosphere of prestige and quality for the | 5.) A show tailored to make America 
jewelry industry. Officials of the NWJA | jewelry conscious. 
flatly predict “that ‘Your Night of Jewels’ 
will be the most important selling vehicle 
ever offered to a manufacturer of jewelry Braunstein’s Jewelers, now located at 
products.” 220 Losoya St., San Antonio, Texas, is 
Thomas A. Fernley, Jr., secretary of moving shortly to 415 North St. Mary’s 
the NWJA, points out that the show offers St., in the Blue Bonnet Hotel Building. 





























Linde* Stars are paired in a 
ladies’ ring at $125 Keystone ... 
flanked with diamonds in a men’s 
ring at $225 Keystone. Both in either 
white or yellow 14 kt. gold. 
From BYARD F. BROGAN, Philadelphia. 




















MORE AND MORE JEWELERS 
sufLINDE STARS 
of kings and queens ... now 


ot | 
IN SETTINGS THAT 
THEIR EXOTIC BEAUTY “vy point tindes stare equal the 






a: SUIT Fascinating stars ... once the mark 





oe veauty and structure of natural stones. 
to These mysteriously glinting gems 
ees evoke all the glamor that star sapphires 

and star rubies have whispered through 
as history. Set them to suit their beauty 
.__. . . display them and display their amaz- 

ingly low prices. Linde* Stars invite 
try-ons that turn into take-home sales. 





Ask for free display card 
in color, and list of manufacturing 
jewelers featuring Linde® Stars. 














CHARLES F WINSON waite nite 
- | 580 Fifth Avenue, New York 36, N. Y. 
Ros cE : COlumbus 5-2656 
***Linde’’ is a registered trade- 
mark of Union Carbide & Carbon 
Corp.—a synthetic gem 
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NEMJ&SA Sets Up Public Relations Program 


To Enhance Public's Conception of Industry 


The New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association has under- 
taken the job of making the jewelry in- 
dustry better known and more completely 
understood. 

[In addition to association activities which 
for years have been interested in acquaint- 
ing officials in Washington and _ others 
with the many phases of the industry, the 
association has set up a public relations 
program to enhance the public conception 
of the industry. 


W 
614"" long. 314" wide, ‘* AT ALE 
artition for regular ss on ig 
C acity / regular Sow Bas 
raved at $42.90, tax inclu 





ith adjustable 
cigarettes. 
d king sir $38.50, En- 


This public relations committee has set 
up a four-point program—including plant 
visitations, a gift bank, a speaker’s bureau 
and an industry publication. 

The program which has been devised 
has as its goal a strengthened jewelry in- 
dustry. Being sought is a continued de- 
velopment of the industry which has had 
spectacular growth in the past few years. 

One part of the program—the publica- 
tion of an association “newspaper’’—al- 
ready has been started. The paper is known 
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as The Spokesman. It serves to keep 
association members advised on all aggo. 
ciation activities. In addition to publish. 
ing The Spokesman once a month, the 
committee also will be responsible for new, 
releases to other publications on activitie, 
that function within the committee’s juris. 
diction. 

On May 14, the plant visitation progray 
will be inaugurated. On that day a group 
of 55 to 60 women from various Sections 
of New England will be given an oppor. 
tunity to see how jewelry is made, and 
the lengths to which the industry goes ty 
provide the women of the country with the 
jewelry they desire. 

There will be approximately 25 plants 
in Rhode Island and the Attleboros par. 
ticipating in the tour. The visitors—p 
Providence in connectien with the Ney 
England regional meeting of the American 
Society for Metals—will be divided into 
groups and will be shown in the various 
plants how jewelry is produced from the 
raw material right to the finished article. 

The proposed Gift Bank is designed to 
solve a problem of long standing. The 
jewelry industry has handled requests for 
free jewelry items for charitable affairs 
through its association in the past. Lack. 
ing a planned participation in such activi. 
ties, the association has felt that it has 
been unable to give full satisfaction to 
many worthwhile requests. 


ALL MFRS. TO CONTRIBUTE 


Under the new plan, all manufacturers 
in the New England area will have an 
opportunity to contribute one or more 
items to the Gift Bank. The committee in 
charge will fill the requests from the Gift 
Bank stock after the requests have been 
approved as worthy projects. 

In this way, every plant manufacturing 
jewelry can participate in the charitable 
work. And each plant will get full credit 
for the gift given by the association. An 
inventory on this Gift Bank will be closely 
held under the control of the committee. 

The speaker’s bureau will have a two- 
fold function. One will be the alignment 
of speakers for groups desiring to hear 
the jewelry industry’s story. The speakers 
will be available to civic groups and alse 
for radio and television shows. 

The other part of the bureau’s program 
will have to do with jewelry displays in 
store windows, banks and public buildings. 

Also being planned by the public rela- 
tions committee, of which Olof V. Ander- 
son, president of Anson, Inc., is chairman, 
is a two-phase promotion of the jewelry 
industry among high school graduates. 

It is proposed to set up plant visitations 
for high school graduating classes—pos- 
sibly in the month of June—as a means 
of acquainting them with the job oppor: 
tunities the industry offers. They will see 
the skilled craftsmen at work, learn of 
the training programs available and get 
a first hand picture of the industry in 
action. 

The committee is tentatively planning 
to activate such a program in the summer 
of 1955. 

The other phase of this high school 
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graduate activity is an industry-sponsored 
scholarship plan for deserving youngsters. 
The committee hopes to have this plan 
in operation in 1959 or 1956. 

Pert Keeler of Pitman & Keeler, Attle- 
boro, is co-chairman with Anderson of the 
over-all committee. Its members include 
Sterling Atwater of Handy & Harman, 
Albert Berghahn of Armbrust Chain Co., 
David Cleinman of Cleinman & Sons, Inc., 
Louis Garfinkel of Ross Jewelry Mfg. Co., 
Louis Lamoureaux of Lamoureaux Broth- 
ers, Inc., and Richard Stanley of Revere 
Copper & Brass, Inc. 


Black, Starr & Gorham 
Exhibits Fabulous Crown 


More than 10,000 persons viewed a fab- 
ulous ecclesiastical crown which was dis- 
played Jast month by Black, Starr & Gor- 
ham, leading New York jewelers at 48th 
St. and Fifth Ave. The crown went on 
exhibit on April 7th and was viewed 
through the 17th. 

Called “Crown of the Andes,” the jewel 
has a combined weight of 1521 carats of 
emeralds. in carved 
metal, while seventeen pear-shaped ones 
hang as pendants. The most beautiful, the 
“Atahualpa, ” taken from an Incan 
prince of that name during the conquest 
of Peru by Pizarro. 


Some are embedded 


Was 


Revolving majestically on a pearl velvet 
turntable, the fabulous ‘Crown of the 
Andes" draws the rapt attention of two 
of the many thousands of people who 
viewed it during its showing by Black, 
Starr & Gorham. Valued at several millions 
of doliars, the crown was displayed in the 
store's ecclesiastical department. 


Completed in 1596, the jewel was an 
offering from the people of Popayan in 
Colombia to the statue of the Madonna 
of their cathedral, Our Lady of the Andes. 
It was offered by the citizens of the high 
Andean city in thanksgiving for being 
spared a deadly epidemic. 

From the liberation of South American 
colonies from Spanish rule in the nine- 
teenth century to our day, the crown, 
which had been captured and recovered 
several times through the centuries, was 
buried in the ground and exhibited at 
the cathedral of Popayan only on fiesta 
days. 

In 1936 the crown was sold to a Chicago 
merchant by the trustees of the cathedral. 
Eventually the emeralds will be removed 
and sold to collectors, connoisseurs and 
museums throughout the world, and the 
gold crown itself given as a gift to a 
museum. 
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Father and Son Elected to 
New Posts at Sheaffer Pen 


Craig R. Sheaffer was elected a director 
and chairman of the board of the W. A. 
Sheaffer Pen Co. at a recent meeting of 
the company’s directors. His son, John D. 
Sheaffer, was elected vice president in 
charge of foreign manufacturing, a newly- 
created post. 

Craig Sheaffer, who fills the director 
vacancy created by the late Grant F. Olson, 
has been associated with the company 
since it was founded by his father in 1913. 
He was elected president in 1938 and 
headed the company until February, 1953, 
when he became Assistant Secretary of 





Commerce of the United States. He was 
succeeded as president by his son, W. A. 
Sheaffer Ll. Craig Sheaffer resigned from 
the Commerce Department last August, 
and since then has been a consultant to 
the pen company. 

John Sheaffer, a director and member 
of the executive committee, has been with 
the company since leaving military service 
in 1946. He worked there summers until 
his graduation from the University of 
Colorado in 1950, when he joined the firm 
on a full-time basis. Since then he has 
been in the export, development and sales 
departments. In his new capacity he will 
supervise foreign manufacturing, formerly 


handled by Mr. Olson. 











MIDOM MARKS 100th YEAR 


WITH 


HEAVY ADVERTISING SCHEDULE! 


f° TISSOT 
“LIMITED EDITION” 
HEADS COMPLETE LINE 








LET THIS RECORD ADVERTISING SCHED- 
ULE WITH A CIRCULATION OF OVER 
8 MILLION HELP SELL POTENTIAL CUS- 
TOMERS FOR YOU. 


ADVERTISEMENTS WILL APPEAR 
REGULARLY IN: 


“LIFE HOLIDAY 
ESQUIRE VOGUE 
HARPER’S BAZAAR 


Display Tissot prominently and tie 
your sales to this record year. 
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The “‘Century” in 14-carat gold has been espe- 
cially created to honor Tissot’s 100 years of 
fine watchmaking. This masterpiece in “limited — 
edition” is water resistant, shock protected, — 
anti-magnetic, self winding . . . 
date automatically. It heads a complete line of © 
Tissot watches featured in this big anniversary — 
promotion. . | 





501 FIFTH AVE., NEW YORK, N. Y. 
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Other Tissot Automatics from $68.50 


Tissot Watches are sold only by Exclusive 
Authorized Agencies. 
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Over 160 Firms Reserve Exhibit Space 


At NJA’s Ninth Annual Jewelry Fair 


The Convention Committee of the Na- 
tional Jewelers Association, sponsors of 
the National Jewelry Fair, announced re- 
cently that 165 firms had, as of March 31st, 
signed up for exhibit space. It was stated 
that this marked the largest total of ex- 
hibitors recorded by this date since 1946, 
the year of the first postwar National 
Jewelry Fair. 

The ninth annual National Jewelry Fair 
and convention of the National Jewelers 
Association will open at the Conrad Hilton 
Hotel in Chicago on Sunday noon, July 
25th, for the scheduled four-day run, clos- 
ing on Thursday noon. July 29. All of the 





display facilities of the hotel are again 
being utilized for the event, with three 
booth areas, two floors of sample rooms 
and special suites and ballrooms through- 
out the hotel placed in service. 

Last year over 4100 representatives of 
jewelry retailing were registered at the 
show, according to the verified attendance 
record compiled by the National Jewelers 
Association after the show closed. The 
figure represented the retailer attendance 
after eliminating visitors and guests. 

The Convention Committee announce- 
ment further pointed out that jewelers 
planning to attend the Fair should write 
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brighten your sales 
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CIRCLES: One, two or three initials 
stand out in bold relief against the deep 
etched sunburst background. 
Twenty-four styles (six pictured above). 


SQUARES: Accurate calendars for 

every month and year. Deep etched 
background. Raised numbers. 
Birthstone markers. Delivery guaranteed 
one week after we receive your 

order. Write for catalogue 
and price list today. 
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33 W. 46th St., N. Y¥. 36, N. Y. 








now for sleeping room reservations, since 
the Conrad Hilton is already receiving 
sleeping room requests from retailers fo, 
the Jewelry Fair dates, July 25-29. Jeweler, 
should mention that they are attending the 
Fair in writing for reservations, as this 
will facilitate handling by the hotel reser. 
vation department. 

The NJA Convention Committee is com. 
posed of the following members: Clarence 
Olsen, chairman; Irving N. Chayken, vice 
chairman; A. E. Newmark, treasurer. 
William Wagner, _ secretary; Norman 
Kernis; Fred B. Dreifus; H. A. Goldberg. 
Irving J. Wolfgang, and Seymour Greep. 
berg, NJA president, ex-officio membez 

In commenting on the forthcoming shoy, 
Chairman Clarence Olsen stated: “The 
National Jewelry Fair is now an established 
market for retail jewelers. For the pas 
eight years, the retailer has come to the 
Fair in Chicago in ever-increasing number 
seeking and finding the newest and latest 
in jewelry and allied lines for his fall and 
Christmas selling. This year, we confidently 
expect to equal our 1953 attendance figure, 
and with the interest shown in the Fair 
by jewelers to date, we may be on our 
way to another record.” 

The advance registration program con- 
ducted in connection with the Fair by the 
National Jewelers Association has again 
been inaugurated for the 1954 show, ac- 
cording to William Wagner, executive sec. 
retary. Plans are well under way to 
handle the requests for admission badges 
that will begin to pour into the NJA offices, 
Jewelers should write to the National 
Jewelers Association, 545 Fifth Ave., New 
York 17, N. Y. There is no charge for 
registration or badge. 





Showing of Color Film 
Highlights Horologists Meeting 


Approximately 150 watchmakers and 
their guests attended the April 5 meeting 
of the Horological Society of New York 
which was held at the Capitol Hotel. 

The meeting opened with the showing 
of a color film on unusual watches and 
automatons. The film was made by C. 
Kalich and S. Greenglass and was nat: 
rated by Henry B. Fried, president of 
the Society. The film production was 
acclaimed as a work of art because of 
the exceptional color and the clearness 
of the watches shown in it and also for 
the motion and sound of the automatons 
that were depicted. 

The unusual timepieces shown in the 
film covered the period from the 16th to 
the 19th century. 

Principal speaker at the meeting was 
C. J. Corliss, public relations director of 
the Association of American Railroads, 
who discussed the introduction of Standard 
Time in the United States. 

In his speech about the “Day of Two 
Noons”, Mr. Corliss spoke with humor 
and clarity concerning this important 
event in the history of time and the 
railroads. 

As usual, the meeting was followed by 
horological exhibits and the serving of 
refreshments. 
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Interesting and Well-Rounded Program 
Planned by NWJA for 47th Convention 


This year’s convention of the National 
Wholesale Jewelers Association—its 47th— 
promises to be one of the most unusually 
instructive and interesting gatherings in 
recent years. Leading trade figures with 
messages of great import are scheduled to 
address convention sessions. The three-day 
event will be held June 2 through 4 at the 
Edgewater Beach Hotel in Chicago. 

The convention will get underway on 
Wednesday morning, June 2, when Wm. 
Burston, secretary of the Vendor Relations 
Committee of the National Retail Dry 
Goods Association, New York, will give 
an address on “Bootleg Selling by Dis- 
count Houses, Premium Plans and Pseudo 
Wholesalers.” He will be followed by E. J. 
Hegarty, director of sales training for 
Westinghouse Electric Corp., Mansfield, 
Ohio, who will present some interesting 
remarks on “Sales Training.” 

Leading off the Thursday morning ses- 
sion will be Irving N. Chayken of Arm- 
strong’s Jewelers, Hammond, Ind. Mr. 
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Over 400 Jewelers Attend 


Joint Nebraska Convention 
4 


A near record attendance of 400 regis- 
tered for the 49th annual convention of 
the Nebraska Retail Jewelers Association 
and the Nebraska Horological Association. 
The two organizations met concurrently at 
the Hotel Yancey in Grand Island on 
March 20 and 21. 

Business sessions got underway on Sun- 
day morning, March 21, with the watch- 
makers’ meeting. Speakers included Glen 
Averill (American Time Products Co.) ; 
Marshall J. Silbert (M. J. Silbert Co.)-, 
Elgin, Ill., and I. W. Andersen (Jewelers 
Mutual Insurance Co.), Neenah, Wis. 


Re-elected as officers of the horological 
association were: Michael J. Hansen, 
Omaha, president; John Jones, Grand 
Island, vice president, and William J. 
Yost, Milford, secretary-treasurer. 

To climax the horological meeting and 
to open the jewelers’ session on Sunday 
noon, a banquet was held in the Gold 
Room of the Hotel Yancey which was at- 
tended by 179 persons. Featured speakers 
at the luncheon meeting were Martha 
Percilla, fashion director of the Jewelry 
Industry Council; Tom Sprickman 
(Watchmakers of Switzerland), and Corey 
W. Chase, secretary-treasurer of the Neb- 
raskka RJA, who made a report on the 
activities of the American National Retail 
Jewelers Association as a regional vice 
president of that organization. 

All officers of the Nebraska RJA were 
re-elected for another one-year term. They 
are: Robert W. Meyer, Broken Bow, presi- 
dent; L. L. Lockwood, Sidney, first vice 
president; Elton T. Combs, Omaha, second 
vice president; W. V. Byers, Lincoln, third 
vice president; Corey W. Chase, Holdrege, 
secretary-treasurer, and Geo. McMahon, 
Wichita, Kan., executive secretary and 
program chairman. 
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Chayken, who is third vice president of 
the Natonal Jewelers Association, will de- 
liver an important address on “How the 
Wholesalers Can Better Serve the Retailer.” 
The next speaker on the program is Olof 
V. Anderson, president of Anson, Inc., 
Providence, R. I., who is scheduled to 
speak on “Crusade for Survival in Selling.” 
A topic of considerable interest, “A Broad 
New Promotional Opportunity for the 
Jewelry Industry,” will be carefully con- 
sidered in a talk by A. W. Lewin, president 
of Lewin, Williams & Saylor, Inc., New 
York advertising counselors. 
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A considerable part of the program at 
the final session on Friday morning will 
be devoted to a discussion of problems and 
subjects of current interest. A conclud- 
ing address entitled “Thinkin’ Tall” will 
be delivered at this session by Kenneth 
McFarland, noted educational consultant 
and lecturer for General Motors Corp. 
| The social highlight of the convention 
| will be'a banquet in the hotel’s main din- 
| ing room. The meal will be preceded by 

a cocktail hour and will be followed by 

a gala program of entertainment. 
| No afternoon sessions have been sched- 
| uled by the association for this year’s con- 
| vention. This was done in order to enable 
} 





wholesalers to confer with or see the 
lines of manufacturers. 
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® How much did you spend last 
year in sending engraving out? 


¢ How many sales did you lose 
because you could not give imme- 
diate engraving service? 
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You too can afford one 
with our liberal time payment plan 
for as littleas §Q¢ a day. 


Ask for our booklet GM—“’How to Make Money with Engraving”. 


NEW HERMES ENGRAVING MACHINE CORP. 
13-19 UNIVERSITY PLACE * NEW YORK, N.Y. 
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Address on Cultured Pearls 
Highlights 42nd MLHS Meeting 


An engrossing talk on the Japanese 
cultured pearl industry highlighted the 
42nd annual meeting of the Maiden Lane 
Historical Society. The organization met 
on the afternoon of March 25 at Schwartz’ 
Restaurant, 183 Broadway, New York. 

Guest speaker at the luncheon meeting 
was Jack J. Felsenfeld, prominent New 
York cultured pearl dealer, who has trav- 
eled to Japan six times in the past six 
years to visit the cultured pearl farms. 

In his opening remarks, Mr. Felsenfeld 
called attention to a misconception held 
by many that the Japanese were the first 
to cultivate cultured pearls. He stated 





that the Chinese, not the Japanese, were 
the first to discover this process. As a 
matter of fact, he added, the Chinese dis- 
covered how to cultivate cultured pearls 
700 years ago when they grew half-pearls 
attached to the shell of the oysters. 

Mr. Felsenfeld explained in detail the 
steps involved in producing a cultured 
pearl. The first step in the process, he 
stated, is the insertion of a mother-of- 
pearl pellet and a piece of living oyster 
tissue in the mantel of a_ three-year-old 
pearl oyster. The oysters thus treated are 
placed in tagged cages (indicating when 
the nucleus was inserted) which are then 
suspended from rafts in Japanese waters. 
These cages are removed periodically from 
the water at which time barnacles and 
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coe J. M. POLICYHOLDERS HAVE SAVED 





OVER A MILLION DOLLARS....... 


HERE’S YOUR CHANCE TO GET YOUR SHARE OF THIS BIG SAVING 
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WRITE TODAY for free 
booklet outlining your 
complete coverage and 
remarkable saving. No 
obligation. 









Take advantage of the 30% saving enjoyed by 
J.M. policyholders. We select your insurance 
partners carefully (preferred risks only)... 
our loss ratio is low .. . the saving is yours. 


INSURE WITH JEWELERS MUTUAL 


we YOUR OWN COMPANY KNOWS 


YOUR INSURANCE PROBLEMS BEST 


Why don’t you compare J.M. cover- 


age and cost with 


any other insurance 


offer? You'll find, as thousands have, 
that your money buys more and 
better coverage with your own 
company. You save because. . J.M. 
employs no salesmen . . J.M. has a 
very low loss ratio .. . the resulting 
Savings are returned to you as a 30% 
dividend saving. Also, you will have 
the strongest, most complete forms 
of insurance protection possible... 
designed solely for jewelers and 
those in allied fields. 


JEWELERS INSURANCE BUILDING © NEENAH 1, 
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other sea organisms that have adhered to 
them are removed to prevent the oystery 
food supply from being cut off. 


Around the nucleus in its body the 
oyster deposits layers of a pearl substance 
When this substance has reached a gyff. 
cient thickness (which usually takes q 
number of years) the oysters are taken 
from the water and the pearls are te. 
moved. 


Mr. Felsenfeld pointed out that only 
out of ten cultured pearls removed from 
these oysters are perfectly round. He 
added that only one out of 100 are good 
“gem quality” specimens. 

At the conclusion of his talk, Mr. Fel. 
senfeld showed a striking color film of 
the Japanese pearl fields which he took 
on a recent trip to that country. 

New officers of the MLHS were elected 
after Mr. Felsenfeld’s address. Re-elected 
to a fifth one-year term as president was 
Frank J. McCormack (Frederick G. Henry 
& Co.). 


JACK J. 
FELSENFELD 
Addresses 
42nd Annual 


of Maiden 
Lane Historical 
Society 





elected were: Royal C. 
Linthicum (Bruner-Ritter, Inc.), vice 
president: Benjamin F. Biffar (Wiltshire- 
Biffar Co.) and Charles A. Parker (H. F. 


Barrows Co.), honorary vice presidents; 


Other ofhcers 


Maurice Tishman (Maurice Tishman, 
Inc.). chairman of trustees; Richard 
Bromley (National Jeweler), historian, 


and Robert Oltmann (Oltmann & Lipsey), 
secretary-treasurer. 

Named as new trustees were Albert 
Johnson (Lunt Silversmiths) and Francis 
Petersen (Reed & Barton). Other trustees 
re-elected were: Andrew Andersen (Ripley 
& Gowen Co.); Albert H. Betz (Le Stage 
Mfg. Co.); Jack Carling (National Jew- 
eler); Jerome L. Grant; Royal C. Linthi- 
cum; George Schofield; James E. Theise 
(Acme Ring Co.); Arthur J. Tuveri 
(THe JEWELERS CIRCULAR-KEYSTONE), and 
Frank Whittaker (Gorham Mfg. Co.). 





Golden Circle Plans Festive 
Dinner Dance at St. Moritz 


A gala evening for members of the 
Golden Circle Club, and their wives or 
sweethearts, has been planned for Friday 
evening, May 14, when the organization 
will hold its fourth annual dinner-dance. 
The event will once again be held at one 
of the choicest spots in New York City— 
the Sky Garden of the Hotel St. Moritz. 

George Kramer, banquet committee 
chairman, urges all members to get their 
reservations for this festive occasion in 
early. Reservations may be made with 
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\ir. Kramer who can be reached at 580 
rifth Ave. New York 36, N. Y. 

At the Club’s April meeting, held on the 
19th at the Hotel Delmonico, members en- 
joyed an informative talk given by Ben 
De Frece (De Frece Co.), who has estab- 
ished a reputation as an authority in the 
Feld of conservation and wildlife restora- 
tion. Mr. De Frece, who is the founder 
and former president of the Manhattan 
Chapter of the Izaak Walton League of 
America, gave an interesting discussion 
on his hobby. 

Also on the program at the April meet- 
ing was Saul Blickman, internationally 
known sportsman. He showed color films 
made on one of his recent and extensive 
safaris into Africa, India and the Yukon. 


~~ 


Maiden Lane Outing Club 
Sets Date for Festive Event 
The Maiden Lane Outing Club will 


hold its annual summer outing at Green’s 
Hotel, Pleasantdale, N. J., on Saturday, 
June 5, according to Arthur F. King, 
outing chairman. 

Tickets are $12.50 to members and 
$14.50 to applicants and guests. All per- 
sons who purchase tickets on the day 
of the outing will be penalized with an 
additional charge of $2.00. Attendance 
will be limited to 175. Reservations should 
be made early with Arthur F. King at 
366 Fifth Ave., New York 1, N. Y. 

A festive program has been planned, 
including a beer drinking contest, softball, 
swimming, golfing, tennis and quoits. An 
old-fashioned buffet lunch will be served 
outdoors at 12:30 p. m. and a banquet 
dinner at 6:30 p. m. Dress will be in- 
formal, though at the gala Hotel Green 
evening show, tie and jacket will be re- 
required. The event starts at 10 a. m. 


More Than 200 Attend 
Indiana Jewelers Confab 


More than 200 persons attended the 
recent convention of the Indiana Jewelers 
Association. The two day event was held 
March 21 and 22 at the Lincoln Hotel in 
Indianapolis. 

The convention got underway officially 
on Sunday afternoon, March 21, with a 
selling demonstration in which the audi- 
ence participated. Ralph Longwell, the 
selling engineer in charge of this feature, 
distributed three pages of basic guides 
for retail jewelry selling. Among wives of 
association members who participated in 
the demonstration were Mrs. Hegshel Mon- 
roe, Mrs. Gunner Bertelsen and Mrs. B. J. 
Merideth. Included among the members 
who participated were Bob Mohlman, Dick 
Lodde, John Goll and Ralph Simon. 

The Monday morning session was de- 
voted to a stimulating discussion of retail 
advertising by Merwin Dechter. Jewelry 
ads which had been clipped from local 
papers around the state were projected on 
a screen and analyzed for strong and weak 
points. 

The American National Retail Jewelers 
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Jasper; Hershel Monroe, Princeton; Charles 
E. Feffer, Indianapolis; Gunner Bertelsen, 
Martinsville; Richard Lodde, Lafayette; 
Harold Swarts, Gas City; Hubert Hornung, 
The convention concluded with a ban- Brookville; Donald A. Thoma, Blooming- 
quet which was attended by Lt. Governor ton, and C. J. Beavers, Fort Wayne. 
and Mrs. Handley. . 
Elected as association president for the Houston Firm at New Location 
ensuing year was Earl F. McConnell of | The Diamond Jewelry Co. of Houston, 
Oakland City. He succeeds Stanley D. Texas, has moved its headquarters to the 
Goldberg of La Porte. Leon Engle of Magnolia Building because of expanding 
Indianapolis was named first vice presi- business. The owner, Harry J. Diamond, 
dent; Ralph Simon of Vincennes, second | said the store will have the latest in show 
vice president, and Tom Rauschenbach of | window display, store fixtures and air con- 
La Porte, treasurer. | ditioning. The 2500 square feet of the 
Named as directors were: Stanley D. | ground floor area is being remodeled into 
two floors fer first and second floor selling. 


Association was represented at the con- 
vention by Maurice Adelsheim, Jr., vice 
president of the Northwestern Region, who 
spoke effectively about excise tax reduction. 








———— . 


























“Plant” your rings early — in these flower- 
hued Dennison cases of smooth, gleaming plas-.. 
tic. Your sales are sure to grow. 

This ring case, 6550TX, reflects the beauty , 
and freshness of spring. The curved and fluted 
surfaces, the slanted base enriched with a gold 
leaf decoration are designed to catch the eye at 
once. The simplicity of this case makes it suitable 
for either sex; it will hold two woman’s rings or a 
man’s large ring. 

Colors are light pink, light blue, light green or 
white with white rayon satin cover cushions and 
transparent or Karess velvet ring pads in harmon- 
izing shades. Cases come in individual white 
packers — cartons of. one dozen. Order’ by 
number, 6550TX. i ee 


Ask your wholesaler to show you 
the complete Dennison line 


FOR RETAILERS: A complete line of boxes and 
cases, findings and supplies. 


FOR MANUFACTURERS: A wide range of special- 
ly designed paper jewelry boxes and cases. 


MANUFACTURING COMPANY 


JEWELER’'S DIVISION 
Marlboro, Massachusetts 
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Forum on Discount Issue 
To Highlight Convention 
Of California RJA 


The California Retail Jewelers Associa- 
tion convention, scheduled May 2-4, prom- 
ised to be as glamorous an event as the 
city in which it was to be held. The pro- 
gram, set up by Herman Siegal, general 
chairman, consisted of fabulous entertain- 
ment and a wealth of information for the 
3000 or more jewelers who were expected 
to attend. All this was to take place in 
the lush atmosphere of the world-famous 
Ambassador Hotel, Los Angeles. 





In a nautical (and nice) vein, the 
calendar of events was set up as follows: 

Sunday morning, headed under “Cap- 
tain’s Call” was the board of directors 
meeting. Also scheduled at 9:30 A.M. was 
a Golden Nuggets Beachcomber’s Break- 
fast at which travelers were advised to 
drop anchor at a charter meeting, marking 
the first year of operation in Western 
Waters. At 10 a.m. the registration desk 
was to open and the opening business 
session was set for 2 p.M., with a panel 
and open forum discussion of the “Dis- 
count Issue.” Moderator Percy F. Jones 
of E. W. Reynolds Co. reported that the 
objective of the session would be to give 
a complete picture of the discount problem 
from the standpoints of both manufacturer 
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. and looks it! 


No cord or current 
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Get the full story on the famous 
Stahly ... the first razor to ap- 
peal to the millions of men who 
insist on a lather shave but want 
the thrill and luxury of a power 
shave. A distinctive year ’round 
gift of tremendous appeal. Na- 
tionally advertised. Beautifully 
packaged. Fully guaranteed. 


If your distributor cannot supply 
you, order direct. 


Statly inc. 


DIVISION OF GEUDER, 
PAESCHKE & FREY CO. 


320K North 15th Street, Milwaukee, Wisconsin 
































































and retailer and the feature of the meeting 
would be a brief address by each of the 
panel members followed by a question an, 
answer period from the membership, 

Members of the panel consisted of. 
D. Lockwood, Pacific Coast manager of 
the International Silver Co.; Ben Davis 
district representative, mall appliance 
division of General Electric; Harry Sher. 
wood, partner, Le Roy’s Credit Jewelers. 
Los Angeles; George Finley, Finley Jewelry 
Co., Compton; Ray Hall, sales manager 
Reynolds Assoc. (Speidel); and Far) 
Loehr, representative of the Hamiltoy 
Watch Co. in San Francisco. 

Scheduled for Sunday evening was , 
good fellowship cocktail party with sup. 
pliers opening their liquor locker for jj 
hands, 

Monday morning a meeting of the reso. 
lutions committee was scheduled. At 12:3 
a merchandising panel and forum luncheoy 
was planned. This was to be an objective 
session to bring current problems to the 
surface and develop logical answers on 
selling, advertising, display, public educa. 
tion and general merchandising. 

Monday night the Ambassador Lido Club 
and Pool were to be the setting for 
buffet dinner, aquatic fantasy and trip to 
Hawaii. The highlight of the evening was 
to be a drawing for a one and one-half 
carat diamond and a mink stole. In addi- 
tion, a week’s stay at the Rancho Vegas 
in Las Vegas was to be awarded as well as 
about 40 additional gifts. 

Tuesday, May 4, was set for the golf 
tournament at Fox Hills Country Club. 





Two Trade Leaders Cited 
For ‘Services to Community’ 


Honored last month for “meritorious 
services to the community” was Carl Rosen- 
berger, founder of Coro, Inc. He was 
guest of honor April 28 at a luncheon held 
at the Hotel Vanderbilt, New York, by the 
Costume Jewelry Division of the Joint 
Defense Appeal. 

Similar honors will be conferred May 13 
on Eliot P. Hirshberg, president of Finlay- 
Straus, Inc.. by the Jewelry Division of 
JDA. Mr. Hirshberg will be feted at a 
luncheon to be held that day at New York’s 
Waldorf-Astoria. 

The jewelry industry in New York will 
help JDA raise its share of the $5,000,000 
needed to finance the activities of the 
American Jewish Committee and the Anti- 
Defamation League of B’nai B'rith. AJC 
and ADL are two of the nation’s oldest 
and largest Jewish agencies combatting 
bigotry and safeguarding human rights. 





Dates Set for Pittsburgh Show 


One of the outstanding trade shows for 
the jewelry and gift industry will again 
be held in Pittsburgh at the William Penn 
Hotel from August 29 through September 1. 

According to the show sponsors, the 
event attracts buyers from most of the 
3500 retail jewelry stores in the six-state 
area served by the Pittsburgh market. 
It was stated that last year’s exhibitors 
have shown their approval of the show by 
again reserving space for 1954. 
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New Technological Dictionary 
Offered by Swiss Watchmakers 


Availability of an enlarged and revised 
second edition in the United States of the 
Technological Dictionary of Watch Parts 
has been announced by the Watchmakers 
of Switzerland Information Center. 

Published by Ebauches S. A.., of Neucha- 
tel, Switzerland, as part of the program 
of The Watchmakers of Switzerland, this 
new aid for horologists is believed to be 
the most complete reference book of its 
kind to be compiled. The first 1948 edition 
of the dictionary, which it succeeds, was 
enthusiastically received by the trade and 
was goon out of print. 

The 274-page second edition, with 26 
color plates, contains 1250 descriptive 
terms for individual watch parts, compared 
with 478 in the earlier edition. Each term, 
given in five languages—French, English, 
Spanish, German, and Italian—is accom- 
panied by a detailed illustration and iden- 
tification number. 





Publication of an enlarged and revised 
second edition of the Technological Dic- 
tionary of Watch Parts has been announced 
by the Watchmakers of Switzerland Infor- 
mation Center, in New York. 


A unique feature of this new edition is 
the inclusion of all parts of the watch— 
not only of the movement. All components 
of the complete timepiece, including dials, 
crystals, hands, and cases, are fully covered 
by illustrations, definitive terms, and 
numbers. 

In the make-up of the Dictionary, the 
principal horological advances of the past 
ten years, such as self-winding watches, 
calendar watches, alarms, chronographs, 
stop-watches, recording chronographs, split- 
second chronographs, watches with power 
gauge indicators, etc., have been grouped 
under separate headings. 

The Technological Dictionary can be 
purchased for $9.50 through regular ma- 
terial distributors throughout the United 
States. 





Evans Addresses Syracuse RJA 


Boyd Evans of Mount Vernon, N. Y.. 
treasurer of the New York State Retail 
Jewelers Association, was principal speaker 
at a recent dinner-meeting of the Syracuse 
Retail Jewelers Association in Syracuse, 
N. Y. Walter C. Breh. president of the 
Syracuse group, presided. Thomas Murfitt, 
vice president of the New York State RJA, 
also attended. 


FOR May, 1954 

















RUNNING A 
SUCCESSFUL SALE 
IS AN ART 








By Manny 
Silverman 


WE MAKE FRIENDS ...... 


Our work is very gratifying for many and varied reasons, but 
mostly because of the many friends we make. 





In well over 500 sales in the last four years alone, | can truthfully 
say that | can walk into 99% of these jewelry stores all over the 
United States and Canada and be greeted and welcomed as a good 
friend and adviser. Indeed a goodly portion of these jewelers hardly 
make a move, business-wise without consulting me. 


As an example, we conducted a sale last month for Joseph 
Renee, a jeweler in New Kensington, Pa. He sent us the following tele- 
gram and this is only one amongst hundreds. "Dear Mr. Silverman 
our sale opened yesterday morning March I Ith, 1954-at 10 A. M. 
sharp—traffic was terrific and sales beyond all expectations—a word 
of praise and appreciation for your supervisor who did such a splendid 
job in preparing and planning this sale—I am certain beyond all 
doubts that at the conclusion of this sale the prestige and good will 
of my store will be maintained in its entirety—cordially yours—Joseph 
Renee Jewelers—1005 Fifth Avenue—New Kensington, Penn." 


From the standpoint of volume this sale was not one of our 
largest. From the standpoint of profit it was not one of our most 
profitable BUT . . . under the present economic conditions existing 
in New Kensington, it was one of the most successful sales, as attested 
by the fact that we made a good friend of Joseph Renee. We did 
the job we were supposed to do, which was to move goods and al- 
leviate an overstocked condition. 


Here is a partial list of jewelers like yourself for whom we just 
recently completed sales. Write to them and get their opinion. 


Clasters Jewelers—Harrisburg, Pa. 
L. N. Pittman—Amarillo, Texas 
Savalainen Jirs.—Virginia, Minn. 

R. O. Utterback—Evansville, Indiana 
Moxley Jirs.—Burlington, lowa 


Jones Jewelers—New Britain, Conn. 
Louis J. Kauffman—St. Petersburg, Fla. 
Joseph Renee Jirs.—New Kensington, Pa. 
Topps Gift & Jiry.—Bristol, Conn. 
Stokes Jewelers—Panama City, Fla. 


| would like the opportunity to meet you, discuss your affairs. 
| know we can mutually benefit from our association. 


WRITE! WIRE! CALL! 


SILVERMAN SALES ENTERPRISES 


580 FIFTH AVENUE, NEW YORK 36, N. Y. 
Tel. PLaza 7-4693 
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NEMJE&ESA Seeks Downtown Providence Site 
For Construction of Jewelry Center’ 


A permanent “Showcase” for the jewelry 
manufaeturing industry—in the form of 
a Jewelry Center Building to be located 
in downtown Providence—is being planned 
by the New England Manufacturing Jew- 
elers’ & Silversmiths’ Association. 

The association has approved the proj- 
ect. Completion of the plan is now hing- 
ing on the selection of a proper building. 

Whether the center is set up in an 
existing building or in one the association 
will construct, it will be financed by the 
manufacturing jewelry industry and op- 
erated the year-round for the convenience 





of the industry and its buyers. 

The Jewelers’ & Silversmiths’ Associa- 
tion, which has long been exploring the 
problem, is actively considering several 
sites and recently procured an option on 
a portion of the Ostby & Barton building 
on Richmond St., Providence. 

Plans for such a building were inter- 
rupted in the late 20’s by the economic 
crash of 1929 and later by World War II, 
a spokesman for the association said. 

Postwar planning for it began in 1948 
with discussions of the association’s board 
of directors. 

















S-K-L ADDS ANOTHER FAMOUS BRAND 
TO THEIR OTHER BRANDED LINES 








<a 


~ —— re “5 
SSX 
~» as > - +. 
, = SS 
| UI é. 


Ad, 


Timi bail-te 


WL 


15 West 47th St. 








travel case Model SC7748 ac/oc 


S-K-L COMPANY, INC. 


Wholesale Jewelers K 


Plaza 7-6821 


NATIONALLY ADVERTISED BRANDS OF 
WATCHES + JEWELRY + CLOCKS + SILVERWARE + ELECTRICAL APPLIANCES 





NORELCO From the World's Largest Maker of Electric Shavers 








NORELCO 
Sportsman 


Norelco Sports- 
man Battery 
Shaver (not illus- 
trated) for the 
outdoor man. 
Three flashlight 
batteries provide 
weeks of shaving 
anywhere! With 
metal battery 
holder, unbreak- 
able mirror and 
leather case 
$29.95 (less bat- 
teries). 











New York 36,N.Y. (+ 
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Delays have been encountered because 
of the difficulty in locating a suitable site 
for this “Jewelry Center.” 

As a marketing center, it must neces. 
sarily be in a high-cost, downtown location, 
it is explained. The building must be 
large enough and of a type that will 
provide for a proper display of manufac. 
turers’ lines. 

Months of search have located only , 
few sites that might serve these purposes, 

One of these is a part of the Providence 
railroad station group of the New York, 
New Haven & Hartford Railroad. 

Several months ago, on recommendation 
of the steering committee of the associa. 
tion’s showing division, headed by Angelo 
Del Sesto of Van Dell Corp., chairman, 
and Max Kestenman of Kestenman Bros, 
Mfg. Co., co-chairman, negotiations were 
started with the railroad. Paul Levinger 
of the Speidel Corp. and Olof V. Ander. 
son of Anson, Inc., are conducting the 
preliminary negotiations on behalf of the 
association. 

Uncertainty of plans for the Providence 
Mall and the railroad station are tem. 
porarily obstructing a final decision op 
this location. 

Tentative plans for the “Jewelry Center” 
according to the association, call for it 
to serve as headquarters, information cen. 
ter and merchandise mart for the many 
hundreds of industry members throughout 
the country. 


EMIL E. 
FACHON 


NEMJ&ESA 
President 
Calls Proposed 

enter 
‘Indication of 
Progressiveness"’ 


If the size of the building permits, there 
is a possibility that some space may be 
made available to other industries _inter- 
ested in displaying their products. But 
because of jewelry’s prominence as the 
consumer product industry of Rhode Is 
land, the “Center” will be primarily for 
the jewelry industry. 

Plans call for a continuance of the con- 
centrated jewelry showings now held each 
May and November. 

Growth and popularity of these jewelry 
showings, coupled with the steady growth 
of the industry through the years, have 
accelerated plans for the “Jewelry Center”, 
the association said. 

Emil E. Fachon of the Bulova Watch 
Co., Providence, and president of the New 
England Manufacturing Jewelers’ & Sil 
versmiths’ Association, stressed that the 
proposed “Jewelry Center” will be financed 
entirely by manufacturers of jewelry and 
allied lines. 

He said that this privately-financed, in- 
dustry-managed program would not only 
be an indication of the progressivenes 
of the industry but would emphasize with 
industry dollars the permanent charactef 
of the jewelry industry to New England. 
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Davidson Reaches 60th 
Business Year Milepost 


Henry Davidson, one of the pioneers 
ef modern jewelry manufacturing and 
merchandising, observed the start of his 
60th year in the jewelry industry last 
“en Mr. Davidson began manufac- 
turing and selling to retail jewelers a 
line of jewelry merchandise and he has 
continued to do so ever since. 


HENRY 
DAVIDSON 


Enters 60th 
Yeor in 
Jewelry 
Industry 





His present firm, Davidson & Sons Jew- 
elry Co., Inc., makers of Dason Rings, is 
located in New York at 20 West 47th 
St. Mr. Davidson is president of the firm. 
Included among its executives are his two 
sons, Sydney and Leo, who have been 
with the company since 1918 and 1920, 
respectively. : 

Mr. Davidson points with particular 
pride to the fact that some of the cus- 
tomers presently being served by the firm 
have been with them for over 50 years, 
many through two and three generations. 

The firm will soon uncover special an- 
niversary celebration merchandising plans 
to commemorate the milestone. 





Notables Laud Weill Upon 
Retirement as Federation Head 


Governor Thomas E.~ Dewey. Senator 
Herbert H. Lehman and Mayor Robert F. 
Wagner and a host of notables paid tribute 
ata dinner held on the evening of April 14 
at the Hotel Plaza to Milton Weill upon 
his retirement after three years as _presi- 
dent of the Federation of Jewish Philan- 
thropies of New York. 

More than 500 business, industrial, civic 
and community leaders attended the dinner 
honoring Mr. Weill, president of the Arrow 
Mfg. Co., for his leadership of 116 member 
health and welfare agencies. As a gift to 
Mr. Weill, a group of friends established 
a $1000 scholarship fund in his name. He 
will determine the manner in which it 
will be distributed. An _ inscribed gold 
desk clock was also presented to Mr. Weill. 





Jennings Brothers 
Builds New Factory 


Jennings Brothers, Inc., under new man- 
agement since the middle of 1953, has just 
completed a new factory on Erna St.. Mil- 
ford, Conn., it was announced by William 
Honek, president. Offices are also at this 
address, 
| The one floor layout is modern and has 
Just come into production. In addition 
to cast metal specialties, its regular prod- 
uct, the firm has taken on the products 
of Trays, Inc. 
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here’s the ad —~ 
that sells 
the people 
other people 
copy! 


Over 


1,000,000 


America’s most 
discriminating 
buyers will 

see this 


meistersinger 


singing stainless 
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* 





MAY 22nd ISSUE 
@ Prices reduced by an average 
of more than 20% 


@ Full 6-piece place setting now 
$8 retail! 


@ Same high quality! 
@ Same keystone discount! 


ORDER NOW to be sure of hav- 
ing stock for the Brides’ Season 


stock up 
tie in 
PROFIT 


For complete information, write the importer: 
FOREIGN ADVISORY SERVICE CORPORATION 
Princess Anne, Maryland 











meistersinger 


singing 
| stainless 
for the 
modern 
bride 





ANON RS KAD mere 








In perfect 

harmony with 
today’s table decor. 
Lyric in beauty, 





Se oo . = net if hythmic in desi gn, 


functional in 
material, requiring 
no care or 
polishing. In fine 
chrome-nickel steel, 
hand-buffed for 
lasting finish. 

The hollow handled 
knives are lighter, easier 
to hold. Hand-forged, 
Solingen steel blades 
Stay sharp. “Graded” 
thinner at tips of tines, 
handles and spoon 
bowls, to improve feel, 
smarten appearance. 








Pow, 


aw 


6-pc. setting $8.00 
(knife, fork, teaspoon, 
soup spoon, salad 
fork, butter spreader) 
$7.00 
$5.90 


Full line of accessories available 








S-pc. setting 
4-pc. setting 
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COLOR CATALOG: Send 25c for 
56 pages depicting nine Col- 
lections of contemporary arti- 
facts including Royal Holland 
Pewter and Juliana Dinnerware. 








=» at finer stores or write the importer: 
+ FOREIGN ADVISORY SERVICE CORP. 
~ Princess Anne Maryland 
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Diamond Group Discusses 
Credit Matters at N. Y. Meeting 


A membership meeting of the Diamond 
Manufacturers & Importers Association of 
America was held Tuesday evening, April 
13, at the Hotel Roosevelt in New York 
City. As usual, a large number of mem- 
bers attended this lively and important 
business meeting. 

The main topic on the agenda was credit 
problems and bankruptcies. A recognized 
authority on credit matters, Mortimer Davis 
of the New York Credit & Financial Asso- 


have successfully instituted many money- 
saving improvements in credit matters. 

Following an address there was an 
enthusiastic round table discussion period. 
All the members were in agreement 
that a credit clearing house is _ essen- 
tial to the welfare of the industry. If 
instituted, it would offer protection for 
DMIA members unscrupulous 
dealers who purposely over-purchase dia- 
monds with the intention of going into 
“bankruptcy.” A committee headed by 
Aaron Koenig will stuily proposals to set 
up a credit clearing house. 


against 





In addition, Arthur S. Hirsch, general 
counsel, gave a report on the activities of 
the association and a proposed plan oy 
classified advertisements by members jy 
the association’s bulletins. 


ae eee 


Executive Secretary of NJA 
Honored by Twin Cities RJA 


William Wagner, executive secretary 9 
the National Jewelers Association, ya 
honored at a dinner-meeting held by th 
Twin Cities Retail Jewelers Associatio, 



































Gene Bowler, an insurance representa- | 
tive, addressed the members on Group | 
Life Insurance which could be obtained 


for DMIA members. 


at the Radisson Hotel in Minneapolis oy 
March 30. 

Highlight of the meeting was the pres. 
entation of a trophy to Mr. Wagner fp, 
his outstanding association work and, jp 
particular, for his advice and counsel jp 
forming the Twin Cities RJA. 


ciation, addressed the members. He ex- 
plained the importance of having a credit 
clearing house, which could be utilized by 
members. He noted that other industries 

















PRICE 
OUALITY 
VALUE 








#95—one pearl, two diamonds 


Today you need all ob 


consumers demand facts... 





Two top officials of the National Jewelers | 
Association participated in the March 30 
meeting of the Twin Cities RJA. They are: 
Jay C. Lighterman (left), treasurer, and 
William Wagner (right), executive secre- 
tary. Seated in the center is Stanley 8. 
Goodman, president of Goodman Jeweler 


Today you can’t sell with words alone .. . of St. Paul. 























three essential facts. With Levkov Jewelry you have convincing answers 
.. . selling answers: PRICE—$35 Keystone; QUALITY—large cultured 
pearls, the finest perfect diamonds, 


Another outstanding feature of _ the 
meeting was a forum discussion on the 
conduct of the retail jewelry business 
in the present-day economy. The forum 
| was conducted by Jay C. Lighterman, 

treasurer of the National Jewelers Asso- 
questions put to 


strikingly set in a 14K gold ring to 


reveal the entire beauty of the | ciation, who answered 
him from the floor. 
Chairman of the meeting was Stanley 
B. Goodman, president of Goodman Jew: 
elers of St. Paul. A large number of 
jewelers from the Twin Cities—St. Paul 


and Minneapolis—-attended the gathering. 


pearls; VALUE—a combination of 
price and quality plus distinctive, 
irresistible styling. Today's jewelry 





with today’s answers for today’s 


sales. Write for a memo selection. 





Two Appointed to Top Ad Posts 
For Westinghouse Appliances 


The appointment of Charles G. Duy 4s 
ii advertising manager for Westinghouse port: 
able appliances was announced recently at 
the company’s Electric Appliance Division 
headquarters in Mansfield, Ohio. 

The appointment of Mr. Duy was ai- 
nounced by R. M. Oliver, manager o 
portable appliances, who said Duy will be 
responsible for the development and coordi. 
nation of all advertising programs for 
portable appliances, including _ electric 
housewares, electric bed coverings, fans 
and vacuum cleaners. 

Simultaneously, Duy has announced the 7 
appointment of Edward W. Rosenberger 
as assistant advertising manager of port © 
able appliances. 3 


#8-T—two pearls, two diamonds 


Large assortment of 








cultured pearl rings, 








earrings, and drop earrings, 
with diamonds. 
14K gold tie tacks with 





large cultured Pearl 
from $5.00 Keystone. 
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NEW YORK 17, N. Y. 
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company for the manufacture of 
high-quality sterling silver hollowware and 
accessories has been formed by the merger 
of Hunt Silver Co., Inc., and Hallmark 
Silversmiths, Inc., both of New York. To 
be known as Hunt-Hallmark Co., Inc., the 
¢rm will have its factory, offices and show- 
‘oom at 146 West 22nd St., with a Chicago 
office at 1515 Merchandise Mart. Officials 
of the concern are Carl K. Klein, Joseph 
(. Hirsch and Irving L. Hirsch. Leon A. 
Bergsman will manage the Chicago offices. 
q Francis Mastoloni, of the Frank Masto- 
loni Co., 542 Fifth Ave., New York, im- 
porters of cultured pearls, is leaving about 
May 1 by air for Kobe, Japan, where he 
will acquaint himself directly with the 
cultured pearl industry. Mr. Mastoloni’s 
brother, Raymond Mastoloni, made the 
same business trip last year. They are 
the sons of the head of the firm. 
4 A change in the name of the J. Kalber- 
man Co., exclusive distributors of Enicar 
watches in the United States, was an- 
nounced last month. The firm, located at 
115 West 45 St., New York, has changed 
its name to the Enicar Watch Corporation. 
q Adrian A. Day, controller and assistant 
treasurer of the Jaeger Watch Co., Inc., 
and Ellsworth P. Hyde, comptroller of 
Tiffany & Co., both of New York, have 
been elected to membership in the Con- 
trollers Institute of America. Established 
in 1931, the Institute is a non-profit or- 
ganization of controllers and finance officers 
from all lines of business. 
q A record turnout is expected at the gala 
dinner which the jewelry industry will 
sponsor May 25 on behalf of the United 
Jewish Appeal of Greater New York. The 
event, which will take place at the Hotel 
Astor, will honor UJA for its 15 years of 
philanthropic service. Thé affair will be 
known as the Gold Award Dinner and 
will feature a dramatic presentation, danc- 
ing and entertainment among the events 
of the evening. 
4D. D. Brokaw & Son. New York jewelry 
manufacturers at 37 West 47th St., brought 
their business to a close on April 1 due 
to the illness of DeWitt P. Brokaw, who 
has been ailing for several months. He is 
the son of the late Daniel DeWitt Brokaw, 
who started the business in 1869. Old 
timers will recall that D. D. Brokaw was 
joined by his son, DeWitt P., in 1906 when 
the firm name was changed to D. D. Brokaw 
\ Son. Upon the death of D. D. Brokaw 
in 1916, Russell O. Ludlow joined the firm 
and was associated with it until its closing. 
From 1900 until 1940 the late Marcus S. 
Brewster was also an associate. 
4 The consolidation of the Bert L. Kauf- 
man Co. and Salzman Bros.. both of 9 
Maiden Lane, New York, was announced 
recently. The consolidated firms are now 
operating as the Berwin Jewelry Co., Inc., 


q A new 
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and will continue temporarily at the same 
address. Bert L. Kaufman is president of 
the new concern, Irving Weiner is vice 
president, and Milton Abrams, secretary- 
treasurer. 


< The offices of Englishtown Cutlery, Ltd., | 


which were formerly located at 92 Cliff 
St., New York, were moved recently to a 
new location at 1140 Broadway. The firm 
also maintains a New York showroom at 
230 Fifth Ave.. Room 811. 


q Leopold Nathan of Nathan Gem & Pearl 
Co., Inc., 550 Fifth Ave... New York, re- 
ported recently that his son, Steve, expects | 
to be discharged from the Navy in June. | 
Mr. Nathan plans to fly to the West Coast | 
on business where he will join his son 
He, his son and his 


after his discharge. 


son's wife will make the trip back East by | 


automobile—-stopping enroute to call on 
the trade. Steve has been in the Navy 
four years. He served on the carrier 
Antietam in Korean waters for nine months 
and, in the same theater of operations, 
served eight months on the carrier Baroiko. 
q The Berman Watch Co., formerly lo- 
cated at 724 Fifth Ave., New York, has 
moved to new and larger quarters at 580 
Fifth Ave., Room 715. 


q The Arden Jewelry Case Co., Inc., of 


Mount Vernon, N. Y., will move the mid- | 


dle of this month to a new location at 
752 S. Third Ave. The need for larger 
quarters has necessitated the company to 
move from its present quarters at 34 
East Sidney Ave. The firm maintains a 
New York office and showroom at 48 West 
48th St. 


——— 


Oklahoma Horologists 
Name Clements President 


Sam Clements of Norman was installed 
as president of the Oklahoma Horological 
Association at a meeting held March 28 
at the Skirvin Hotel in Oklahoma City. 
He succeeds Ed Waldrop of Watonga as 
president. 

Also installed at the meeting were Ed 


























Burris of Midwest City as vice president, | 


and W. C. Smith of Oklahoma City as 


secretary-treasurer. 


— 
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at attractive prices 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 








“ORIENTA” 
CULTURED PEARLS 


of QUALITY 
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Svnthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
Diamonns— All Sizes and Qualities 


JOSEPH BLANK 
COrtenas 7-3562 


87? Nassau St. New Yerk 38, N. Y. 














DIAMONDS 


THE RIGHT SIZE fer THE RIGHT 

E. We Import our diamonds from 
the best cutting centers. We fii mall 
orders mptly and we send diamonds on 
approval. Please ask for our newest re- 
vised price list #20. 

576 FIFTH AVE. 
lu SorI NEW YORK 36, N.Y. 
7 


Tel. JUdson 2-3575 














Quality 
RHINESTONE 
JEWELRY 


Direct to yeu from the Manufacturer 
Free catalog upon request 


Fantasy of Jewels 


18-20 W. 3ist St., New York |, N. Y. 











AMERICA’S FOREMOST 
JEWELERS PRINTED SUPPLY HOUSE 
En a Diamond 


Jobbing Envelopes epair Checks 

Metal Scratch- Cell. Tags Wrap Papers ees 
Memo and Sales Books Appraisal Books String Tags 
Jewelers Tissue Price Tickets Stock Books 
Repair Books Credit Forms Cards 


Complete Printed Supplies for the Trade 
Write for Samples. ‘if not in Stock, We Will Make it." 


DAUER PRINTING CO. 
33-39 E. 2ist St., New York 10, N.Y. Phone, Al 4-2175 
Visit Our Large Show Room of Supplies. 
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world this 
would be if every one sat down and 


I wonder what kind of a 


thought about the little things that 
make life worth living—the mere, in- 
significant events or things that 
really are so important. 


I ecav’t he'p but think that the im- 
portance of little things is personified 
best by the buying of a piece of 
jewelry for a dear one. Everybody 
buys an article of jewelry at one time 
or another. As a gift there is some- 
thing personal and permanent about 
it. A we'l-chosen piece of jewelry can 
be a prize possession that survives 
disaster and death and accompanies 
the owner through all vicissitudes of 
life. 


Yes, a gift of jewelry is a long lJast- 
ing memento that is rarely, if ever, 
equaled by any other gift. 


At CIRCLE we produce costume 
jewe'ry that calls attention to the 
quality of permanence. That’s because 
CIRCLE jewelry is plated with RHO- 
DIUM ... the hard, brilliant, white, 
non-tarnishable finish that helps our 
jewelry look good for a long time, It 
fives you a profitable item, a saleable 
item that your customers’ customer 
can cherish for many years. 


Wholesalers, RHODIUM plated jewelry 
is our gift to you and your customers. 
I am sure it will be a favorite that 
becomes a constant reminder of the 
source from which it came. 


Remember our little “R” man J a 
that’s the sign of CIRCLE and 
RHODIUM and more beautiful, longer 
lasting costume jewelry. 


BEN GARTNER 
Sold Through IWholesalers Only 


CIRCLE 


Jewelry Products 

The House of Rhodium 

148 West 24th St., N. Y. C. 

ALgonquin 5-3638 

Sales Office (By Appoint- 
ment): 303 Fifth Avenue 

















166 











@ 






——— 


) 

| \\ . + = “i y 

\\ 1 2. % 4 QO 
Ng 9 ONY IQ 


May 


1—Diamond Peacock Club, Annual Din- 
ner-Dance, Hotel Somerset, Boston, Mass. 

1-2—Tennessee Horological Society, An- 
nual Convention, Greystone Hotel, Gatlin- 
burg, Tenn. 

1-2—Arkansas Retail Jewelers Associa- 
tion, Annual Convention, Majestic Hotel, 
Hot Springs, Ark. 

1-8—New England Manufacturing Jewel- 
ers & Silversmiths Association, Whole- 
salers’ Showtime. Sheraton-Biltmore Hotel, 
Providence, R. I. 

2—Illinois Retail 
\nnual Convention, 
coln, Springfield, III. 

2-3—Maryland-Delaware-District of Co- 
lumbia Jewelers Association, 40th Annual 
Convention, Hotel du Pont, Wilmington, 
Del. 

2-4—California Retail Jewelers Associa- 
tion, Annual Convention, Ambassador Ho- 
tel, Los Angeles, Calif. 

2-4—F lorida Retail Jewelers Association, 
34th Annual Convention, Hotel Di Lido, 
Miami Beach, Fla. 

2-4—Louisiana Retail Jewelers Associa- 
tion, Reorganization Meeting, Hotel Roose- 
velt, New Orleans, La. 

2-4—Wisconsin Retail Jewelers Associa- 


Jewelers Association, 
Hotel Abraham Lin- 


tion, 48th Annual Convention, Hotel 
Plankinton, Milwaukee, Wis. 

2-4—Wisconsin Watchmakers  Associa- 
tion, 19th Annual Convention, Hotel 


Plankinton, Milwaukee, Wis. 

9-11—New York State Retail Jewelers 
Association, 45th Annual Convention, 
Mark Twain Hotel, Elmira, N. Y. 

9-11—North Carolina and Virginia Re- 
tail Jewelers Associations, Annual Conven- 
tion, Robert Lee Hotel, Winston-Salem. 
ie hes 

9-20—Manufacturing Jewelers Sales As- 
sociation, Wholesale Jewelry Buyers’ Mar- 
ket Week, Sheraton-Biltmore Hotel, Provi- 
dence, R. I. 

15-17—New Jersey Retail Jewelers As- 
sociation, Annual Convention, Traymore 
Hotel, Atlantic City, N. J. 

16-17—Alabama Retail Jewelers Asso- 
ciation, Annual Convention, Thomas Jef- 
ferson Hotel, Birmingham, Ala. 

23-24—West Virginia Retail Jewelers 
Association, Annual Convention, Stonewall 


Jackson Hotel, Clarksburg, W. Va. 


June 


2-4—National Wholesale Jewelers Asso- 
ciation, 47th Annual Convention, Edge- 
water Beach Hotel, Chicago, IIl. 


5-7—New York State Watchmakers As- 


sociation, Annual Convention, Sheraton 
Hotel, Rochester, N. Y. 
6-8—Watch Material Distributors Asso- 














ciation of America, Eighth Annual Meet. 
ing, La Salle Hotel, Chicago, II], 

13-14—Vermont Retail Jewelers Associa. 
tion, Annual Convention, Equinox House 
Manchester, Vt. 

20-24—Main Floor Accessories Show. 
Hotel McAlpin, New York. 

27-28—New Hampshire Retail Jewele;; 
Association, Annual Convention, Went. 
worth-by-the-Sea Hotel, Portsmouth, N, H. 


July 


17-22—Southern Jewelry Travelers Ag. 
sociation, 1954 Fall Show, Dinkler-Plaza 
Hotel, Atlanta, Ga. 

18-20—Amarillo Gift Show, Herring Ho. 
tel, Amarillo, Texas. 

18-21—Southeastern China, Glass & 
Gift Show, Atlanta Municipal Auditorium. 
Atlanta, Ga. 

18-23—National China, Glass & Pottery 
Show. Hotel New Yorker, New York. _ 

25-28—Washington Gift Show, Hotel 
Willard, Washington, D. C. 

25-29—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 
Chicago, Ill. 

25-30—California Gift Show, Biltmore, 
Alexandria Hotels, Merchandise Mart. 
Brack Shops and_ individual showrooms, 
Los Angeles, Calif. 


August 
1-4—Western China, Glass, Gift, Jewelry, 


Toy, Stationery & Housewares Show, Civic 
Auditorium, Palace, St. Francis and Sir 
Francis Drake Hotels, San _ Francisco, 
Calif. 

1-11—Registered California Gift & Din- 
nerware Show, Hotel Morrison, Chicago, 
il. 

2-13—Chicago Gift Show, LaSalle Hotel 
and Palmer House, Chicago, IIl. 

2-13—China, Glass, Pottery & Gift Mar- 
ket, Chicago Merchandise Mart, Chicago, 
fl}. 

8-11—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

8-11—New Orleans Gift Show, Roosevelt 
Hotel, New Orleans, La. 

8-12—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York. 

15-17—Western Jewelry and Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

15-18—Houston Gift & Dinnerware Show, 
Ben Milam Hotel, Houston, Texas. 

15-18—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

15-18—Western Jewelry and Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

15-18—Kansas City Gift & Toy Show, 
Municipal Auditorium, Kansas City, Mo. 

15-18—Pacific Northwest China, Glass, 
Gift, Stationery, Jewelry, Toy & House- 
wares Show, Civic Auditorium, Olympic 
and New Washington Hotels and Terminal 
Sales Building, Seattle, Wash. 

15-19--Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 

21-26—Giftwares & Variety Merchandise 
Fair, Hotel Governor Clinton, New York. 

22-25—Portland China, Glass, Gift, 
Jewelry, Stationery, Toy & Housewares 
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Show, Public Auditorium, Plaza and Ben- 
son Hotels, Portland, Ore. : 
99.97—New York Gift Show, Hotels 
Statler and New Yorker, New York. 
*"92.27--225 Fall Market, 225 Fifth Ave. 
‘ork. 
a Gift Show, Hotel Mc- 


Alpin, New York. 
99.27—Registered California Gift & Din- 


nerware Show, Hotel Vanderbilt, New 
York. . . 
92.27—U. S. International Gift and 
Fancy Goods Show, Astor Hotel, New 
York. 

99-31—Ohio State Gift Show, Hotel 


Deshler-Hilton, Columbus, Ohio. 
29-31—Spokane Gift Show, Davenport 
Hotel, Spokane, Wash. 

29-September 1 — Pittsburgh Jewelry 
Fair, William Penn Hotel, Pittsburgh, Pa. 


29-September 1—Northwest Gift, Art 
and Housewares Show, Radisson Hotel, 
Minneapolis, Minn. 
September 

5-7—Ohio Retail Jewelers Association, 
Annual Convention, Netherland Plaza 
Hotel, Cincinnati, Ohio. 

5-9—Allied Gift and Jewelry Show, 


LAZRUS RE-ELECTED 


——————— 


= . . 
ie ae 3 eo ae 
, a “ ae 

















i ke 


neh 








PRESIDENT OF 





4 oll, 


Hotel Adolphus, Dallas, Texas. 

12—Retail Jewelers Association of Mis- 
souri, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

12-14—Minnesota Retail Jewelers Asso- 
ciation, Golden Anniversary Convention 
and Eighth Annual Jewelry Trade Show, 
Nicollet Hotel, Minneapolis, Minn. 

12-15—-Oklahoma Home Accessories & 
Gift Show, Oklahoma Biltmore Hotel, 
Oklahoma City, Okla. 

13-17—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

19-20—Michigan Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Hayes, 
Jackson, Mich. 

19-20—-lowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des Moines, 
Des Moines, lowa. 

19-22—Cincinnati Gift Show, Netherland 
Plaza, Cincinnati, Ohio. 

23-26—Denver Gift & Jewelry Show, Ho- 
tel Albany, Denver, Colo. 

26-29—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 


October 
10-13—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 
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American Watch Association officials and members representing the directorate are pictured 
at the 2Ist annual association dinner and election. Seated, left to right, are: S. Stanley 
Moser, secretary; John P. V. Heinmuller, first vice president; S. Ralph Lazrus, president; 


Norman M. Morris, treasurer, and Herbert Ollendorff, second vice president. 


Rear row, 


left to right, are: A. V. Stegeman (Gruen Watch Co.); A. Carnow (Bulova Watch Co.); 


Oscar Berian (Croton Watch Co.); 


Oscar Kammerman (Jean R. Graef, Inc.); Gaston 


Ditesheim (Movado Watch Agency, Inc.), and Lawrence L. Preiss (Pierce Watch Co., !nc.). 


S. Ralph Lazrus (Benrus Watch Co.) 
was re-elected to a one-year term as presi- 
dent of the American Watch Association 
at the 2]st annual meeting of the organ- 
ization held March 24 at the Park Lane 


Hotel in New York City. 


Also elected to serve with Mr. Lazrus 
as officers of the association were: John 
P. V. Heinmuller (Longines-Wittnauer 
Watch Co., Inc.), first vice president; Her- 
bert Ollendorff (Ollendorff Watch Co., 
Inc.), second vice president; S. Stanley 
Moser (Louis Aisenstein & Bros., Inc.), 
secretary; Norman M. Morris (Norman 
M. Morris Corp.), treasurer. 


The American Watch Association was 
formed during the early 1930’s to promote 
the interests of importers, assemblers and 
manufacturers of watches. It represented 
the assembler industry at United States 
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Tariff Commission investigations of watch 
imports in 1951, and again during the 
current investigation and hearings in Feb- 
ruary, 1954. 

The following are directors who were 
newly elected and re-elected to serve the 
American Watch Association for a period 
of three years: 

Jean R. Graef (Jean R. Graef, Inc.) ; 
Morris Hoffman (Invicta-Seeland, Inc.) ; 
Mr. Lazrus, Mr. Moser, and Lawrence L. 


Preiss (Pierce Watch Co., Inc.). 





Damm at New Buffalo Site 


H. B. Colgrove, president of Chas. F. 
Damm, Inc., jewelers of Buff#lo, N. Y., 
announced recently that the firm has moved 
to new quarters at 70 West Chippewa St. 
The concern was formerly located at 123- 
129 Franklin St. 
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“THIN AND 
SMART’ 
‘ ’ 4 ' 
New, thin, A.S. ' Ta: 
movement, sweep, : ; 
inca., rad. dial nansion Rra 
(reg. or _— stick) 











Ladies’ yellow R.G.P. 
S.B., 17 jewel, Font 60, 
with R.G.P. expansion 
bracelet—also in round 
or square shapes. 


Men's yellow R.G.P./ 
-B., 17 jewel, AS. 
with R.G.P. expansion 
bracelet — in various 
styles. 











Fully Guaranteed 


All These 17 Jewel 
Giant Specials at... 


WATER-RESISTANT 


17 JEWEL NURSES’ 
¢ In Chrome/S.B..... $9.9 
e All Stainless Steel 


’ 










or Yellow/S.B...... $10.95 
e In Yellow 10K 
R.G.P./S.B. vee $11.95 


Gift boxed, price tag & 
printed guarantee — $.75 extra 


Get these terrific sellers today—beat the price- 
cutting competition with real promotional 
values. There's never been a buy like it. See 
our complete selection of highly styled. 
Competitively priced, promotional watches of 
guoronteed quality. 
Ask for our New full descriptive 
Catalog, immediately. 


Terms: Net 30 days to well-rated firms. Others, sieges 








send check, M.0., or dep. for C.0.D. F.0.B. 


CRYSLER WATCH CO. 


S80 Fifth Ave... New York 36,N. ¥ 




















the Niash 
“CUFFMASTER,” 


TRADE MARK 


the finest 
cuff tink 
back ever 
made 
for the 
Jewelry 
Trade 





Patented Design 1[55.535. 
Patented Construction 2.472.958. 
infringers will be presecuted. 


Available in gold, silver, gold filled, brass 
and other metals. 
Send for price list. 
NIASH REFINING CO. 


116 Nassau St., New York 38 
COrtland? 7-4496 
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FRANCHISE 
* AVAILABLE 


ae 


Je you are a better store 





with a clientele that 
appreciates finer things 
...then you will be 
interested to learn more 


about our unusual 


¢ 


Customer-Building 


[yO 


WITH NO INVESTMENT 


Here’s your chance 


to get New Business from 
old customers and New 
Customers for your store. 


Here’s how! 


Write to us for our com- 
plete plan. We will show 
you how to get orders for 
Genuine Steel Engraved 
Wedding Invitations and 
Social Stationery. Our 
work is superfine quality, 
exclusively. No finer in 


the field. 
Be the first in your 


_—S City.. write at once 
for our complete 


WILL 
plan. 


CChER 


‘& CO: 
414 North 


Twelfth St- 
St-Louis,| Mo 


~~. 











SINCE 1913 
STEEL ENGRAVED 
SOCIAL AND BUSINESS 
STATIONERY 





*Available to Leading 
Jewelers who have the 
franchise for outstand- 
ing silver patterns. 























Swiss Lauded by Strasburg for 
Promoting Repair Department 


High praise was given by Max Strasburg, 
of Hollywood, to The Watchmakers of 
Switzerland for “the enlightening process 
they are using to build our business on a 
firmer and stronger foundation, on the 
foundation of our existence—our repair 
service department.” 


In accepting his Grand Award for the 
best entry in the recent Swiss-sponsored 
Watch Inspection Time Contest, Mr. Stras- 
burg stated, at a Los Angeles dinner of 
the Jewelers 24-Karat Club of Southern 
California: 


“I am proud to be the winner in this 
contest, but what appeals to me most is 
the effort that The Watchmakers of Switzer- 
land have made towards awakening not 
only the American watchmaker but also 
the jewelry store proprietors to the oppor- 
tunity that each has in building a real 
watch repair department.” 





Max Strasburg (second from left), head of 
Strasburg's of Hollywood, receives his 
grand award of a boxed Swiss-made chro- 
nometer from the Swiss Counsul in Los An- 
geles, Dr. Walter Schmid. Also shown at 
the presentation are David G. Lieberman 
(extreme left), president of the Jewelers 
24-Karat Club of Southern California, and 
Richard Romanelli (extreme right), west 
coast field merchandising representative 
for the Watchmakers of Switzerland. 


Mr. Strasburg pointed out that “hun- 
dreds of jewelers that are successful mer- 
chants today started at the bench, and 
owe their success to the ideals and ethics 
which they practiced for many, many 
years.” 





Diversified Program Features 
Meeting of Southeast RJA 


At the March meeting of the Southeast 
Retail Jewelers Association, held in Hunt- 
ington Park and presided over by Presi- 
dent Clarence A. Dayton, a Huntington 
Park jeweler, Orville Nelson, salesman 
with E. W. Reynolds and Co., was the 
guest speaker. 

Introduced by Program Chairman Nor- 
man D. Luth, Nelson’s subject was “How 
to Care for Your Silverware.” 


Tracing the existence of silver from 
1900 B.C. to 1847 A.D., when it was first 
commercially used, Nelson exhibited vari- 
ous samp&s of knives, forks and spoons 
in different stages of manufacture. He 
explained various methods of cleaning and 
preserving silver and concurred with 
authorities in preferring the paste or cream 
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method to the “dip” or solution method, 
A question and answer period followed 
Nelson’s discussion. 

A technical sound motion pictur 
“Designs for a Homemaker,” supplied by 
International Silver and _ projected by 
Ralph W. Wilson, South Gate jeweler, wag 
an additional feature of the meeting. 

Luth reported on a recent board meeting 
and discussed the association’s forthcoming 
membership drive. Philip Rosenberg, Wey 
Coast representative of the Lanor Watc) 
Cleaning Machine Co., discussed watch 
cleaning. 


-_—_— — —--—— 


Gladys Hannaford Acclaimed 
For California Lecture Tour 


Harold Barnard, president of the (Cali. 
fornia Retail Jewelers Association, reports 
that there has been a wholehearted re. 
sponse from jewelers to Gladys Babsop 
Hannaford’s lecture tour of California. 
Rather than speaking to the trade abou 
diamonds, her talks this time have beep 
given as public education features in ser. 
vice clubs and schools as arranged by Jocal 
jewelers. Her entire tour was sponsored 
by N. W. Ayer & Son, at no cost to the 
jewelers or the state association. 


Mrs. Hannaford was featured speaker 
at the February 23 meeting of the Santa 
Barbara Watchmakers & Jewelers Guild, 
Also while in Santa Barbara, she spoke 
before some 250 students at the University 
of California Santa Barbara College. She 
has been kept busy in Southern California 
with an average of at least two engage 
ments per day, often 75 to 125 miles apart, 
In Hollywood, she was delayed iong enough 
to cut a sound track on a current movie 
and managed several radio and television 
interviews between commitments in transit. 
By April 12, she had travelled from San 
Diego to Eureka. 





Kansas RJA Re-elects Sellers; 
Wetzel Heads Watchmakers 


W. E. Sellers of Emporia was re-elected 
president of the Kansas Retail Jewelers 
Association at the annual convention of 
the organization which was held April 3 
to 5 at the Lassen Hotel in Wichita. 

Other officers elected were: Leo Raborn, 
Garnett, and Frank Eschmann, Topeka, 
vice presidents, and Harry Knapp of Win- 
field, secretary-treasurer. 

New directors named were Sam Raskin 
and B. C. Helzberg, both of Wichita, and 
Jack Pfeiffer of Parsons. Holdover direc: 
tors are Archie Leben, Eureka, and Heim 
Resnick, Wichita. 

The Kansas State Horological Associa- 
tion, which met at the same time as the 
Kansas RJA, re-elected Eugene P. Wetzel 
of Wichita as president. E. G. Beckman 
of Kensington was named vice president 
and Robert Fisher of Topeka was elected 
secretary-treasurer. 

Featured speakers at the watchmakers’ 
convention were Richard Slaugh of Hamil- 
ton Watch Co. and Forrest E. Peters of 
Washington, D. C., executive secretary of 
the Horological Institute of America. 
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Becker Succeeds Enos as 
President of Evergreen Ducks 


The Evergreen Ducks, an organization 
of Pacific Northwest jewelry salesmen, held 
their annual meeting and election of of- 
ficers on the evening of February 13 at 
the Multnomah Hotel, Portland, Ore. The 
group met the day preceding the sixth 
annual Pacific Northwest Retail Jewelers 
Convention, which was held from the 14th 
to the 16th. | 

Serge Becker of Seattle, representative 
for Girard-Perregaux, formerly first vice 
president of the Ducks, was elected presi- 
dent for the ensuing year. He succeeds 
Frank Enos of Sausalito, Calif., representa- 
tive for J. R. Wood & Sons. 

Other officers elected were: Jack Epstein 
(Bulova Watch Co.), first vice president; 
Norman Friedman (Jacques Kreisler Mfg. 
Co.), second vice president; Gordon West 
(Parker Pen Co.), secretary, and Lou 
Bell (Benrus Watch Co.), treasurer. 

Named as new members of the board 
of trustees for a three-year period were 
Robert Gerlach (Simon Golub & Sons) 
and Frank M. McNiff (Flintridge China 
Co.). 

Hold-over members of the board include 
Curtis G. Halbert (Regal Rok Crystal & 
Dial Co. and Morton Pelzner Displays) ; 
Vincent E. Nedwick (Columbia Diamond 
Rings), and Robert N. Rivkin (Schless- 
Harwood Co., Inc.). 





U. S. Tin Supplies Held Ample 


Tin supplies, the Eisenhower Admin- 
istration says, now are ample, and the 
U. S.-owned tin smelter at Texas City, 
Tex., should be closed as an economy 
move. 

Kenton R. Cravens, administrator of 
Reconstruction Finance Corp., says there 
is enough tin in the national stockpile to 
last six years at the present use rate. 





Gala, Three-Day Celebration 
Marks Opening of Elyria Store 


A gala, three-day celebration marked 
the formal opening of the Haserodt Jewelry 
Company’s new quarters. at 332 Broad 
St., Elyria, Ohio. 

The local public was invited to attend 
the event through personal invitations 
from the firm and also through a full-page 
advertisement that appeared in a_ local 
newspaper. The ad was placed in a special 
section of the paper where congratulatory 
advertisements from local and_ national 
firms appeared and where supporting edi- 
torial features on the opening received 
prominent treatment. 

Countless visitors inspected the new store 
during the March 11 to 13 opening and 
received souvenirs as a remembrance of 
the occasion. Each child accompanied by 
an adult was presented with a balloon. 

Visitors attending the opening registered 
for a free drawing of six valuable and 
handsome prizes. Among the prizes dis- 
tributed were a diamond ring, three watches 
and a 52-piece silver service. 

Special exhibits were planned for the 
three days that included an educational 
goblet display, one of the world’s smallest 
watohes, dinnerware used by royalty of 














—————— es 






























many nations, and a four-foot long, 22-pound 
sterling teaspoon. The most glittering por- G . 
tion of the opening was the diamond show- enuine 
ing which featured unusual pieces in rings, BOHEMIAN 
bracelets, necklaces and earrings. 
Owners of the Haserodt Jewelery Co. Garnet 
are Frank and Eleanore Brandau who 
operated the firm for 17 years at~ 505 JEWELRY 
Broad St. The steady growth of the busi- OLD-WORLD 
ness forced them to move to new and 
larger quarters. Craftsmanship 
* 
} 
California Horologists Award Wide 
Plaque to Swiss Watchmakers selection 
of Rings all 
10K Gold. 
Earrings, 
Brooches, 
| Crosses, 
| Necklaces, 
| and 
| Bracelets. 
Memo Inquiries 
Invited 
Norman Luth (left), representing the Horo- ; | 
logical Association of California, presents eh Ses Write for illustrated catalog 
a plaque from the association to the + he 
Watchmakers of Switzerland "for outstand- 
ing contributions in elevating the profes- ERNEST BURG 
sional standing of watchmakers." Richard , 
Romanelli, field merchandising representa- 29 East Madison Street 
tive for the Swiss association, is shown here CHICAGO 2, ILLINOIS 











accepting the plaque. 


























of the untimely passing of our 


Mr. GEORGE UMAN 


in the Middle West and the South. 





missed, besides being a distinct loss to us. 


confidence to fill his position. 


H. HAMBURGER Co.. INC. 


Diamond Cutters & Creators of Better Diamond Rings 





— 


We greatly regret to advise the many friends 


who has represented us for the past 15 vears 


Mr. Uman, or “George” as he was affection- 


ately called by his friends, will be greatly 


We will accept applications in the strictest 


| 
| 22 West 48th St. Tel. Pl. 7-8790 New York 36, N. Y. 










































NEW! LOW 
PRICES — 


FOR QUANTITY 
USERS—BRAND NEW 
QUALITY WATCHES 
REDUCED FOR 
QUICK SALE! 


STYLE No. S145--YOUR COST $935 


17 Jewels A.S. 1194 Movement 
Water Resistant, Incabloc (shock resistant) 
Chrome Top, Stainless Steel Back, Radium 
Dial and Hands, Antimagnetic, all Stainless 
Steel Expansion Band. 


STYLE No. S146—YOUR COST $995 


Also available 
All Stainless Steel Cov and Expansion Band 


| LADIES - MENS 


Yellow Rolted Gold 
Plate, Stainless Steel 
Back @ 1/20 10K Gold 
i) Filled @ Stainless Steel 
Back @ Expansion 









YOUR $095 
COST “sa 


Style No. Si47— Font Style No. Si48—A;S. 
60 Movement 17 Jewels 970 Movement 17 Jewels 


Write for FREE catalog containing: Dumont {7 Jewel 
Movements. 17 Jewel Hamilton Movements in Diamoud 
Cases. Rhinestone Jeweiry. Pearl Necklace Sets. 
Mnen aceovnt to rated firms. Others send check, 
M.0. or C.0.D. 


AL-CO WATCH a 


129 West 46th St., New York 36, N. Y. 








































Genuine 


BLACK STAR 
SAPPHIRES 


STYLE APPEALING 
FINE QUALITY STONES 
Current fashion highlights these beautiful 


gems which lend themselves to smart new 
desgins. 


DIAMOND CUT BLUE SAPPHIRES 
CALIBRE BLUE SAPPHIRES 
Golden, Blue and White Zircons 


round, emerald cut and marquise. 
Loose Stones Exclusively 


WALTER S. ARNSTEIN 


| W. 47th St. New York 36, N. Y. 


in 
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when in need of 
STOP WATCHES 1 
CHRONOGRAPHS 


ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20, N. Y. 

































MODERN AND ANTIQUE 
DIAMOND JEWELRY 
RINGS @ BROOCHES 
BRACELETS @ EARRINGS, Etc. 
Bought and Sold 
“Serving the Trade Over 28 
Years.’" Formerly with Chas. 
S. Crossman & Ce. ‘The 
Old Mine Diamond Wouse”’ 


J. L. DURLAND CO. 
608 Sth Ave., New York 20 









































Executive Appointments 








Named 
Vice President 
of Oneida 
Lid. 


HAMILTON 
ALLEN 





director of manutactur- 


Hamilton Allen, 
ing, was elected a vice president of Oneida 
Ltd. March 25 at the organization meeting 
of the board of directors. 

Mr. Allen is the son of Grosvenor N. 
Allen, former chairman of the board of 


directors. His service with Oneida Ltd. 
dates back to September, 1932, when he 
entered the manufacturing office. The fol- 
lowing year he moved to the shipping 
room and in 1934 became a salesman in 
the Community Division. 

After a successful sales career Hamilton 
Allen returned at the beginning of World 
War II and became manager of the works 
laboratory. In 1947 he became assistant 
works manager and was elected to the 
board of directors. He became a member of 
the War Production Board in Washing- 
ton. D. C., on May 1, 1952, and in 1953 
was appointed director of manufacturing. 


Changes in Executive Staff 
Announced by Norma Pencil 

Two changes in executive personnel of 
Norma Pencil Corp., New York, were an- 
nounced recently by Samuel Jacobs, presi- 
dent. 





MARTIN JOSEPH C. 

GREENE STRAUSS 

Ass't to Sales 
the President Manager 


Martin Greene, who has been connected 
with the firm since 1947 as advertising and 
sales promotion director, has been elevated 
to serve as assistant to the president. 

Joseph C. Strauss, who has over 30 
years experience in the stationery trade, 
has joined the organization as sales man- 
ager. He was formerly with Automatic 
Pencil Sharpener and more recently with 
Speed Products as field manager. 


| 
| 
| 
| 
| 
| 
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Elected 
Vice President 
of Gruen 
Watch Co. 


MAURY ASH 


Morris Edwards, president of the Gruen 
Watch Co., has announced the election 
of Maury Ash as vice president and dj. 
rector of sales. 

Mr. Ash previously had been assistant 
director of sales with responsibility for de. 
veloping field merchandising programs and 
implementing them to the trade. 

Prior to joining Gruen, Mr. Ash was 
eastern sales manager of the Elgin National 
Watch Co. He will establish his head. 
quarters in Cincinnati at Time Hill, where 
he is currently supervising the prepara. 
tion of Gruen’s fall program. 





Named 
V. P. of 
Landers, 
Frary & 
Clark 


STANLEY G. 
FISHER 





The appointment of Stanley G. Fisher 
as vice president in charge of the electric 
housewares division of Landers, Frary & 
Clark, manufacturers of Universal house- 
hold helps, was announced recently by 
Richard L. White, chairman of the board. 
Mr. Fisher was formerly sales manager 
of the electric housewares division. 

The company also announced the ap- 
pointment of two other vice presidents. 
They are Ralph R. Jugo, vice president 
in charge of the South American Export 
Business, and Lee Moss, vice president in 
charge of vacuum cleaner sales. 





Waehlti Succeeds Fenwick 
As Head of Canadian Elgin 


John S. Waehlti, formerly director of 
sales and marketing for Elgin Watch Co. 
Ltd., Toronto, Canada, has _ succeeded 
Gordon Fenwick, retired, as managing 
director of that organization. 

Waehlti joined the company early im 
1953 after many years’ experience in the 
watch marketing field in Canada, Switzer- 
land and the Far East. 

Fenwick had been with Elgin 44 years 
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e of his retirement, the entire 


the tim 
been spent at the Toronto 


period having 
office. 


Dennison Manufacturing Co. 
Elects New Officers 


At the recent annual meeting of the 
Dennison Mfg. Co., four new officers were 
elected. Dana C. Huntington was elected 
vice president; Robert N. Wallis, trea- 
Calvin E. Josselyn, assistant trea- 


surer; oly! 
and Francis E. Swisher, clerk. 


surer, 


DANA C. 
HUNTINGTON 


Flected V.P. of 
Dennison Mfg. Co. 


Other officers who were re-elected were 
John S. Keir, president, and John A. Gar- 
vey, vice president. Directors re-elected in- 
cluded: John S. Keir, John A. Garvey, 
Dana C. Huntington, Robert N. Wallis, 
James T. Dennison, Howard E. Gorton 
and Philip B. Hamilton. 





Ronson Names 
V. P. for 
Electric 
Shaver 
Division 


BEVERLY B. BOND 





Louis V. Aronson, president of Ronson 
Art Metal Works, Inc., has announced the 
appointment of Beverly B. Bond as vice 
president in charge of the Electric Shaver 
Division of the Ronson company. 

Prior to his appointment by Ronson, Mr. 
Bond was vice president in charge of 
domestic and foreign manufacturing for 
Remington Rand, Inc. Previous to his 
association with Remington Rand, where 





Water Resist 


IMPORTED! 


—— _ ——— ———— 


ant Cases 


yellow with S.S. Back 
— each 


in Quantities 
lO! & Vs ie 
all Calibers 
Guaranteed 
Precision Finished 


Write for Samples and money-saving prices on all 
Stainless steel, chrome/S.B., or nurses cases. 


yorade Watch Case Distr's 


980 Fifth Ave. New York 36,N. Y. 
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he was employed for 25 years, he was 
affiliated with the Du Pont and Auto-Lite 


companies. 


———_—_ --_—_——-_— 


Fishel and Schwab Accept 
Posts in Cancer Fund Drive 


Carlton M. Fishel, of Trifari, Krussman 
& Fishel, Inc.. is serving as chairman of 
the Costume Jewelry Division, and W. 
Waters Schwab, president of J. R. Wood 
& Sons, Inc., is chairman of the Jewelry 
Division for the 1954 April Cancer Crusade. 

The New York City Cancer Committee 
through its program of educating the 
public to the importance of early detection 
and treatment of the disease, works all 
year-round to combat this deadly killer. 
It also provides the medical profession with 
the latest life-saving information about 
cancer, supports promising research, and 
provides a variety of free services to cancer 
patients. 

To continue this necessary work in 1954, 
the Cancer Committee, a local division of 
the American Cancer Society, must raise 
$1,549.000 towards the national goal of 
$20,000,000. 


June Accessories Show to 
Feature Costume Jewelry 


Following its highly successful first 
presentation last January, the New York 
Main Floor Accessories Show has sched- 
uled its second show for June 20 through 
24 at the Hotel McAlpin. 

Allen Bryson, show manager, announced 
that costume jewelry exhibits will occupy 
the entire seventh floor of the hotel. The 
other three floors which the show will oc- 
cupy will be utilized for exhibits of scarfs 
and neckwear, flowers, handkerchiefs, 
gloves, belts, ho2ndbags, personal leather 
goods, hosiery and umbrellas. The costume 
jewelry lines to be shown will range in 
price from $1.00 to $400 retail and will 
include rhinestone, karat gold, tailored 
metal and hand-manipulated lines. 

The show will feature approximately 250 
lines in the eleven categories. It was stated 
that buyer attendance. based on the regis- 
tration for the first show. is expected to 


exceed 6000. 





Maurice Spain & Son Purchase 
Clifford A. Miller & Co. 


Maurice Svain & Son, manufacturing 
jewelers of Newark, N. J.. announced re- 
cently the purchase of Clifford A. Miller 
& Co.. Inc.. New York manufacturing 
jewelers at 64 West 48 St. 

The newlv-acauired firm will be operated 
as the Clifford A. Miller Corporation under 
the direction of Maurice Spain, Jr. It was 
stated that the company will remain at its 
present address and that the present per- 
sonnel would be retained. 

In addition to Manrice Svain, Jr.. other 
principals of the Miller firm are Maurice 
Spain, Sr., and Richard Spain. The firm 
of Maurice Spain & Son will continue to 
be operated at its present Newark address 
—85 Chestnut St. 








One source of supply 
for ALL your investment 
casting, melting and 
polishing needs! 


MATERIALS 


Investments for cast- 
ing gold, silver, plati- 
num, and other non- 
ferrous metals. 


Waxes in a wide 
range of types to as- 
sure high-quality pat- 
terns in rubber or 
metal molds. 


Top quality rubber 
mold materials. 


Complete line of pol- 
ishing compounds. 








ACCESSORIES 


Plexiglass Bell Jars 
Tongs 

Melting Torches 
Bar Cutters 


Melting Crucibles 
Casting Crucibles 
Safety Goggles 
Asbestos Gloves 





EQUIPMENT 


Vulcanizers 

Wax Injectors 
Vacuum Machines 
Melting Furnaces 








Burnout Ovens 
Program Controls 
Casting Machines 
Polishing Machines 


ocaace® 


Write for 


CATALOG +52 
and new 
casting supply 
supplement. 


ALEXANDER SAUNDERS & CO. 
Precision Casting Equipment 
and Supplies 
97 Bedford Street - New York 14, N.Y. 
WaAtkins 4-8880 















& Popular Priced XY 


if 5, Mesoreic Rings () 
N , 


No. 1631 is a moderately priced eye- 
appealing ring with raised gold “G" 
in blue enamel and white enameled 
square, recessed on a matted top that 
has a blue enamel border — Plumb and 
Trowel side emblems in matted sunken 
background. 





No. 1626 is similar in design and 
colors to No. 1631, but with decorative 
border in polished gold. No. 1/778 
Masonic Lapel Button set with .02 fine 
white diamond. Of heavy weight white 

: YY gold Rhodium finish, 
10K or 14K gold. An 
ideal presentation gift 
for the new Mason. 





GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 

















WANT T0 SELL ? 


GET DOLLAR 
FOR DOLLAR 


, — for 


A Reputable Store 















doing a Cash Business 
for many years: 


J |ONEL tk ANG 


2745S Reservoir Ave. 
New York 63, N.Y. 




























LEDA — FEATURES 


14 K—G. F.—S. S. Findings 
All Price Ranges 
Ear Wires—Settings (Platinum) 
Stud Back & Wing Backs 
‘and a Thousand & One Other Items" 


LEDA FINDINGS CO. 
36 W. 47th St. PL 7-0758 





New York 36, N. Y. 











Coro Initiates Expansion 
Of Providence Factory 


Based on record sales and _ increased 
interest in its products during 1953, Coro, 
Inc., Providence manufacturer of fashion 
jewelry, has initiated a plant expansion 
program which this year will add 37,500 
square feet to its 180,000 square foot 
factory. 

The program calls for a three-story addi- 
tion to one wing of its present building, 
and together with appropriate equipment 
installations will involve an investment of 
approximately $500,000. 

In the company’s annual statement to 
stockholders, Gerald E. Rosenberger re- 
ported 1953 sales of $21,846,945, as com- 
pared with $20,367,091 in 1952, a 7.2 per 


cent increase. 





R. I. Governor Proclaims 
Dates for "Market Week’ 
Governor Dennis J. Roberts of Rhode 


Island recently signed a proclamation de- 
signating the period from May 9 through 
May 20 as “Wholesale Jewelry Buyers 
Market Week.” During this time the 
Manufacturing Jewelers Sales Association 
will conduct its semi-annual jewelry show- 
ing for wholesalers at the Sheraton-Bilt- 
more Hotel in Providence. 





Roberts 


Shown here with Governor 
(left) after he signed the proclamation 
are John A. Cerrito (second from left), 
president of the MJSA; Kenneth E. 
Randall (second from right), secretary, 
and Joseph Lavan, vice president. 





Wallace Names Operating 
Committee Under New President 


To more effectively meet current pro- 
duction and sales schedules, R. Wallace 
and Sons Mfg. Co. announced April 13 
the formation of a new operating commit- 
tee with H. Stuart Stone, president, as 
chairman. 

Other members of the committee are: 
Donald W. Leach, now vice-president in 
charge of sales and distribution of all 
Wallace products; Warren L. Mottram, 
vice president in charge of industrial re- 
lations; Emery B. Danzell, new vice presi- 
dent in charge of all manufacturing; and 
Clifford F. Thompson, treasurer of the 
company. 

The new management team gives the 
119-year-old silversmiths a compact and 
effective top organization to direct man- 
ufacture and distribution of sterling and 
plated hollowware. stainless steel flatware, 



































































and the exclusive “third dimension beauty” 
sterling ware designed by William Warren, 

Mr. Stone, who took office as Wallace 
president on April Ist, also announce 
that the Special Products Division whic, 
makes items for the armed forces. will 
continue to operate as a separate Section 
of the Wallace company. Elson P. Dolliye 
continues as general manager of this diy, 
sion. 





Napier Co. Institutes 
Employee Retirement Plan 


The Napier Co., jewelry manufacturer, 
of Meriden, Conn., recently instituted , 
retirement and pension plan for all jt 
employees, including its sales force, 

Under a trust fund with the Chemica 
Bank and Trust Co., of New York, the 
company will annually set aside funds fo 
the benefit of its employees, according 
to James H. Napier, president. Retire. 
ment age for male employees will be 67 
and for female employees, 65. All ep. 
ployees over 30 years of age who haye 
served one continuous year with the con. 
pany are eligible for the pension play, 

The entire cost of the plan is paid by 
the Napier Co. Mr. Napier stated that no 
contribution from the employees is jp. 
volved in this plan. 

Under the terms of the trust agreement 
no part of the funds can be recovered by 
the Napier Co. but all is exclusively de. 
voted for employee retirement purposes 
even if at some future time the company 
should amend the plan. The effective date 
of the plan was set as of December ], 
1953. for coverage and eligibility purposes, 


No Floor Tax Rebate Granted 
On Pens, Pencils and Lighters 


No floor stock credit or refund is per. 
mitted under the excise tax reduction act 
on mechanical pencils, pens and lighters 
held for sale on April 1, 1954, by whole. 
salers, jobbers, distributors and _ retailers. 
Attention was directed to this fact re 
cently by the Internal Revenue Bureau. 

The bill, however, does permit a floor 
stock credit or refund on refrigerators, 
quick-freeze units, refrigerator compo- 
nents, and electric, gas and oil appliances. 
These items, formerly taxed at 10 per 
cent, now bear a five per cent manufac: 
turers tax. As a condition for allowing 
the five per cent credit or refund, the 
manufacturer must file his claim prior 
to August 1, 1954, and must, prior to 
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LOUIS LENHOFF 


America's Ethical Auctioneer, 
Says Don't Gamble; have been conducting 
Auctions for Retail Merchants the Past 28 Years 
All Over America, No Deal too Large, No Deal 
too Small. 


TYler 6-0439 
3010 W. Chicago Bivd., Detroit 6, Mich. 

















SCREW DRIVERS 
PIN VISES. ETC. 


ACON watch CROWN CO. 


50 Eldridge St., New York 2 


Manufacturers of Gold Filled i 
Sold through Wholesalers & Jobbers 
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reimburse the holder of the 
for the amount claimed. 

The manufacturers’ excise tax on pens, 
pencils and lighters, formerly 
at the 15 per cent level, was reduced 


April 1 to 10 per cent. 


that date, 
floor stock 


mechanical 


———— 


j. H. Martin Elected to 
Board of Reed & Barton 


At the annual meeting held at the 
Taunton, Mass., office on Friday, April 2, 
Joseph H. Martin, vice president, was 
lected to the board of directors of Reed 
& Barton. 

Mr. Martin, who has been associated 
with Reed and Barton for over half a 
century, has been in charge of sales op- 
erations for many years. Under his direc- 
tion, the company’s products have been 
successfully distributed throughout the 
entire United States, as well as in Europe, 
Central and South America, and in other 
parts of the world. 





NEMJ&SA Amends By-Laws to 
Admit Salesmen as Members 


The New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association created a 
new category of membership at a special 
meeting of the stockholders held April 13 
at the Sheraton-Biltmore Hotel in Provi- 
dence. 

Unanimously approved by the stock- 
holders were changes to the association 
by-laws that provide for the status of 
“affiliate members.” This category of mem- 
bership would be open to persons and 
firms engaged as sales representatives for 
manufacturing firms in the trade. 

This provision was aimed at coordinating 
the interests of jewelry sales representa- 
tives with the interests of the manufac- 
turers. A principal association activity of 
the afhliate members will be the two annual 
jewelry showings in Providence conducted 
by NEMJ&SA for the jewelry wholesaler. 

This move to extend the membership to 
sales representatives was said to be in- 
itiated by a group of salesmen in the 
Providence area in order that the sales 
and merchandising activities’ of the asso- 
ciation might represent a coordinated in- 
dustry effort with all interested factions 
of the industry participating. 
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FTC Clarifies Position on 
Use of Word 'Free' in Ads 


The Federal Trade Commission has 
further clarified its position with respect 
to the use of the word “free” in adver- 
tising. Last year, the FTC had ruled 
that it was permissible to use the word 
free” in connection with advertising and 
promotion programs if all contingent con- 
ditions were clearly explained. It would 
act against use of the term, the commis- 
sion said, only where there is a tendency 
or Capacity te mislead or deceive the 
public, 

However, in a modification of an order 
against a book circulation club, the FTC 
says that in addition to making terms of 
such offers clear, if there are other items 
required to be purchased in order to ob- 








tain the ‘free’ article, the offerer can’t in- 
crease “the ordinary or usual price, reduce 
the quality, or reduce the quantity or size 
of such article of merchandise.” 


Tissot Salesman Honored 
By Sales Executive Club 


Sidney Langsam, metropolitan New York 
representative for Tissot watches, was re- 
cently named winner of the “Most Dis- 
tinguished Salesman” award by the Sales 


Executive Club of New York. 





At a special banquet at the Waldorf- 
Astoria in New York for “most dis- 
tinguished salesmen”, Mr. Langsam (left) 
was presented with a suitably inscribed 
“Oscar” in recognition of his accomplish- 
ments. He is shown here receiving the 
award from Jim Farley, guest speaker at 
the banquet. 

















Crystal Chix 
GLASS DISPLAY DOMES 








_ 


WITHOUT BASE 


Glass Domes supplied with wood hases, finished in 
black mahogany or walnut. Offer your customers the 
ultimate in attractive protection for fine china fig- 
urines, wedding cake ornaments, religious statuary, 
or other treasured objet d’Art. Available in sizes 
ranging from 2!/” x 5” to 13” x 27”. 

Clock Domes without bases individually packaged 
for on protection and = of handling. 


A Price 

“ x 7” $2.00 

44" x 7” 2.38 
44” x 7Yo” (with 1” 

hole at top) 3.50 

42” x S” 2.38 

*456” x 8” 2.00 

*51/o” x 11” 2.50 

) x 11” 4.25 

73%” x 15” 6.25 


*Machine Made. 
All prices net wholesale F.0.B. Chicago. 


CRYSTAL GLASS TUBE 
& CYLINDER COMPANY 
7317 SOUTH CHICAGO AVE. 

CHICAGO 19, ILLINOIS 
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| Stainless... 














We created classic, delicate 
designs to utilize the strength 
— and durability of stainless. 

Our method of forming 
guarantees exclusive products— 
there are no successful imitators 
of our jewelry, in stainless or 
other metals. Our prices range 
_] from $2.00 to $12.00 keystone. 
We will ship sales tested 

| assortments of $40.00 and 
$75.00, plus promotional 
material, to any rated jeweler 
with the right to return 
in 10 days. | 














The Platina Company 
21 North George St. 
York, Penna. 





—— ore. —~) 
(CNARRAGANSETT ). 


ages PROVIDENCE —~ 


Completely Renovated 


from $4.25 
including parking 














NEW MANAGEMENT | 











announcing 


INTEGRITY DIAMOND RINGS 


Outstanding Values 
$62.50 to $500 retail 
A new mounted diamond ring and Lock 
Sets line, with supporting sales aids 
which include guarantees—displays, mat 
service, price tags, ring boxes, etc. 


Exclusive Franchises Available 


LOUIS F. GUINESS, INC. 


Diamond Importers Since 1910 
373 Washington St. Boston, Mass. 
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s. oa co. 
370 7th Ave., N.Y. 1, N.Y. 











wew Cha bth 
PACIFIC 
GIFT PAKS 


EUREKA MFG. CO., INC. Taunton, Mass. 
Makers of Rolls, Bags, Cases and Sheets for 
Silverware since 1926. Send for descriptive 
leaflets and Price List. 








Seid enty direct te Retailers 
WELLS MFG. CO. ATTLEBORO, MASS 





NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 




















q The ninth annual dinner-dance of the 
Diamond Peacock Club at the Hotel Somer- 
set on May 1, the 65th annual convention 
and banquet of the Massachusetts & Rhode 
Island Retail Jewelers Association at the 
Parker House on April 21, and the 3lst 
annual banquet of the Boston Jewelers 
Bowling League at the Hotel Brunswick 
on May 4 all occurred just at a time when 
this issue was in process of printing and 
distribution. Complete details of all will 
be included in next issue. Harold W. 
Barry, chairman of the Diamond Peacock 
dinner-dance committee, reported advance 
reservations as topping all previous years, 
but was silent on the matter of the souvenir! 
Russell Ferguson, secretary of the Mass. 
and R. I. group, reported plans complete 
for speakers, door prizes, and entertain- 
ment for that affair. And, at last reports, 
the A. Stowell & Co. team was leading by 
four points in the bowling league, with 
distribution of prizes looked forward to 
eagerly by all participants. 

¢ Members of the New England Guild, 
American Gem Society, met at the Hotel 
Statler on April 22, where the third of the 
series of tape and recorded lectures was 
presented. This was prepared by the GIA, 
and was entitled “The Polariscope, Part I.” 
The lecture was followed by a short writ- 
ten quiz. 

4 Members of the executive board of the 
New Hampshire Retail Jewelers Associa- 
tion met at the Joliet Club, Manchester, 
N. H., on March 7 and laid plans for the 
39th annual convention of the association 
at the Hotel Wentworth-by-the-Sea, Ports- 
mouth, N. H., on June 27 and 28. 


q Benjamin D. Shreve, president and gen- 
eral manager of Shreve, Crump & Low Co., 
announced on March 15 the election of 
Richard S. Shreve as vice-president. “Dick” 
Shreve will continue also as assistant gen- 
eral manager and director. At the same 
time, Harold B. Bliss, director and assis- 
tant treasurer, was elected treasurer to 
succeed Arthur M. Horne, who resigned 
after 35 years in the position. William H. 
Shreve was elected a member of the board 
of directors. 

€ D. C. Percival & Co., Inc., second floor, 
Jewelers Building, has been appointed ex- 
clusive agents in New England and New 
York State, outside the Metropolitan area, 
for the Universal Geneve collection of 
watches. A complete range of all types 
will be carried. 

q The Herbert W. Stranger Co., 306 Wash- 
ington Building, has taken on a new sales- 
man, William “Bill” Durie, formerly with 
the Smith-Patterson Co. He will replace 
Ted Cutler, who is switching to a musical 
career, and will cover Connecticut and 
Western Massachusetts. 

q A necklace containing more than 100 
carats of diamonds, and estimated to be 





NEW ENGLAND 








worth $250,000, was on display togethe, 
with a $75,000 diamond bracelet at the 
Smith-Patterson Co. store from April | 
to 10, attracting widespread attention. The 
necklace, a masterpiece of jewelers’ art, 

contained a combination of square and 
brilliant cut diamonds forming a three. 
sided strand, and the necklace included 
a marquise pendant of clear blue, the 
diamond alone weighing more than 9% 
carats. The bracelet contained diamond: 
weighing 64 carats and _ included five 
emerald-cut diamonds, 18 round diamonds, 
52 square diamonds, and 132 baguette 
dismonds. Two display windows, one op 
each side of the Avon Street doors, als 
attracted much attention, both being 
geared to the coming wedding season, 
One contained gift suggestions for the 
bridesmaids; the other similar suggestions 
for gifts for ushers. 

qd Members of the Thomas Long Employees 
Association met at Schrafft’s Restaurant 
on April 1 for dinner and electien of 
officers. Joseph Ball of the wholesale divi- 
sion was installed as_ president; Miss 
Dorothy Talbot, retail, as vice-president: 
Miss Margaret McGowan, retail, as trea- 
surer: Miss Jean Gillis, wholesale, as 
secretarv: and Rolend Dorais, wholesale, 
as assistant secretary-treasurer. 

4 Jack Margolis, formerly of the Jack 
Michaels Co. and I. Alberts’ Sons, has 
joined the sales force of D. C. Percival 
& Co., Inc., second floor, Jewelers Bldg. 

q An Associated Press dispatch from 
Lowell, Mass.. on Avril 3. stated that 
Miami police had notified Mrs. Fred §. 
Gugezenheimer that thev had found $50,000 
worth of jewelry she had misolaced at the 
airport there before leaving for her home 
the day before. Mrs. Guggenheimer, wife 
of the chain jewelry store owner, had 
reported missing the valusbles. They. were 
turned over to the Miami authorities by 
an unidentified man at the airport, and 
were forwarded by police to the Boston 
airport for return to Mrs. Guggenheimer. 
4 An idea which has attracted much atter- 
tion in the display windows of the Charles, 
Henry & Crowley jewelrv store. Citv Hall 
Place. Boston, and which well might be 
adapted to use elsewhere, is the showing 
of a number of photos of well-known radio 
and TV personalities, together with cap- 
tions—Raloh Edwards. “This is Your 
Life”: Fred Allen. “Indge For Yourself”; 
Groucho Marx, “You Bet Your Life”: and 
Bishop Fulton J. Sheen, “Life Is Worth 
Living.” The photos were accompanied by 
appropriate displays of jewelry and gift 
items. 

4 Louis Lemay, of Lemay Brothers, Man: 
chester, N. H., was among several leading 
businessmen of that city to help with the 
inauguration of the new television station, 
WMURTYV, which held its formal debut 
on March 28. Gerard Lemay, opticiat, 
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and Mrs. Lemay, have returned from an 
extended southern trip, including a visit 
to New Orleans. : 

4 Ben Rosenberg, 503 Jewelers Building, 
has taken over the jewelers’ trimmings 
business formerly headed by Milton Orkin 
of the Province Building, and will operate 
the business at the same address as the 
Boston Findings Co. Mr. Orkin has gone 
to California. 

4 Duro-Seal Watch Crystal Co., operated 
by Solomon Quasha, and formerly located 
at 44 Bromfield St., has moved into a 
new location in Rooms 505-507 Jewelers 
Building. 

¢ Beaudet’s, Jewelers and Optometrists, 
111 Main St., Woonsocket, R. 1., marked 
its golden anniversary and held an open 
house during the week of April 5. 

q Harold Partridge of Trefry & Partridge 
represented retail jewelers in the spring 
Red Cross drive, and Bernie Mendelsohn 
of Mendelsohn & Terban, 412 Washington 
Bldg., was chairman of the wholesale 
jewelers’ division. Both reported excellent 
response. 

q Arnold F. Miller, formerly assistant 
manager of the Kay Jewelry Store, Salem, 
Mass. is now manager of the Malden 
Square store of the same firm in Malden, 
Mass. 

4 Roy Gowell, North Abington, Mass., has 
completely remodeled his store, installing 
ultramodern all-glass showcases. 

q Stanley A. Szwed, of Windsor Locks, 
Conn., has dropped a line of TV sets, but 
has enlarged the line of appliances. 

q Daniel J. Bosworth of Bellows Falls, Vt., 
recently renovated and completely redeco- 
rated his store. 

q “Nat” Goodman of N. I. Goodman, Inc., 
1006-7 Jewelers Bldg., is making plans to 
attend the National Wholesale Jewelers 
Convention in Chicago in June. Miss 
Doris Perry, bookkeeper, was engaged re- 
cently to Benjamin Kittenplan of New 
York City. “Nat” reports Miss Perry will 
be the 1lth girl to be married from his 
office in his more than 30 years in business. 
q Charles Ross, watchmaker with Travis, 
Farber Co., 909 Jewelers Bldg., has re- 
turned from a trip to Chicago where he 
visited his daughter and met Mrs. Ross on 
her way back from California. Both flew 
back to Boston together. 

q Louis Swartz, of Universal Watch Co., 
703 Jewelers Building, ‘is recuperating 
from an appendix operation. 

q Mr. and Mrs. Israel Epstein of Barry 
& Epstein, 400-401 Washington Building, 
are back from Florida, well-tanned. 

q Henry Kamlot of 307-311 Washington 
Building, is still getting in late-winter 
skiing on week ends at North Conway, 
N. H., and Stowe, Vt. 

q.R. E. VanGelder, jeweler of Burlington, 
Vt., has sold out his business and gone 
south, 

q Mrs. Majoric A. “Regina” Noury, of 
Manchester, N. H., is home from the 
Notre Dame Hospital, convalescing from 
an operation. 

4 Miss Mimi Droeghmans, associated with 
Jane Barber and Phil Barber, 712 Wash- 
ington Building, left for Paris on April 
24 to be gone for five or six months. 
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q Harold Parritz, son of Reuben Parritz 
of Harry Parritz & Brother, 315 Washing- 
ton Bldg., who recently entered the legal 
field after graduation from Harvard and 
Yale law schools, was married on March 
14 to Miss Nancy Sue Seder, of Worcester, 
Mass. 

q On April 1, the Sheraton Jewelry Co. 
moved trom Rooms 742-5, Province Build- 
ing, to Room 746, recently vacated by lra 
R. Cherney. 

q Gem-Ell Jewelry, Inc., operated by 
Archie Kasarjian, moved on April 1 from 
Room 406 Province Building to new and 
larger quarters in Rooms 742-745, just 
vacated by Sheraton Jewelry. 

q Murray Klein, formerly in Room 603 
Province Building, moved to new and 
larger quarters, Rooms 610-611, on April 1, 
installing a large window display in the 
adjacent corridor. 

q Douglas C. Woodman, Inc., Room 604-5 
Province Building, took over Room 603, 
formerly occupied by Murray Klein, and 
plans expansion. 

q A. Datz & Co. is now settled in its new 
and much larger quarters in Rooms 427-3-9 
in the Province Building. The place has 
been wholly redecorated very sharply, with 
orchid ceiling, “Tristan purple” walls, and 
antique white trim. Much larger display 
area has been provided. 

q David C. Freedman, Room 415 Province 
Building, has added Rooms 412 and 413, 
with all new fixtures and new decorations. 
q Art Engraving Co., formerly in Room 
437 Province Bldg., has moved to Room 434. 
q Santisi-Bove Jewelry, 438 Province Bldg., 
has enlarged their quarters to take in 
Room 437 next door. 

q The Glitter Shop, which opened only a 
few months ago at 138 Massachusetts Ave., 
Boston, closed out on April 15. 

q Mr. and Mrs. Michael J. Harrington, 
jewelers of Newport, N. H., have returned 
from a week’s trip to Washington, D. C., 
and Princeton, N. J. 

q Mr. and Mrs. H. Sandler of Sandler's, 
Inc., Gloucester, Mass., are back from a 
spring trip to Virginia. On the way home 
they visited the Toy Show in New York 
City. 

q Mr. and Mrs. Roy Heney of Stewart & 
Heney, Clinton, Mass., are back from a 
winter vacation in Lake Worth, Fla. 

q Edward S. Page, of M. S. Page Co., 
508 Jewelers Building, has returned from 
a three weeks’ trip to Bermuda. 

q Louis F. Guiness, of the firm of the 
same name, 711 Jewelers Building, is back 
from an extended trip through Europe 
where he renewed many old friendships 
and brought back diamonds from Antwerp. 
Edwin Guiness and Sherman F. Shatz have 
been covering New England and New York 
State in connection with the firm’s new 
Integrity Diamond Ring Co. branch. 





Jewelry Partnership Dissolved 


The co-owners of the Christensen Jewelry 
& Gift Shop, Bath, N. Y., announced re- 
cently the dissolution of their partnership. 

Gerald F. Stabel, a partner since 1939, 
will continue the business under his own 
name at 41 Liberty St., Bath, N. Y. 




















Wholesalers 


Oradise.... 


When you enter the pertals of our Paradise 
. -. you'll find wonderful surprises gathered 
around our fountain. New styles, new lines 
... and the security for you under our protec- 
tive sales policy . . . truly a wholesaler’s 
paradise! 


Introducing... 
+2, °3 and °4 Styles 


Now you can have the famous Alice styling 
and stifl-finer quality in higher priced styles 
. .« featuring the new experimental finish! 
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“ “THE BRIDAL PAIR 

HIS & HERS ” 
PROSPERITY — 
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only fow of therm! tae, | 
about $1 earring ideas of | 4 

In our Suite 525-527, er oe 

Providence, Rhode Island, May 
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NOW size ALL rings 







NEW 
HERMES 
STANDARD 
RING 
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Expanding mandrel for rings from 
size 1 to 15. Reducing die features 
16 sizing holes. Can’t scratch or mar 
plain rings. $99.50 


NEW 
HERMES 
STONE 
RING 
SIZER 





Enlarges any stone ring safely with- 
out touching stone or mounting. 
Eliminates all cutting and soldering. 
Simple, fast operation. $69 


Time Payments 
Send for literature 


New Hermes Engraving Machine Corp. 


13-19 University Pl., New York 3, N.Y. 

























For Fast Dependable 


Economical 


WATCH REPAIRING 


Send your work to 





Cooper's Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
PLaza 7-1740 
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q Congratulations are going to John 
Samuelian, owner of Campus Jewelers, 
3717 Spruce St., Philadelphia, upon his 
appointment as a Certified Gemologist and 
Registered Jeweler in the American Gem 
Society. Although he has only been in 
the jewelry field since 1948, he has already 
met with outstanding success marked with 
the opening, last year, of a completely new 
store designed and built to meet his needs. 
q Samuel Paull has returned to the store 
of C. R. Smith & Son, Inc., 7 S. 18th St., 
Philadelphia, after a two-week absence 
spent on a submarine for his annual train- 
ing in the Reserve Corps. 

q Friends and acquaintances are offering 
condolences to the family of the late Fred 
J. Cooper upon the recent passing of “the 
Cooper girl with that happy smile”—Mrs. 
Donald T. Moorhead (nee Pearl Cooper). 
Mrs. Moorhead was a stockholder and 
formerly worked in the Fred J. Cooper 
jewelry store at 109 S. 13 St. She leaves 
her husband; four small children; her 
sisters; Miss Elaine Cooper, the former 
Miss Phillis Cooper and the former Miss 
Chara Cooper; and brothers: Theodore 
and Douglas Cooper. All are stockholders 
of the Fred J. Cooper Store. 

q Perhaps, by the time you read this, some 
“lucky lady” shall have won her $100 
worth of sterling at S. Kind & Sons of 
Chestnut St. near Broad, Philadelphia. To 
the girl who, by purchasing a place setting 
or more of sterling, becomes party to the 
ten thousandth transaction on the firm’s 
popular Silver Dollar Club Plan goes a 
prize of one hundred dollars worth of 
sterling in the pattern of her choice. 
Kind’s Silver Dollar Club Plan has been 
a success since its inception in 1948. 

q There’s credit available to customers at 
2534 West Chester Pike, Broomall. Here, 
the Benjamin C. Cope store had been 
operating on a cash basis until last month 
when the Upper Darby National Bank 
Charge-Rite system was established. 
Through this system, smaller stores are 
offering advantages previously available 
only through department stores and larger 
specialty shops. 

q Louis K. Morley, who was manager of 
the jewelry repair department at J. E. 
Caldwell & Co.. Chestnut and Juniper Sts., 
passed away Sunday, March 28th, at his 
home, 5724 Crittenden St.. Philadelphia. 
Mr. Morley was 76 vears of age. He had 
served as head of the repair department 
at Caldwell’s for 50 years and worked in 
the same department for nine years before 
heading it. He is survived by a daughter, 
three sons, a brother, 12 grandchildren and 
five great-grandchildren. 

q A special exhibit of local art was dis- 
played in show windows of stores in Mount 
Airy, Philadelphia, during Mount Airy 
Week, April 25th to May Ist. Benz and 
Cagno Jewelers participated in this show- 
ing and were also listed in the “Mount 
Airy Guide.” This prominent jewelry store 
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moved last November from 7118 Germap. 
town Ave., to the new and larger store a 
7102 Germantown Ave. They have been 
six years in Mount Airy and have become 
well known through active promotion jp. 
cluding regular advertising in The Herglq 
a local newspaper. 
q DeWolf Jewelers have greatly expanded 
the luggage, camera, appliances and type. 
writer departments since moving three 
months ago from 1 S. 8th St. to 799 
Chestnut St. The new store has been com. 
pletely modernized, and is about three 
times the size of the store on Eighth St, 

q There were two attractive and unusual 
displays at The Philadelphia Flower Show 
this year, held the last week in March 
and the first in April at the Commercial 
Museum. One was the Bailey, Banks and 
Biddle display; the other the J. E. Caldwell 
display. Bailey, Banks and Biddle also 
had the honor of being the store from 
which the Governor’s prizes for the Flower 
Show were purchased. 

q May 4th is the last day for classes in 
the course titled “Gems for the Laymen” 
conducted at the Academy of Natural 
Sciences by C. Fred Muth of Jenkintown 
and Ocean City. The experimental course 
consisted of ten lectures which were de- 
livered by Mr. Muth each Tuesday evening 
from March 2nd to May 4th, and which 
were illustrated with his collection of gem. 
stones and charts. He also gave several 
additional Sunday afternoon lectures which 
he also illustrated with colored slides. To 
these the class of fourteen students were 
permitted to bring guests. Cost of the 
series was ten dollars; to members of the 
Academy of Natural Sciences $7.50. The 
series of classes were an experiment this 
season—an experiment which has proven 
so successful that it will undoubtedly be 
repeated. 

q The Academy of Natural Sciences is 
conducting sixteen programs of the tele- 
vision series, “The University of the Air.’ 
Of these, C. Fred Muth of Jenkintown 
and Ocean City has been scheduled for 
one and possibly another. He will tell a 
famous diamond story using charts and 
other illustrations. The tentative date is 
early in May. 

4M. Simon and Co. have joined other 
merchants in promoting the Boulevard 
Shopping Center where the new Simon 
store is located. One week in April 2 
high diver was featured. He dove from 4 
110-foot pole into a seven foot tub of 
flaming water every morning, afternoon 























LEARN WATCHMAKING 
» F @ REPAIRING - ENGRAVING 
Day or Evening 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 


Write Dept."’K'' Ill'd one 


Eve. School ° ‘ 
in Watehmaking 22ldwin 9-1376 Est. | 
Sept. 22-May 23 Arthur T. Johnson, Principal 
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thousand people watched his performances. 
\t the same time, the M. Simon store in 
central Philadelphia is focusing attention 
on diamonds in advertising and sale pro- 
4 Time played a joke on Time Jewelers. 
Harold S. Lazow, new owner of the store 
at 8 N. 12th St., Philadelphia, planned an 
exciting promotion. He placed in the 
window four rocks, each labelled with a 
letter arranged to spell “R—I—N—G.” 
Four turtles also were put into the win- 
dow, each labelled with a letter corres- 
ponding to a rock. The scene was set with 
all the trimmings—a deep platter with 
water, a net to keep the turtles from 
straying too far, and a sign announcing 
a prize of a $200 diamond ring to the 
first person reporting that each turtle was 
perched on his corresponding rock. The 
turtles moved about—one went imme- 
diately to his rock. But people glanced 
and moved on. It didn’t take long for the 
store to realize that passers-by thought the 
display was a joke—because it was in- 
stalled April 1, April Fools Day! Mr. 
Lazow. and Miss Marion Kaulkins, of his 
staff, removed the display an hour after 








Keepsake Offers 
Fiunagan Commercials 


Keepsake has signed Ralph Flanagan, 
popular band leader, to transcribe a dozen 
Keepsake diamond ring commercials. They 
are furnished free to jewelers upon request 
to the A. H. Pond Co., Syracuse, N. Y. 
They allow ample identification of the 
sponsoring jeweler. 





High Court Issues Ruling 
On Maryland ‘Use’ Tax 


Out-of-state retailers are not obligated 
to collect and pay over to the State of 
Maryland a “use” tax on goods sold to 
Maryland residents, the U. S. Supreme 
Court says. 

\ new ruling by the Court invalidates 
the tax—similar to a sales levy—on goods 
bought outside of Maryland. The decision 
does not cover mail order’ or telephone 
order purchases. 

A test case was appealed to the Court 
after Maryland brought suit to collect 
$356.40 in taxes from a Wilmington, Del., 
furniture store and also obtained attach- 
ment of an $800 station wagon to offset 
the “indebtedness.” 

Maryland residents who buy in Wil- 
mington, the Court decision notes as- 
suredly are subject to a tax on the mer- 
chandise they use or store in Maryland, 
but the out-of-state seller cannot be made 
to assume the burden of collecting that 
tax. 

There can be no valid argument by 
state officials, the Court found, that the 





and evening. An estimated forty to fifty 








they put it in the window, Other means of 
promoting business have been more suc- 
cessful for Time Jewelers, since the pur- 
chase of this business by Harold Lazow 
in January, 1954, including a continuing 
series of ads in the Philadelphia Inquirer. 
q The folks at the Louis Jagielky store at 
1603 Walnut St. have received a hearty 
response to their Easter window, a thing 
of beauty dominated by two large dream- 
puff Easter bunnies. The color scheme was 
soft shades of pink and green; the gems 
showed variety, yet employed only a few 
pieces of merchandise. 

q Although there is much publicity about 
Pennsylvania leading the nation in the 
number of unemployed, a spokesman for 
Huberman’s Credit Jewelers of 21 S. 11th 
St. and 3164 Kensington Ave., said their 
stores are not feeling it partially because 
a large percent of the unemployed are 
those who came from other parts of the 
country for defense work. They never 
established credit here. To those of the 
area who are considered good credit risks 
Huberman’s are “selling terms—not mer- 
chandise” in current advertising in Phila- 
delphia’s leading newspapers, The Evening 
Bulletin and The Philadelphia Inquirer. 
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. NEW - 
PACIFIC 
GIFT PAKS 
EUREKA MFG. CO., INC. Taunton, Mass. 


Makers of Rolls, Bags, Cases and Sheets for 


Silverware since 1926. Send for descriptive 
leaflets ond Price List. 


FOR May, 1954 





Maryland buying market was exploited. 
The furniture company has no_ branch 
outlet in Maryland and does not take mail 
or telephone orders. 

It sells to persons shopping in Wilrhing- 
ton. Sometimes the customers take their 
purchases with them. Other goods are 
delivered either by truck or by common 
carrier. 





A. Jos. Baltin & Co. Moves 
To New Philadelphia Location 


A gala open house celebration on March 
3 marked the official opening of the new 
quarters of A. Jos. Baltin & Co., Inc., 
Philadelphia wholesale jewelers. The firm, 
formerly located at 740 Sansom St., is 
row situated in new quarters at 722 San- 
som St. 





Hundreds of jewelers and other guests 
attended the opening celebration. They 
were welcomed to the new quarters by 
employees of the Baltin organization, some 
of whom are shown above. 

In addition to the showrooms on the 
first floor of its new location, the firm 
has a stockroom in the rear and a new 
enlarged basement. This gives the com- 
pany approximately 3500 square feet of 
floor space. 




















AN AUCTION 
SERVICE FOR 
JEWELERS 
WHO CARE 


Complimentary press notice after 
press notice establishes our supremacy 
in attracting crowds and pleasing the 
public, just as letter after letter in 
our files from jewelers in all parts 
of the U. S., setting forth our actual 
cash results for them, proves our 
leadership in raising large sums of 
cash quickly. 


THERE IS NO HURT FROM 
A FAUSSETT AUCTION 


THOMAS J. FAUSSETT 








America’s Foremost Jewelry Auctioneer 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


AUCTIONEERS 


The Faussett-Swann auction serv- 
ice for 1954 embraces one of the 
strongest and most reliable com- 
bination of auction talent brought 
together during the past quarter 
of a century. 


A FEW OF THE MANY REFER- 
ENCES EARNED FOR US DUR- 
IN THE YEAR OF 1953. 


Mr. Harold P. Sutton, Executor, Mc- 
Cook, Neb., store Est. 1888: Mr. L. W. 
Terry (Bell Jewelers Est. 1884), 
Kalamazoo, Michigan. $200,000 Re- 
moval Sale for Middletons’ Jewelers, 
Fort Lauderdale. Mr. Earl Middleton 
was four times President of Florida 
Retail Jewelers Association. 

HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MIL- 
LION IN ACTUAL CASH RESULTS FOR 24 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 
1932-3 FOUND IN OUR BOOKLET. 
“Honor,” said a great author, “is like 
@ precious stone, the price of which 
is lessened by a single flaw.” 
Kindly write or wire rather than 
phone. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL MICHIGAN 
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NOW... 
A SILVER PROTECTIVE COATING 


Guaranteed against discoloration 
for a full year. 


AFTER INITIAL POLISHING OF SILVER, BRASS 
OR COPPER, SILVER SHIELD WILL PROTECT 
AND RETAIN THE POLISH WITH NO FURTHER 
ATTENTION. 

IT IS NOT A LACQUER, ACETATE, OR PLAS- 
TIC. IT WILL NOT PEEL OR STRIP OFF... 
IT IS WASHABLE, EVEN IN HOT WATER. 
ANY SCRATCHES OR BREAKS IN THE COAT- 
ING, DUE TO HANDLING, ARE EASILY AND 
INVISIBLY RENEWED WITHOUT RECOATING 
THE ENTIRE OBJECT. 























SILVER SHIELD 





ENDS CONSTANT POLISHING 
PROTECTS MERCHANDISE — EASILY USED 
Tested in showrooms of outstanding jewelers 


For full information, write: 
J. M. Buckler Co.1415 Anita Houston, Texas 









































ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


Stlverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filied 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 


References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN'S 


114 BARONNE STREET, NEW ORLEANS 172, LA. 
Established 1916 
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“The Mouse of Friendly Seruice” 


WATCH MATERIALS AND 
JEWELERS’ SUPPLIES 


First & Washington, Springfield, Ill. 
ASK FOR “FAMOUS BRANDS BOOK” 


FREE counter sates s0ox 






























ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
ee JEWELRY @ 


5 HOPKINS PLACE, BALTIMORE, MD. 
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q National Jewelry Distributors is the 
name of a new wholesale jewelry concern 
that opened a permanent showroom in 


Ruston, La., on March 15. Sam Thomas, - 


Jr., is president of the new firm and C., L. 
Phillips is vice president. The company 
handles complete lines of nationally ad- 
vertised merchandise and services retail 
jewelers in the states of Louisiana, Mis- 
sissippi, Arkansas, Texas, Alabama, Mis- 
souri and Georgia. 

q The House of Gems, 157 University 
Place, New Orleans, La., featuring all na- 
tionally known makes of watches and a 
complete jewelry line, held its formal 
opening April 8. Leon N. Roppole is 
president. 

q Kurt Adolf has been promoted from as- 
sistant manager to manager of Richmond 
Kingofi’s, Inc., jewelers at 310 E. Broad 
St., Richmond, Va. He has been associated 
with the firm since 1947. 





Baltimore-Washington News 


q Emmet White is now operating the 
Marco Polo Shop at 109 W. Saratoga St., 
Baltimore, dealing in the manufacture of 
special order work, precious stones and 
artwares. Mr. White was in the jewelry 
field previously but spent the past 20 years 
in the importing business handling high 
grade objets d’art at 14 W. Saratoga St. 
q Tschantre’s in Cambridge, Md., is one 
of the oldest jewelry stores in this area 
from a standpoint of service. Founded in 
1887, it is now in its 67th year of operation. 
q Richard Erlanger (S. & N. Katz, Inc.), 
chairman of the program committee of 
the Jewelers Association of Baltimore, an- 
nounced plans for an open meeting of 
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its members on or about June 1. It jg 
planned to have an outstanding speaker 
on a topic of general interest. Member 
will be advised as to when the Meeting 
will be definitely held. 

q The Gem Cutters’ Guild of Baltimore, 
Inc., at its meeting on April 13, electeg 
the following as officers for the coming 
year: President, John M. Wise; Presiden: 
Emeritus, J. W. Anderson; Vice Presi. 
dent, Clinton Davison; Treasurer, Edward 
Geisler; Secretary, Miss Mary Ruth Koch, 
and Editor of Gem Cutters’ News, John 
S. Price. The Guild boasts a membership 
of 140 members from Baltimore and yicin. 
ity and meets once a month. The Gem 
Cutters’ News, the organization’s new, 
bulletin, is published six times a year 
and contains many items of interest to 
its members. 

q Sobel Bros., wholesale jewelry and ma. 
terial distributors, announced removal of 
their offices on April 1 to their new and 
modern building at 930 E St., N.W., Wash- 
ington, D. C. Invitations to an “open 
house” party were extended by Gene and 
Harold Sobel to their customers and 
friends. The affair was held on Sunday, 
April 4, from one to eight P. M. Many 
guests attended the opening and were in. 
pressed with the handsome and modern 
appointments, the attractive color scheme, 
and the adequate displays and _ service 
counters. 

q Members of the Greater Washington 
Retail Jewelers Association were urged to 
attend an all-important meeting of the 
organization on April 14. A full agenda 
for the occasion was scheduled by David 
Mann (Pentagon Jewelers), president of 
the group. 





Paul Elected President of 
Baltimore Jewelers’ Group 


Jacob M. Paul was elected president of 
the Jewelers Association of Baltimore at 
a dinner-dance and meeting held March 
24 at the Sheraton-Belvedere Hotel. He 
succeeds Edward G. Kibler. 

Other officers elected were: Lloyd Over- 
beck (Theodore Overbeck & Son), first 
vice president; Robert W. Culp (James 
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Edward G. Kibler (left), outgoing president 
of the Jewelers Association of Baltimore, 
turns over gavel to newly-elected President, 


Jacob M. Paul. 





R. Armiger Co.), second vice president; 
Oscar P. Michaelson (Max Kohner, Inc.), 
treasurer; William G. Ewald (Retail 
Merchants Association), secretary, and 
Mrs. E. S. Stumpner (Retail Merchants 
Association), assistant secretary. 

Elected to the board of directors were: 
Gabriel M. Bleekman (U. S. Jewelry Co.), 
Richard H. Erlanger (S. & N. Katz, Inc.), 
Howard C. Heiss, Jr. (H. C. Heiss Co.), 
Mrs. E. F. Justis (J. C. C. Justis Co.), 
David R. Lakein (Lakein Jewelry Co.), 
Jules E. Morstein (Jules E. Morstein Co.), 
Rodney Stieff (Stieff Co.), Melvin Strauss 
(Engel-Pack Co.), John H. Fetting, Jr. 
(ex-officio), and Edward G. Kibler (ex- 
officio). 

A presentation was made at the affair 
to Mr. and Mrs. Jacob M. Paul on the 
occasion of their 40th wedding anniver- 
sary. Another presentation, that of a sult: 
ably inscribed gavel, was made to Edward 
G. Kibler, outgoing president. 

Guests included the Honorable Howard 
Jackson, former Mayor of Baltimore, and 
David Mann, president of the Greater 
Washington (D. C.) Retail Jewelers Ae 
sociation. 

A number of handsome and valuable 
door prizes were distributed. 
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New officers of the Hamilton Watch Co. are shown here following the annual meeting of 
shareholders on April 13. They are, front row, left to right: Roland Raver, vice president 
ing); Richard J. Blakinger, secretary, and Harry R. Lawrence, treasurer. Back 
ht: Arthur B. Sinkler, president and chairman of the board; Harry G. Thomas, 
(finance) and comptroller; Robert B. Thompson, executive vice president; 


(manufactur 
row, left to rig 
vice president 


Sinkler Named President Of Hamilton Watch Co. 
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Lowell F. Halligan, vice president (sales), and Henry S. Tholen, assistant secretary and 
assistant treasurer. 


Arthur B. Sinkler was elected president 
and board chairman of the Hamilton Watch 
Co. on Tuesday, April 13. He succeeds 
George P. Luckey. 

At its annual reorganization following 
the shareholders’ meeting, the Hamilton 
board also elected the following officers: 
Robert B. Thompson, executive vice presi- 
dent; Lowell F. Halligan, vice president 
(sales); Roland Raver, vice president 
(manufacturing) ; Harry G. Thomas, vice 
president (finance) and comptroller; Harry 
R. Lawrence, treasurer: Richard J. Blak- 
inger, secretary; and Henry S. Tholen, 
assistant secretary and assistant treasurer. 


DELP NAMED BOARD MEMBER 


To fill the board vacancy caused by the 
retirement of Mr. Luckey, Hamilton share- 
holders elected as a new Hamilton director 
for a three-year term, George C. Delp, 
president and general manager of the New 
Holland Machine Division of the Sperry 
Corporation. Hamilton directors Halligan, 
Sinkler and Thompson were re-elected for 
three-year terms at the annual meeting, 
and Lybrand, Ross Brothers and Mont- 
gomery were elected Hamilton’s certified 
public accountants for 1954. 

Mr. Sinkler, Hamilton’s new president, 
is 43 years of age, a native of Villanova, 
Pa., and a graduate of the University of 
Pennsylvania. He started at Hamilton in 
1936 as a position adjuster. He helped 
develop the company’s present modern line 
assembly of watches and in 1940 was made 
supervisor of research engineering. Then 
he was successively foreman of specialties 
assembly, assembly research and in 1946 
became director of quality. 

He was appointed general manager of 
the company’s defense order division in 
1950 and one year later was named director 
of research. In 1952 he was elected vice 
president (manufacturing) and a member 
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ot the board. After Mr. Luckey made 
known to the board last year his decision 
to retire, the board appointed Mr. Sinkler 
executive vice president at its December 
1953 meeting, anticipating his succession 
to the company presidency. 
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Sterling 
Hatware 


Inactive and Obsolete 


We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
“inactive, or obsolete, new or 
used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


JULIUS GOODMAN & SON 


Memphis Jewelers Since 1862 


77 MADISON AVENUE 
MEMPHIS, TENNESSEE 
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101 FIFTH AVENUE 








HENRY COEHLER CO., INC. 


1524 Merchandise Mart, Chicago, IIl. 
300 Merchandise Mart, Dallas, Tex. 


NATIONALLY 
ADVERTISED 
CLOCKS 
by 
HECO 





# 140/64 
4/4 Westminster 
chime, 8 day wall 


clock. Antique walnut 
or mahogany. Hand 
rubbed, dull finish. 
Gilt dial, Raised black 
numbers. 15” x 1234” 
KEYSTONE $72 


SEND FOR 
LATEST 
— 
PRICES 


NEW YORK, N. Y. 
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@’ SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET 
and other missing parts 


10 Seuth Wabash Avenue 


’ 0 —GOLD 
‘i —SILVER 
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IMPLEMENTS 


SWARTZ & CO. 


Established 1917 
Chicago 3, Ulinels 


This is Our Only Location - 
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for ¢ FINE WORKMANSHIP 
@ BEST SWEDISH STEEL 
ORDER FROM YOUR JOBBERS TODAY! 
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Complete Line Watch Cases and Dials 


603 Metropolitan Bidg., 





WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


MICHIGAN DIAL 
REFINISHING COMPANY 


Detroit 26, Mich. 

















The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 


PAULSON 


TIME-O-GRAF 


MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
131 Se. WABASH AVE - CHICAGO 3, IL. 


Please send me full information covering the Jewelers 
Biggest Business Builder. the Paulson Time-O-Grat 


SAME 
ADORESS 
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q Members of the Chicago Jewelers Asso- 
ciation will elect new officers for the en- 
suing year at a dinner-meeting to be held 
Thursday evening, May 20, at the Palmer 
House. Following a brief business meeting, 
members will adjourn to the Empire Room 
of the hotel to enjoy a fine dinner and 
floor show. 

q Friends of Robert Iler will be glad to 
learn that he is back on his feet after a 
long illness and is again representing B. A. 
Ballou & Co., Inc., Providence, R. I., in 
Chicago and the midwest. Bob, who has 
been out of circulation over a year, is 
receiving a warm welcome on his return 
from his many friends in the trade. 

q Ernest Burg, Heyworth Building im- 
porter, returned recently from a 15-day 
West Indies cruise aboard the Mauretania. 
Mr. Burg, who was involved in a serious 
auto accident several months ago, reports 
that the relaxing boat trip contributed 
greatly to his convalescence which is just 
about complete now. 

q The recent forum meeting held by the 
Jewelers’ Association of Greater Chicago 
was one of a series of similar meetings 
held throughout the country under the 
sponsorship of the National Jewelers’ Asso- 
ciation. Jay C. Lighterman, NJA treasurer, 
and William Wagner, executive secretary, 
who undertook the tour, covered Los An- 
geles, San Francisco, Seattle, Denver, St. 
Paul, Minneapolis and Chicago, and have 
now returned to their homes in New York. 
They report a tremendous interest was 
shown at all the meetings and capacity 
audiences participated in the forums. 

q Carl Strieter of LaPorte, Ind., has joined 
the sales staff of Emil Braude & Sons, 538 
S. Wabash Ave. , Carl, who was formerly 
with Jackson Jewelry Co. and Camays 
Jewelry Co. of Gary, is covering the Mich- 
igan and Indiana territory. 

q Mr. and Mrs. M. J. Diamond of Gaines 
& Gaines, Inc., 5 N. Wabash Ave., have 
returned from a much too brief three-week 
trip to New York and Florida. 

q The Jewelers Club of Chicago held an- 
other of its successful dinner parties in 
the club room in the Pittsfield building 
on April 21. Richard Showerman, chair- 
man of the sports and pastime committee, 
acted as master of ceremonies with Ray 
Zelke, president of the club, presiding. 

q D. J. Conover, sales manager of F. H. 
Noble & Co., 29 E. Madison St., is back 
from a four-week business trip to New 
York where he visited the trade and busied 
himself with routine details at the New 
York branch. Fred H. Dillingham, Noble’s 
former Providence representative, has gone 
into semi-retirement. He plans to take 
things easier, covering Attleboro and North 
Attleboro from his home. Don Welch has 
taken over Fred’s spot in the Providence 
office. 

q Emil Noel, who holds the distinction of 
being a tenant in the Heyworth Building 
for the longest period of time, has moved 
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from Room 1305 to Room 1314A which 
provided him with more space. With Emi] 
has moved A. E. Casperson, watchmaker, 
who has been associated with him for the 
past 32 years. 

q Earl E. Adcock, 72, a son of Albert W. 
Adcock who was one of Chicago’s pioneer 
jewelers, passed away on April 1. He had 
not continued in his father’s footsteps, by 
was a salesman for a dealer in shipping 
supplies. His widow and a_ daughter 
survive. 

q Mr. and Mrs. Otto S. Lieberman and 
Mr. and Mrs. Richard B. Dehnert and 
their daughter, Dorothy, are on a South 
American cruise. Mr. Lieberman is the 
vice-president and head of the diamond 
department of Stein & Ellbogen Co., 55 
E. Washington St. Mr. Dehnert is secre. 
tary and treasurer of the company. 

q Miss Ruth Johnson of Wendell & Co, 
has returned from a Florida vacation dur. 
ing which three weeks passed much too 
quickly, according to her. 

q Mrs. Olga Cattoni, assistant to Fred 
Marhoff, president of National Railway 
Time Service Co. (a subsidiary of Stein 
& Ellbogen Co.), is receiving congratula- 
tions from her many friends in the indus. 
try for her achievement in winning the 
first prize awarded for naming the new 
stainless steel dinnerware pattern intro. 
duced by International Silver Co. Mrs. 
Cattoni’s winning suggestion was “New 
Dawn.” 

q The Illinois Watchmakers Association 
held a joint meeting and _ get-together 
dinner with the Mid-West Chapter of the 
National Association of Watch & Clock 
Collectors at the Elk’s Club on March 23. 
Highlighting the meeting following the 
dinner was a talk by Walter Strauss on 
his extensive trips throughout the West 
illustrated by color slides he has made. 
The meeting was well attended and the 
program enthusiastically applauded. 

q Mr. and Mrs. Joe Goldstone (Imperial 
Pearl Syndicate) will be returning this 
month from a two-month visit to the com- 
pany’s offices in Tokyo and other pearl 
sources in the Orient. 

q Mr. and Mrs. Milton Axelrad, vice 
president, Pakula & Co., 218 South Wabash 
Ave., have just returned from a three week 
Caribbean Cruise on one of those luxury 
liners we read about so often. 

4q Mr. and Mrs. Frederick Gottlieb, Fred- 
erick M. Gottlieb & Co., 55 East Wash: 
ington St., are still abroad, touring the 
continent. 
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NJA Officials Serve as 
Moderators at Jewelers’ Forum 


More than 300 jewelers from the Chicago 
area, extending as far as Milwaukee, Wis., 
and Gary, Ind., attended the open forum 
meeting of the Jewelers’ Association of 
Greater Chicago held in the Standard 
Club on the evening of March 31. Hailed 
as one of the most outstanding events of 
the season, the forum explored the subject 
of retail jewelry business in the present 
day economy and lasted almost four hours. 


Jay C. Lighterman, Tappin’s Jewelers 
Co., Inc., New York, treasurer of the Na- 
tional Jewelers’ Association, acted as mod- 
erator of the forum. He was ably assisted 
by William Wagner, executive secretary 
of the national association. 

First vice-president Charles Gold of the 
Jewelers’ Association of Greater Chicago 
presided at the meeting in the absence of 
president Dave Martin who was confined to 
his home because of illness, but who is 
now fully recovered and back on the job. 


Ben Sacks, executive secretary and coun- 
sel for the local association, opened the 
forum with an address of welcome and 
introduction of the guests and associate 
members. During the spirited question 
and answer period which concluded the 
forum, Ben assisted the moderator by 
handling those questions involving legal 
problems. 


Newall Mfg. Co. Issues 
New Catalog for Watchmakers 
The Newall Mfg. Co., 139 N. Wabash 


Ave., Chicago 2, Ill., has announced a new 
224 page catalog, containing much useful 
information for the watchmaker. New 
features, such as a chronograph section, 
parts dictionary, interchangeable parts and 
movement list and German watch material, 
have been added. 


~ 





When Hamilton’s district sales managers 
gathered at the home office recently they 
feted President George P. Luckey to 
launch him into retirement suitably equip- 
ped. Two gifts were presented by Ham- 
ilton’s Vice President Lowell F. Halligan. 
One a combination leather overnight bag 
with enclosed briefcase in case Mr. Luckey 
decides to go to work again; the other a 
wicker picnic case replete with thermos 
bottles, dishes and service for six, for more 
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The catalog is bench drawer size and 
is available from jobbers. 


Sponsors Ad Competition 


Advertising managers of retail and manu- 
facturing firms have been invited by the 
Father’s Day Council to enter the 1954 
ad competition which that organization 
is sponsoring. 

Participants in the contest must submit 
tear sheets of their Father’s Day adver- 
tising to Father’s Day Council, 50 East 
42nd St., New York 17, N. Y. All entries 
must be postmarked not later than June 
30. 

There will be a first prize of a $50 de- 
fense bond and a second and third prize 
of a $25 bond. 


This year Father’s Day falls on June 20. 


Three Labor Groups Request 
Higher Tariffs on Glassware 


Spokesmen for three glassworking labor 
organizations have joined in the appeal 
for higher tariffs on glassware, and in 
addition recommend that a_ policy be 
adopted which would set quotas for imports 
of selected types of glassware. 

Presidents of the three groups—Ameri- 
can Flint Glass Workers (AFL), Federa- 
tion of Giass. Ceramic, and Silica Glass 
Workers (CIO), and the Window Glass 
Cutters League (AFL)—have carried their 
fight directly to Labor Secretary James 
P. Mitchell. 

Rising imports has placed much of the 
domestic glass industry in a serious sit- 
uation, they told the government official. 
There should be higher duties on most 
types of glass, according to their recom- 
mendations. At the same time, the labor 
leaders are asking that quof&s be estab- 
lished in the case of such items as hand- 
made glassware. 
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leisurely recreational use. 

Attending the dinner party, held at the 
Lancaster Country Club, left to right, were: 
F. R. Huehnergarth; R. Waddell; W. J. 
Aukamp; S. Fedor; J. Hall; C. S. Gause; 
D. F. Chapman; A. C. Schacheman; Pres- 
ident G. P. Luckey; Vice President (sales) 
L. F. Halligan; H. E. Vermot; F. J. Boul- 
ton: A. A. Colvin; M. N. Rivenburg;: 
E. S. Lohr; F. E. Orr; and W. E. Pier- 
pont, Jr. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 











Wristwatch & Carmen 
Expansion Bands 
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ALL TYPE 
Embraceabies 
Repaired 
75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 


Students may enroll at any time of the year 











CENTRAL WATCH (CO. 


ESTABLISHED i911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 





















Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI ° DALLAS 

















SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
530 WALNUT ST. CINCINNATI, O. 














Ask For 
Superior 


NYE OILS 


Best for Watches and Clocks 
Safeguard 
Your Work 


Nye, Inc., New Bedford. Mass. 











Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
Write for Our 1954 Catalogue. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division of Harry Greenwold Ce. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 

JEWELRY SILVERWARE 

CLOCKS APPLIANCES 
50 years of SERVICE PLUS 


Write for our new 
1954 Catalogue 
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q While there was some pickup in retail 
business in this area as a result of the 
excise tax reduction on jewelry, local 
wholesalers and manufacturers report that 
retailers are maintaining a “cautious” 
attitude pending more favorable adjust- 
ment of the current economic. situation. 
lt is anticipated. however, that with spring 
vraduations and June weddings just ahead, 
business at the retail level soon will in- 
crease considerably over the volume re- 
corded during recent months. 

q Members of the board of directors of 
the Cincinnati Wholesale & Manufacturing 
Jewelers Association were to meet in late 
April to discuss modernization of the asso- 
ciation’s constitution and by-laws. Presi- 
dent Sam Silverman said the constitution 
was adopted many vears ago and now 
needs to be brought up-to-date, in line 
with changed business procedures. At its 
meeting, the board also was to complete 
plans for the association’s annual picnic 
in June at the Ryland Country Club in 
nearby Kentucky. 

q Among those who enjoyed early spring 
vacations in Florida were Walter Miller 
of the Miller Bros. Watch Strap Mfg. Co., 
817 Main St.: John Schira of Schira 
Brothers, manufacturers at 530 Walnut St., 
and Julius Jacobs, Jr., of the D. Jacobs 
Sons Co., wholesalers at 325 E. Central 
Parkway. 

q Recent business trips were made by 
W. R. Whitaker, president of the Cas-Ker 
Co., jewelers’ supplies, 229 E. Sixth St., 
to Kentuckwand West Virginia, and Ray 
C. Eibel and Irvin F. Harmon of the Klein 
Brothers Co., wholesalers at 626 Vine St., 
te Indiana and Kentucky points. 

q.S. Silverman Co., Inc., wholesaler at 
809 Walnut St., has been named exclusive 
distributor in southern Ohio, northern 
Kentucky and eastern Indiana for portable 
barbeque equipment manufactured by the 
Big Boy Mfg. Co., Burbank, Calif., and 
D. L. Whisenant has been appointed mer- 
chandising manager for the line. The 
equipment was demonstrated for retail 
store buyers in this area on April 7 in the 
Silverman showrooms, and later demon- 
strations for the public were scheduled in 
a number of local retail stores. 

q The Haberman Sales Co., wholesalers, 
has moved to larger quarters at 31 E. 
Fourth St., where it occupies 4.200 square 
feet of floor space. Established five years 
ago by Charles E. Haberman, Jr., the firm 
specializes in costume jewelry and allied 
lines. Mr. Haberman reported a good 
volume of business at the recent Cincin- 
nati Gift Show in the Netherland Plaza 
Hotel. He and his wife were to attend 
the wholesalers’ showtime of the New 
England Manufacturing jewelers’ & Silver- 
smiths Association in early May in Provi- 
dence, R. I. Oscar Lloyd Haberman is a 
new company salesman in Kentucky, West 
Virginia and the Greater Cincinnati area. 
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q The Cas-Ker Co. and E. & J, Swigar, 
Co., jewelers’ supply firms, were CO-spop. 
sors of a symposium of the Watchmaker, 
of Switzerland on March 16 in the (ip. 
cinnati Club, with 104 watchmakers as 
guests. Speakers included Thomas Sprick. 
man of the Watchmakers of Switzerland 
Robert Groya, Jacoby-Bender, Inc,, and 
Alex Schmidt, L. & R. Manufacturing ¢ 
Refreshments were served following th 
meeting. The door prize, a WatchMaster 
was won by Dave Sharpe, local retailer. 
q Miss Loretta Young, for many yea, 
secretary to Benjamin S. Katz, forme; 
president of the Gruen Watch Co., anj 
more recently secretary to his successor, 
Morris Edwards, was recuperating at Chris 
Hospital following an operation. 

q The John Nolan Jewelry Store in the 
Neave Building was opened on St. Patrick’; 
Day, when genuine shamrocks flown jy 
from Ireland, along with green hats, were 
distributed to visitors. 

q.A television show, titled “Bride To Be,” 
is being sponsored by the Victor Com, 
205 E. Sixth St., and 10 retailers in this 
area over a local station. 


q Gordon Lang, owner of the Loring An. | 


drews Co., retailers, and his wife, are on 
a buying trip in several European coun. 
tries. Mr. Lang expects to acquire con. 
siderable merchandise for the store’s an- 
tique department. 

q George Brown of the Gerwe Brown (Co, 
wholesalers at 817 Mein St., spent an 
enjoyable evening as a guest at the St. 
Patrick’s Day dinner of the Friendly Sons 
of St. Patrick in the Netherland Plaza 
Hotel. 

q Albert Sauer of A. Sauer & Co., 329 E. 
Eighth St., has returned to his office after 
a prolonged illness. 

q Gilbert Faigle, who was in the Marine 
Corps for two years, recently was welcomed 
back to the firm of Joseph Faigle & Sons, 
manufacturers at 2219 Quebec Ave. 

4q Edward Herschede, Jr., retailer and head 
of the Cincinnati Gemological Laboratory 
in the Keith Building, has been elected a 
member of the Jewelry Industry Council. 
q The offices and showroom of the Flan 
agan-Kovac Co., wholesalers in the En 
quirer Building, have been completely ait 
conditioned. 

4 Charles Braun, general manager of the 
E. & J. Swigart Co., and William Ford, 
salesman, attended the Indiana Jewelers 
Association convention at Indianapolis in 
mid-March. 

q The 24 Karat Club discussed future 
activities at a luncheon meeting on April 
16 at the Cincinnati Club. 

q Fred Lounsbury, assistant sales managet 
of Oneida Ltd., and his wife, visited here 
in early April. 

q Two June weddings are of interest t 
the local jewelry community. Edward 
Schultz, son of Henry Schultz of Schultz 
& Son, retailers in Covington, Ky., and 
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FORUM-TYPE REPAIR MEETING 





S DRAW HEAVY CROWDS 





Techniques for increasing service department profits through the proper use and merchan- 
dising of products available through materials houses were discussed at Repair For Profit 


Roun 


The extensive interest of jewelers and 
watchmakers in the profit possibilities of 
their watch service department was strongly 
evidenced by heavy attendance at six Re- 
pair for Profit Round-Tables recently held 
in Ohio, Texas, and California. 

Held under the sponsorship of the local 
watch material distributors in cooperation 
with The Watchmakers of Switzerland, the 
forum-type meetings had as their theme, 
“The Business Side of Watch Service.” 
Practically all cities reported record at- 
tendance for meetings of this type. 

In addition to a representative of The 
Watchmakers of Switzerland, who spoke 





d-Tables held recently in Ohio, Texas and California. Shown here is part of the large 
audience of watchmakers and jewelers who attended the Cincinnati meeting. 


on “Merchandising the Watch Repair De- 
partment for Greater Profits,” the large 
audiences heard talks by other major sup- 
pliers, discussing techniques for increasing 
service department profits through the 
proper use and merchandising of products 
available through materials houses. Sup- 
plier firms selected by the host jobbers to 
participate included the L&R Manufactur- 
ing Co., the Dennison Manufacturing Co., 
and Jacoby-Bender, Inc. 

Among the cities at which the meetings 
were held are Cincinnati, Columbus. Hous- 
ton, Dallas, San Antonio, Los Angeles and 
San Francisco. 





Miss Wanda Smith are to be married 
en June 12, and Janet Herzog, daughter 
of the late Robert B. Herzog, retailer, and 
a niece of Elmer T. Herzog, retailer in 
Covington, is to wed James Leonard on 
June 19. 





Aggressive Merchandising 
Prescribed as Sales Stimulant 


Retailers who go after it aggressively 
should expect business in 1954 to be as 
good or even better than in 1953, in the 
opinion of Sen. Barry M. Goldwater, 
(Arizona Republican). He: makes such a 
forecast from the standpoint of the gov- 
emment and the viewpoint of a business 
man, having extensive retail interests him- 
self, 

An important factor, he feels, will be 
the administration’s tax reduction pro- 
gram. It should release investment funds 
for business expansion and create more 


“DESERTGEM” 


Key-rings by Paul Klepa 
made with genuine semi- 
precious gem-nuggets, 14K 
Gold Plated, 12 different 
stones in Doz. Individually 
identified and carded. 
$2.00 ea. Keystone. 
Jobbers invited. 


KLEPA ARTS 


P.O. Box 355, Briggs Sta. 
Los Angeles 48, Calif. 














jobs as well as provide more buying power 
for the consuming public. 

But everything won’t be peaches and 
cream, the senator warns. Due to the 
leveling off from postwar adjustments, the 
second quarter business is likely to, lag 
behind both dollar and physical volume 
unless prodded. 

This means, he declares, that it is up 
to individual merchants to go after their 
share of new business through better ad- 
vertising and more energetic salesmanship. 





Summerfield Asks for End of 
Limitations on Parcel Post 


Postmaster General Arthur Summerfield 
has cast his lot with retailing in coming 
out for the repeal of Public Law 199, 
the law that imposes size and weight 
limitations on packages moving by parcel 
post. 

At the present time, it is possible to 
ship only up to 40 pounds in Zones | to 2, 
and 20 pounds in Zones 3 to 8. Size may 
not exceed 72 inches (length and girth 
combined). Restoring the old limitations 
on size and weight will mean that Post 
Offices will accept packages weighing up 
to 70 pounds in weight and up to 100 
inches. This would apply to all parcel 
post moving between first class post offices. 

Mr. Summerfield’s position is now being 
studied by the Senate and House Post 
Office Committees. The expressions of re- 
tailers to the members of these two com- 
mittees will be important in determining 
the final vote on whether or not the 
present limitations are to be removed. 








RETAILERS! JOBBERS! 


Win exciting and valuable prizes 


in the big 
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YOURS FOR 
(OR LESS!) 


and 10 Additional Prizes 
in Each of 17 Sales Areas 


HERE’S ALL YOU DO! 


Anyone who sells Norelco Shavers can 
enter! Retail sales people may submit one 
entry for every 6 Norelco Shavers they 
sell! Wholesale sales people submit one 
entry for each 48 shavers they sell! Re- 
member—the more entries you submit the 
better your chance to win! 


EASY! EXTRA PRIZES! 


Extra prizes for winning entries received 
by April Ist. Extra prizes for sales man- 
agers or supervisors, too. Sell Norelco! 
Qualify quickly! Win big prizes. Get all 
the facts. 

See your distributor! He’s got entry blanks, 
rules, easy directions, ideas to help you! 





North American Philips Co., 
Inc., 100 East 42nd Street, New 
York 17, New York 
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Importers of 
ENGLISH CHINA 
sb & 
ss% and 
Ma EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 


149 5th Ave., New York 10, N. 
AL. 4-0104 











ED 


WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC 
24 East 54th Street New York Cit. 




















MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 








EDWARD BOOTE, INC. 


35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 



































DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


225 Fifth Avenue, New York 
Merchandise Mart, Chicago 


GIFT AND ART 
NOVELTIES 
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q The Harry I. Altman Co., Los Angeles 
jewelry firm, moved recently to its own 
building at 10829 Santa Monica Blvd. 
The firm, located for the past 14 years at 
315 West Fifth St., has larger quarters 
and adequate parking space at the new 
location. 

q The Jewelers 24 Karat Club of Southern 
California scheduled its annual dinner and 
installation of officers for May ll. The 
April meeting was postponed due to the 
convention of the California Retail Jewelers 
Association. Officers to be installed the 
evening of May 11 included: President 
Max Wolman, Philip Wolman & Co.; Vice- 
President Martin Goodfriend, retail jew- 
eler in Santa Monica; Treasurer (re- 
elected) Irving Kaufman, Allison-Kaufman 
Co., and secretary (re-elected for the 12th 
time) Herman Siegel, Robbins Jewelers. 
Herman Siegel, in charge of the enter- 
tainment, promised some very special and 
wonderful entertainment at this dinner- 
dance. 

q George L. Pascoe, general manager of 
the Los Angeles Trade Fair Inc., reported 
that applications were mailed out to pros- 
pective exhibitors for the sixth Western 
Jewelry and Silverware Show to be held in 
the Los Angeles Biltmore Hotel’s second 
floor sample rooms, August 15 through 18. 
Mr. Pascoe reports that 1053 retail jew- 
elers registered at last year’s Show. 

q Dick Romanelli is the new Pacific Coast 
field merchandising representative for The 
Watchmakers of Switzerland. He suc- 
ceeds Bob Russell. During March and 
April, Mr. Romanelli was coordinating 
round table Watch Repair Merchandising 
Clinics in cooperation with wholesalers 
in key cities. 

q Memorial ceremonies dedicating a head- 
stone to Joseph Zemansky, jeweler, were 
conducted at the Home of Peace Cemetery 
in Whittier on March 14. Mr. Zemansky, 
75, died January 11, 1953. 

q Condolences were extended to the family 
of Kenneth E. Yoakam, 58, who passed 
away March 18. Mr. Yoakam had been 
a jeweler in Beverly Hills for the last 27 
years, Born in Brimfield, Il., he was a 
Mason, a Shriner and a veteran of World 
War I. He is survived by his widow, a 
daughter, a son, a sister, and two grand- 
children. 

€ Sympathy was also given to the family 
of Joseph J. Phelps, 54, who owned a 
jewelry store in Huntington Beach for 
the past 17 years. He leaves his widow 
and three sisters. 

q Donovan & Seamans Co. held an exhibit 
of priceless early United States Republic 
silver at their stores. Each historical piece 
was by Samuel Kirk of Baltimore. with 
over 60 pieces in the collection. Among 
them were the pair of goblets made for 
General La Fayette, hero of the Revolu- 
tion, the Repousse sterling of the Bona- 
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partes and the Maryland tea set stamped 
under the silver act of 1814. The exhibi 
appeared at the company’s Wilshire store 
March 25-27, and their downtown store. 
March 31 through April 3. 

q A new and modern jewelry store wa 
opened by Louis Goldstein last January a 
12134 Ventura Blvd., Studio City, Calif 
A former New Yorker, Mr. Goldstein op. 
erated the Tiny Watch Shop for 15 years 
at 28 East 58th St. He moved to Califor. 
nia last year and established a shop at 
6914 Goodland Ave., North Hollywood, 
which he operated until his recent opening 
at the new location. 

q Al Haber and Des Ames, owners of Mis. 
sion Jewelers, San Fernando, Calif., have 
appointed George Epstein as manager of 
their store. Epstein has been in the jewelry 
business here for the past eight years, 
q The Los Angeles offices of the Kirk Dial 
Corp., formerly located at 220 W. 5th St. 
were moved recently to the firm’s ney 
plant at 4078 Crenshaw Blvd. 

q Encanto Mfg. Jewelers, formerly located 
at 311 N. Central Ave., Phoenix, Ariz. 
is now situated in new and larger quarters 
in the Heard Building, 112 N. Central 
Ave. The business, formerly owned solely 
by Morris H. Peltz, is now being operated 
as a partnership under the name of 
Encanto Jewelers & Diamond Co. Maurice 
A. Schuster, formerly of Milwaukee, Wis. 
has joined the firm as a_ partner. 





Phoenix Jeweler Named 
"Father of the Year' 


Dennis D. Naughton, jeweler of Phoenix, 
Ariz., received an unusual honor recently 
when he was named “Father of the Year’ 
by a leading Phoenix newspaper. 

Mr. Naughton, father of three children, 
was the subject of a full-page photograph, 
in the society section of the newspaper, 
with his family grouped around the arm- 
chair in which he was seated. 

Mr. Naughton received the honor for his 
extreme interest in children, participation 
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Ceramic Artware 


<5 NOTSJOE CRYSTAL 
Stemware, Tumblers and Artware 
Illustrated literature available 


WAERTSILA CORPORATION 225 Sth Ave.,N.Y.10 


HALLCRAFT 
Americas Fastest Selling 


Dinneware 





— Illustrated Literature Available — 


MIDHURST CHINA CO. 





129 FIFTH AVE. * NEW YORK 3, N. Y. 
15-125 Merchandise Mart, Chicago, III 
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Talks on Selling Techniques 
Highlight 24-K Club Meeting 

The Jewelers 24 Karat Club of Southern 
California broke all precedents recently 
when employees of members—including 
women—were invited to attend the closing 
meeting of the Public Relations Workshop 
which the Club had been conducting dur- 
‘ing the past months. 

The final meeting, held at the Elks Club 
‘1 Los Angeles on March 9, was attended 
by nearly 150 members and their employee- 
guests. 

“Attitudes in Selling” . . . how to sell 
vourself, your ideas, and your merchandise 
more profitably was discussed by Irving 
Susskind of the Dale Carnegie Institute. 
Susskind is territorial director of the Dale 
Carnegie Institute for Southern California. 
He has trained more than 3000 men and 
women in business, industry and _ profes- 
sional careers—over half of them in sales 
work. 

“Building Good Public Relations in your 
Selling Techniques” was discussed by 
Daniel Rashell, Southern California public 
relations counsel. 

Previous meetings have explained public 
relations objectives and methods. This last 
meeting related the soundest and best sell- 
ing techniques so that a store owner may 
maintain good public relations. As both 
speakers pointed out “No matter how good 
your public relations program may be, 
how effective it seems. outside the store, 
it can be destroyed instantly within the 
store by carelessness, ignorance, or indif- 
ference of those who serve the customer.” 





Futer Heads York Jirs. Group 


Parke H. Futer of Futer Bros., York, Pa.., 
is president of the Jewelers Guild of York 
City and York County. Norman Roth f 
Hanover is vice president: “Red” Kain of 
York is secretary, and Maurice Adams, 
also of York, is treasurer. 

Directors of the organization are: How- 
ard Schwartz and Carroll Rittenhouse of 
York: Raymond Wolfe of Red _ Lion: 
Donald Harlacher of Dillsburg: Tom Smith 
of Hanover, and Earl Helfrich of New 
Freedom. 

Meetings of an informative nature are 


held periodically for the benefit of mem- 
bers, 





City-Wide Celebration Marks 
Opening of New Modesto Store 


When the Walter P. Shoemake jewelry 
store moved February 11 to its new quar- 
ters in Modesto, Calif., the opening turned 
into a city-wide celebration. Many friends 
and well-wishers turned out for the occa- 
sion and paid tribute to this old established 
firm which is so highly regarded in the 
community. 

Established in 1919 by Walter P. Shoe- 
make, the business has been most success: 
fully conducted since his decease by his 
widow, Mrs. Helen Wilson Shoemake. Mrs. 
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Shoemake’s father was the late N. H. | 


Wilson, who operated a Merced jewelry 
store for many years. Ki RK ‘yd; / 
On the opening day, radio station KTRB La 








broadcast an interesting program from the Since 1926 
store from 1] A. M. until 8 P. M. Featured o 
on the show were members of several . 
Modesto religious and civic organizations orporation 
who presented a diversified program of The World’s LARGEST 
en DIAL REFINISHING COMPANY 
oa cxaaceeemegenerernenrmnrne eee TTT : Assures You of TOP 
pene 7 | QUALITY & SERVICE 


DIAL REFINISHING 
CRYSTAL FITTING 
BAND REPAIR 


offices: 


4078 Crenshaw Blvd., Los Angeles 8, 
Calif. 
657 Mission St., San Francisco 5, Calif. 
1625 Broadway, Oakland 12, Calif. 
Seaboard Bldg., Seattle 1, Wash. 
29 E. Madison St., Chicago 2, Ill. 
A clear view of the store interior is pro- | University Bldg.., Denver 2, Colo. 
vided by the "“open-faced" front of the | 923 Penn Ave., Pittsburgh 22, Pa. 
Walter P. Shoemake jewelry store at its | 83 Walton St., N.W., Atlanta 3, Ga. 
new quarters in Modesto, Calif. 108 W. Fayette St., Baltimore 1, Md. 
| Affiliated Companies 
KIRK DIAL OF MISSOURI 
1015 Walnut St., Kansas City, Mo. 
KIRK DIAL COMPANY 
1700 Commerce, Dallas, Tex., and 
Stewart Bldg., Houston, Tex. 











Highlight of the store opening was the 
ribbon-cutting ceremonies at which Modesto | 
Mayor Harry Marks officiated. This was | 
followed by the presentation of a plaque | 
to Mrs. Shoemake which will be hung in 
the Memorial Hospital. 
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Jewelry Making 














































teatiins and repousse are the terms used to 
describe the process of applying ornamentation and of 
modeling sheet metal by means of steel tools. Chasing is 
that phase of the work that is done from the front or top 
side of the metal; repousse is done from the reverse or 
back surface. The.tools used are known as chasing tools 
and the metal is held in a substance known as pitch or 
over a lead block. 





CHASING TOOLS 
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FIG. 14—Shown are the principal chasing tools. 


Chasing tools can be purchased from many jewelry 
supply houses. The tools may be divided into the follow- 
ing categories: 

Tracers or liners. As the name indicates, these tools 
are used for forming lines, straight or curved, on 
metals. They do not cut through the metal but merely 
indent it. 

Embossing or doming. These tools are used for 
raising metal, generally from the back or reverse side. 
Some of the tools are round, others are rectangular, 
but all have smoothly rounded edges so that they will not 
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For Tradesmen and Craftsmen 


Jewelry making is one of the oldest, most fascinating and respectable of 
crafts. It is the purpose of this series of articles to present to both beginner 


and advanced craftsman, practical methods of making hand-made jewelry. 


Part IV—Decorative Processes 


by MURRAY BOVIN 


cut or nick the surface of the metal. 

Planishing or smoothing. These tools are used to 
smoothen (planish) the metal from the top surface. The 
working faces of the tools are perfectly flat with the 
exception of the square ones, which have slightly rounded 
edges. These tools, when properly used, impart to the 
metal a pleasing texture that makes a good chased work 
so desirable. 

Matting or background. These tools are used to give 
fine dotted or cross lined effects on depressed or lowered 
surfaces. They are often used on the background metal 
of small transparent glazed objects and on the depressed 
surface of etched metal work. 

Dapping and hollow punches. Dapping punches are 
round punches used to form spherical shapes on metals. 
The metal is punched from the reverse side and the 
hollow punch is then used on the front side to form a 
perfect spherical shape. Hammer the tool lightly to avoid 
cutting through the metal. Large dapping punches can 
be made from wood. 

Chasing hammers have broad flat faces and long, thin- 
necked handles to give the tool elasticity for rapid ham- 
mering. The 1 in. face hammer is popular. 

Pitch is the ideal compound as a base or support mate- 
rial for chasing and repousseing metal. It is sufficiently 
hard to retain the general shape of the metal, yet it can 
quickly be softened in spots for the metal to give only 
in those spots under the chasing tool. It is adhesive, 
elastic, and easy to apply and remove. 

If quantities up to five pounds are required, it 1 
suggested that the pitch be purchased prepared from 4 
reliable supply house. The actual making of pitch is 4 
messy job, however, it is economical to make large quan- 
tities. Pitch compound is composed of two pounds of 
pitch, three pounds of plaster of paris, and two ounces 
of tallow. 

Green pitch is preferred, though shoemaker’s pitch 
can be used. Plaster of paris hardens the pitch, whereas 
tallow (common candles will do) tends to soften it. | 
Lard oil may be substituted for the tallow. In the 
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MAIL THIS TODAY 


American Time Products, Inc. 


580 Fifth Avenue, 
New York 36, N. Y. 


Gentlemen: 

Please let me prove these 
facts for myself through a 
‘no-obligation’ demonstration 
of the WatchMaster at my 
bench. 


AMERICA'S STANDARD -s 


IN DAILY OPERATION 


Gives you small-dot watch 
records with unchanging 
accuracy (in hot or cold 
weather) compact patterns 
for precision watch rating, 
dependable for the analy- 
sis of every watch fault 
that is necessary for com- 
plete repair jobs. 








THROUGH THE YEARS 


Dependable operation, day 
after day. Quality in de- 
sign, workmanship and 
material combines for long 
life and economical main- 
tenance through the years. 
Ask any owner. Greatest 
value for your money in 
the long run. 


That‘s why more WatchMasters are sold than all other 


watch-rating machines combined . 


. It’s the “BEST” 





Name 








Company 





Address 





City 


State 





MADE.BY AMERICANS 

















winter, tallow may be added to the pitch to keep it soft; 
in the summer, more plaster of paris may be added to 
harden it. 

The pitch is best prepared in an old pail. Warm the 
green pitch slowly until it melts and then, while mixing 
continuously, slowly add the plaster of paris and then 
the tallow. 

The ideal form for holding pitch for chasing jewelry 
objects is the chaser’s pitch bowl. The bowls are made 
from cast iron to give them weight, come in 6 in. and 
& in. diameters, and are set on a cord or leather ring 
base so that they may be placed in any convenient posi- 
tion for good chasing. Avoid the thin metal bowls— 
they are too light and vibrate annoyingly when used, and 
their edges are too sharp. 

Oil the back surface of the metal object to be chased 
in order to prevent the pitch from adhering when it is 
removed from the pitch. Heat the surface of the pitch 
slowly, moving the torch (use a large flame with little 
air) continuously to avoid burning the pitch. When the 
pitch is sufficiently soft, drop the metal on it and then 
wiggle the metal sidewards to remove air pockets under- 
neath. Raise some of the pitch over the edge of the 
metal to hold it down firmly while chasing. The pitch 
now can be cooled quickly by placing the bowl under a 
running cold water faucet. 





Step Forming Procedure 














Metal Line chased 
jaye a 2 4 
f WA 4 VA; 
, - -—- - —- ~ Pa anna -—— —- | ; 
| pitch i 7 | / 








Line chased in 








Planished down 


3 fF ; + Z) 
(EO FG 

















FIG. 15—IIlustrated is the step forming procedure. 


The actual chasing and repousse procedure is com- 
paratively easy. Patience, common sense, and artistic 
ability are the important requisites. 

Straight lines are formed by means of a straight liner 
- or tracer. Hold the tool with the small and fourth finger 
resting on the metal to keep the tool from slipping. 
Incline the tool back about five degrees and then strike 
the tool lightly with a hammer. Repeated hammer blows 
will move the tool forward to form a sharp straight line. 
The depth of the chased line varies with the force of the 
hammer blow. 

Most curved lines are also formed with straight liners 
or tracers. Use a tool with a small and slightly rounded 
edge. Hold the tool as described above; however, while 
hammering the tool, twist it gradually to form the curved 
line. 

Occasionally, curved tools may be used for forming 
very sharp curved lines. Circles may be hammered in 
with female dapping punches. 

Raised or domed surfaces are formed from the back of 
the object. First, on the front, line chase all necessary 
outlines. Then, remove the object from the pitch, anneal 
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it if necessary, and replace it in the pitch back side up, 
Finally, use doming or embossing punches or hammer. 
to raise the metal. The metal may then be reversed 
again and chased from the front. 

Step efiects (see Fig. 15) are formed by first line 
chasing the object where the step is desired. The metal 
is lowered on one side of the chased line with a flat plan. 
ishing tool with slightly rounded edges. Hammer the 
tool rapidly and move it continuously to avoid nicking 
the metal. The line chasing tool is again employed, this 
time inwards at an angle at the bottom of the step. Often 
the metal is reversed on the pitch and shaped from the 


back. 
ETCHING PROCEDURE 


The metal is removed from the pitch by warming the 
pitch slightly with a large, soft flame. Pick out the metal 
with an old tweezer and the pitch may then be wiped 
off. However, on most jewelry objects, it is best to heat 
the metal to a light red, and at that temperature the pitch 
will burn off the metal and turn into a white ash. The 
metal is also annealed by the light red heat and after 
cooling the original color of the metal can be restored 
by pickling. Reminder: if the metal is covered with oil, 
the pitch will not stick to it. 

Small objects, such as earrings, can be chased over a 
lead block. The lead will give slightly under the chasing 
tool: however, it is sufficiently hard to maintain the 
shape of the object. 

kttching is a method of applying an ornamental or 
monogram design to a metal by means of an acid and 
an acid resisting varnish. Etching is used primarily by 
hobby jewelry craftsmen as a simple, inexpensive, artistic 
means of working the metal, and when done properly, 
etched objects such as pins, earrings, and bracelets can 
be very attractive. 

Black asphaltum varnish is the substance (resist) 
usually applied to the metal. All parts of the metal not 
covered by the varnish will be “attacked” and removed 
by the acid and for that reason the edge and back of 
the object must be covered too. The design may be eaten 
into the metal by applying the varnish to the surface 
around it, or the design may be left raised (in relief) by 
varnishing it only and removing (etching) the metal 
around it. The acid, nitric, is used in the proportion of 
one part acid to two parts water, by volume. 

Caution: when preparing the solution, pour the water 
into the mixing container first and then the acid into 
the water, for if the acid is poured first it is apt to 
spatter when water is added. The acid solution may be 
stored in a glass container or crock. 

Clean the metal to be etched thoroughly. Steel wool 
can be used. Transfer the design to the metal. With a 
small brush, paint parts that are to be raised with the 
black asphaltum varnish. If the varnish is too thick, thin 
with turpentine. Keep the brush soft by dipping it 
occasionally into turpentine. Paint edges and back of 
the object. It may be necessary to permit the top sur- 
face to dry before painting the back. The back may be 
covered with bee’s wax by warming the metal slightly 
and then rubbing the wax over it. 

Allow the varnish to dry thoroughly before placing 
into acid. At least four hours are required. Examine 
the object for exposed metal surfaces. They may be 

(Please turn to page 192) 
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SHE CAN’T FORGET to charge the correct amount, no matter how busy customer traffic 


Rsk. Ng 


is, because the National Cash Register compels the recording of every kind of sale. 


“Our Walional System 
saves ‘2.800 yearly... 


pays for itself every 9 months !” 


“Our National Cash Register,” writes 
Mr. Morgan, “has cut over 25 hours 
weekly from our figure work. Now, 
when we close for the day, we have 
complete, accurate records of our 
day’s business. We save costly hours, 
in time and money, when balancing 
cash, and getting sales records. 
“We no longer suffer losses from 
forgotten charges. The National 
Cash Register compels all charges 
to be recorded, while the mechan- 
ically-printed ledger cards and cus- 
tomer-receipt booklets are invalu- 
able in building customer good will 


a 


gan’s 
Diamond Shop—a striking method of 
merchandising, and an efficient, modern 
National Cash Register. 








MR. ALFRED B. MORGAN describes below 
the advantages of his National System. 


—Morgan’s Diamond Shop, Minneapolis, Minn. 


and confidence. 

“The time we save on the sales 
floor means more time to serve cus- 
tomers. The money we save on for- 
gotten charges and the many hours 
we now save on figure work pay for 
the cost of the register every 9 
months. We estimate our National 
Cash Register saves us $2,800 
yearly!” 

Are you completely satisfied with 
your present method of operation? 
Do you feel you're getting the full 
profit your store earns? If you have 
any doubts, get the complete 


National story without delay. Your 
nearby National representative—a 
trained systems analyst—will show 
you how much you can save, in 
time and money, with a National 
System specially adapted to your 
needs. Call him today. 


TRADE MARK REG. U.S. PAT. OFF. 





CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


THE NATIONAL CASH REGISTER COMPANY, vayvron 9, on10 


949 OFFICES IN 94 COUNTRIES 


FOR May, 1954 



















ORG ELECTRIC CLOCK—I have a Borg electric 

auto clock. I connected it up with a transformer 
that gives 8 volt A.C. An electrician told me I ruined 
the clock. Do you think so? Also please give me the 
address of the manufacturer of clock. (Question No. 
6348) M. F. | 


Answer—We should not presume to judge this ex- 
actly, without having the clock here to examine; but the 
electrician is no doubt correct in what he says, because 
the clock is probably one designed to run on direct cur- 
rent and of different voltage than your transformer de- 
livers. The manufacturer of this clock is the Borg- 
Warner Corporation, 310 S. Michigan Avenue, Chicago 
4, Illinois. You could no doubt buy parts to replace 
any damaged ones from this firm. We suggest address- 
ing your letter, or package, to the company—“‘Attention 
of Service Parts Division.” 


EST FOR STERLING—We would like to know a 
simple, economical way to test for sterling and coin 


silver to use in buying old silver. (Question No. 6349) 
B. K. 


Amnswer—We recommend taking a jeweler’s acid 
bottle (with ground glass stopper with an extension glass 
point for applying acid) and fill it about half full of 
C. P. nitric acid. Into the acid put 3 or 4 crystals of 
Potassium Dichromate; dissolve the latter in the acid. 
The resulting solution provides the quickest, easiest test 
for silver. Clean a spot on the silver and apply a drop 
of the testing acid. If silver, the acid-drop and the metal 
it covers will turn to a definite, positive red color. The 
purer the silver is the brighter will the red color be. This 
simple test, of course, will not indicate exactly the differ- 
ence between sterling and coin silver. But by trying the 
acid on known pieces of sterling and coin silver, you can 
observe a slight difference in color and perhaps dis- 
tinguish between these two alloy grades of the metal. 
However, in the small quantities of silver usually handled 


190 


HOW SHALL I-? 


Ww | 
My Does. 


WORKSHOP 
QUESTIONS 
AND 
ANSWERS 








in a retail jewelry store transactions, the difference be- 
tween coin and sterling silver values are not very im- 
portant. There is, in fact, very little coin silver used, 
nowadays, in jewelers’ merchandise. 


AIRSPRING PROBLEM—Lately, in taking in new 
wrist watches for repair I so often find the watch 
stops or gains time from the hairspring laying on the 
balance arm. It doesn’t seem to be from magnetism or 
oil on the spring. Can you advise me? (Question No. 


6350) S. F. 


Answer—When you find “the hairspring laying on 
the balance arm,” will say that the three things that could 
cause this are: (1) magnetism; (2) oil on spring and 
balance arm; and (3) a spring bent downward at or 
near the stud-fastening. Since you say the cause is 
neither of the first two mentioned, it must be a case of 
improper bending of the spring somewhere near the 
stud; and the correction is obviously to bend the spring 
there with tweezers, until the spring clears the balance 
arm and is in flat form parallel to the plane of the 
balance. It seems strange, however, that you find this 
fault in many new watches; it is usually caused by care- 
less work in re-assembling watches after cleaning them. 


NE CLEANING METHOD—We are advised by The 
United States Information Service that there is a 
new way of cleaning watches quickly, by soaking them in 
certain chemicals without taking them apart. We would 
like to know what chemicals to use, and how. (Question 


No. 6351) M. C. 


A nswer—Whoever advised you that there is a way 
to clean watches well, without taking them apart, ap- 
parently has not had practical experience in this work. 
There is no way to clean watches properly without taking 
them apart. There have been many attempts to find a 
way to avoid the labor of disassembling timepieces when 
cleaning them, but these experiments disappointed ex- 
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TAKE MY WATCH, 
BUT NOT MY 
‘CIRCULAR-KEYSTONE 


is the way most jewelers feel about their 
favorite business paper. This respect and 
reader interest has been built up over 84 
years by JEWELERS’ CIRCULAR-KEY- 
STONE forthright policy of first deter- 
mining what the jewelry trade wants to 
know, and then delivering it—originally, 
interestingly, accurately and authorita- 
tively. Its editors work against the hard 
reality of dollars and cents—every article, 
in, effect, must help the jeweler make 
more money. Each month JEWELERS’ 
CIRCULAR-KEYSTONE must activate its 
field, must make things happen, help 
jewelers sell more, which in turn helps 
the manufacturers sell more. In a busi- 
ness where half the stores do 85% of the 
trade, JC-K concentrates on the leaders, 
with a paid ABC circulation of 15,229 
retail jewelers reading it . . . 80.56% 
renewing their subscriptions. 


BE CERTAIN 
YOU ARE BUYING 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Don't Do Business with anyone who rep- 
resents himself as a JC-K subscription 
salesman unless he has a letter of 
authority on JEWELERS' CIRCULAR- 
KEYSTONE stationery and also be sure 
to make out your check to THE 
JEWELERS' CIRCULAR - KEYSTONE 
... not to the Representative. This is 
a double safeguard. 


Misrepresentations have come to our at- 
tention where jewelers, thinking they 
were being offered a subscription to JC-K 
find out later they have bought another 
publication. 


The Jewelers Circular-Keystone 
100 East 42nd St., N. Y. 17, N. Y. 


NB. yan 















SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 


A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 


B.T.S. graduates pass any State Board ex- 
aminations, or the Certified Master Watch- 
maker tests of H.I. of A. 


Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L. 894 veterans. 


Courses in Watchmaking, Engraving and 
Jewelry Repairing. 


Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


‘ Ne . 
RES 






John J. Bowman, 
Director 





Charles Ezra Bewman, 
Registra 
















































AUCTION SALE WANTED 
IN SUMMER RESORT 


lf you operate an established jewelry store in a summer 
resort town, we can reduce unwanted stock, gain new cus- 
tomers and make substantial profits for you by conducting an 
ethical auction sale. If you prefer, we will buy your store 
complete. 


We can offer highest references. 


WE HAVE DONE IT BEFORE AND WE CAN DO IT AGAIN! 


ALVIN FREEMOUNT 


AUCTIONEER & APPRAISER 
9 So. Pennsylvania Ave. Atlantic City, N. J. 
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WOULD YOU SPEND PENNIES 
TO GET A NEW CUSTOMER 
FOR YOUR STORE? 








Phone — Wire — Write for Free Brochure 


and Exciting Details About Proven Sales Builders 
Fresh-flown Orchids and Live Ivy 


GRAHAM W. DIBLE 
"The Orchid King” 
Dible Bidg., 8th & Wall, Los Angeles 14, Calif. Tu 2492 








pectations for saving time. because so often the work had 
to be done over again shortly afterward, which alto- 
gether consumed more time than if the work had been 
taken apart in the first place. Whether done in a clean- 
ing machine or otherwise, watches not taken apart are 
found to have gummed oil, dirt, etc., retained more or 
less at places where frictional contacts occur; the fresh 
oil applied is spoiled by this, and is apt to quickly lose 
its lubricating power. Not only this, but avoiding taking 
watches apart, prevents examination of pivots and other 
parts that may be worn and in need of refinishing or 
replacement. 

Good watch cleaning machines and solutions for use 
in them may be had of any dealer in watchmakers’ sup- 
plies, and from manufacturers of these articles. Addresses 
of manufacturers and dealers may be found in the adver- 
tising columns of the JEWELERS’ CIRCULAR-KEYSTONE. 


INION LEAVES—-Is there some special trick to 
know, for turning down pinion leaves, to make a 
shoulder to rivet the wheel on? I have trouble with 
graver being pushed out of the job, and it is different 
from turning on staffs or any solid pieces. (Question No. 


6352) D. G. 


A nswer—tThe two things to look out for in this work 
are to make light cuts, and to hold the graver down very 
firmly on the T-rest. Trying to take too deep a cut may 
break the graver point, besides throwing the work out-of- 
true in the chuck, and tending to tear the graver out of 
your hand. Even taking light cuts, the graver must be 
held with considerable force down against the T-rest, to 
keep the oncoming pinion leaves from moving it out of 
place. 


OTOR BARRELS—TI understand all about the con- 
struction of motor barrels and going-barrels in 
watches. But I’d like to know what advantage, if any, 
the motor barrel has over the old going barrel? (Ques- 


tion No. 6353) H. W. 


Answer—In the motor barrel, the pivots on which 
the main-wheel (the toothed disc) turns, are of smaller 
diameter than the shoulders on the barrel arbor in the 
going-barrel, on which the barrel turns as the watch runs. 
The pressure and friction on either of the above is severe. 
In the motor barrel, this friction acts on a smaller radius 
(distance from axis) than it does on the large diameter 
arbor shoulders in the going barrel; hence, there is less 
effective friction to retard motion. Besides this, in the 
motor barrel the depthing (engagement of main-wheel 
teeth with center-pinion leaves) is affected by the side- 
shake of only the main wheel pivots, one pair; whereas 
in the going-barrel there is side-shake of two pairs—the 
barrel arbor pivots and arbor shoulders; and the total 
of these shakes may amount to more uncertainty of action 


in the depthing. 


beer DIAL WASHERS—Do you recommend using 
dial washers to keep watch hands in position as they 
turn? (Question No. 6354) T. C. 


Answer—No. That is, not on medium or good 


grades of watches. You can use your judgment about 
using dial washers (thin spring-metal cups with hole in 
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center) between hour-wheel and dial, on cheap watches 
But on better watches, the hands should be made to tyr 
properly in place, by fitting the hour-wheel pipe ¢o;. 
rectly to cannon-pinion, and having proper (not excas. 
sive) end-shake of the hour wheel between the bottom 
of its pipe and the top of cannon-pinion leaves, below. 
and the top of the pipe and the bottom of the minute. 
hand center, above. 


| opwegen FRAME CLOCK—We would like to know 
the age of the Welch Shakespeare picture frame 
clock, of which we are enclosing a photograph? (Ques. 


tion No. 6355) R. G. 


Answer—The history of the Welch business is as 
follows: In 1855, Elisha N. Welch bought the business 
of J. C. Brown, at Bristol, Connecticut, doing clock man. 
ufacturing under the firm name E. N. Welch until 1864, 
when it was changed to E. N. Welch Mfg. Co. Some. 
where about 1887, the business was bought in by the 
Sessions Clock Co., at Bristol, Conn., which is still jn 
business. The Sessions Clock Co. has a more or less 
complete collection of catalogs of the older Welch firms 
products, and if you would send them the photograph of 
your Welch Shakespeare picture frame clock, it is possible 
that they could find this clock in one of the catalogs, and 
give you the period when this clock was being manufac. 
tured and thus a fairly definite idea of its age. 





Jewelry Making 


(From page 188) 


touched up quickly by applying melted bee’s wax with 
a fine brush. 

Undesirable paint spots may be removed from parts 
to be etched by scratching with a knife or scratch awl. 
kidges may be straightened in a similar manner. Slide 
object into the acid carefully and observe small bubbles 
which appear. If acid solution is too weak, none or very 
few bubbles will appear and more acid should be added. 
If the acid solution is too strong a brown gas (nitrogen 
tetroxide) will appear; the reaction will be too violent 
and will tend to peel the varnish, and more water should 
be added to weaken the solution. 

Approximately one to three hours are required for a 
satisfactory etched depth. The difference in time will be 
due to the strength of the acid and the required etched 
depth. Remove the object from acid with copper or brass 
tweezers and then wash in water. If etch is not deep 
enough, return object to acid. Note: when the desired 
etched depth has been reached, interesting matted effects 
can be procured by dropping the object into a more con- 
centrated acid solution for a few minutes. 

To remove asphaltum, place object on newspaper, pour 
a small amount of turpentine over. rub with steel wool, 
and then wipe dry with a cloth or newspaper. Slight 
imperfections may be touched up by means of engraving 
tools. The background may be given a matted effect with 
standard matting tools. The object can be completed 
with a high polish or antique finish. 

Caution: treat acid burns immediately with cold water 
and soap or bicarbonate of soda. Keep turpentine away 
from a flame. Do not inhale gas fumes (nitrogen 
textroxide). Do the etching in a well ventilated room. 
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1881 (R) Rogers (R) Silverplate 
Offers Baby and Child Items 





To meet what it states is a four million 
baby market, Oneida Ltd. is offering 
through its 1881 (R) Rogers (R) division 
attractively packaged baby and child items. 

Featured is an unusual display with 
ereat “youth appeal,” shown in the picture. 
Also illustrated is the new “Elephant Toy,” 
packaged with a two piece “Educator” set. 

The new “Proposal” pattern, introduced 
in April, also includes baby and child 
items, 


Anson Slip-Over Displays 
For Father's Day 


Anson Inc. is featuring Father's Day 
men’s jewelry sets. Included with the boxed 
merchandise are slip-over Father’s Day 
displays which are removable after June 
20. The slip-overs are multi-colored. 





Shown in the picture is a display with 
a Father’s Day slip-over. The men’s jewelry 
is a'gold and turquoise stone set embedded 
in crystal, 
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Spring-Summer Sales Promotion 
Issued by Hamilton Watch Co. 
The Hamilton Watch Co. has distributed 


a very interesting spring and summer pro- 
motion portfolio, which takes for its theme 
— “Planned Promotion Guarantees Suc- 
cessful Selling!” abbreviated to “PP 
guarantees SS.” 

The portfolio represents a plan to help 
the jeweler create promotional opportuni- 
ties during the first half of the sales year. 
It depicts, through numerous samples and 
colorful art work, Hamilton’s special pro- 
motion for each of the “five big selling 
events”—graduation, Mother’s Day, Fa- 
ther’s Day, birthdays and wedding anni- 
versaries. 

Many of Hamilton’s ads are presented 
in an easel style notebook which can be 
displayed on the jeweler’s counter, en- 
abling him to tie in with them. The com- 
pany states its ads will reach 20,390,000 
families in this campaign, using Life, Sat- 
urday Evening Post and other magazines. 

For each of the five selling events, 
Hamilton has designed direct mail mate- 
rial, newspaper mats, window streamers, 
TV spots and flip cards, radio copy and 
transcriptions and folders. Promotion ma- 
terial is available direct from the sales 
promotion department of Hamilton Watch 
Co., Lancaster, Pa. 


Tie-Tie Offers Ribbons 
With "Do It Yourself" Feature 





The “Make-A-Flower Bow” kit by Tie- 
Tie Gift Wrappings, made by the Chicago 
Printed String Co., features the unusual 
characteristic of Tie-Tie’s “Satintone Rib- 
bonette” sticking to itself when moistened. 

Without paste or glue of any kind, the 
ribbon can be made into useful and color- 
ful chains, flowers and other decorations. 

Shown is a counter display, Tie-Tie is 
providing dealers, as well as a finished 
gift package, trimmed with colorful ribbon 
chains. 

The “Make-A-Flower Bow” kit makes 
50 flower bows, is packaged in a 7” sq. 
packet and is 59 cents per packet. 

















Speidel Offers New Display, 
Reports on Its TV Show 





Speidel is offering a new display unit, 
No. GD/6, shown in the photo, to jewelers 
who want to tie in with opportunities pre- 
sented by graduation business. 

It promotes Speidel’s “Photo-Ident” as 
being very suitable for graduation gifts. 
It is available from distributors free of 
extra charge with an order of six assorted 
men’s and ladies’ Photo-Idents. 

Speidel also announced that its NBC- 
TV program, “Name That Tune,” has re- 
ceived a total in excess of 6,000,000 letters 
from fans in a period of about eight 
months. The firm states that the show 
goes to the top 112 jewelry markets and 
that every month over 40,000,000 con- 
sumers are exposed to Speidel commer- 
cials. 


Watchbands Inc. Offers 
New Expansion Ident Rings 





Watchbands Inc.. North Attleboro, Mass., 
has announced that its new “Expansion 
Ident” ring has proved popular with chil- 
dren from tots to teen-agers. A religious 
motif is the newest design with delicate 
cross pattern on the engraving plaque. The 
rings retail at 99 cents each. 

An attractive and colorful 24On display 


card, shown in the picture; is available. 
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S. Stanley Moser, vice-president in 
charge of sales, Louis Aisenstein & Bros., 
Inc., distributors for Mido watches, is 
shown demonstrating the new Mido 
“Super-Watertest Pump,” designed to test 
the qualities ef any watch case in pro- 
tecting the movement against water, dust, 
gas fumes, etc. 

Mr. Moser believes the Mido water- 
pump test should restrain unethical ad- 
vertising by providing a method to test 
the claim of any water-resistant watch. 

Designed attractively, the pump _ is 
simple to operate: Jeweler places watch 
in testing chamber. Before immersing it 
in the water, he subjects it to up to 75 
lbs. air pressure. If there is any opening 


Mido Offers Jeweler a Pump to Test Water-Resistant Watches 














in the case, air will find its way inside, 
but will not damage the watch. When 
placed in water and air pressure reduced, 
bubbles will form at any point of “leak- 
age.” If case is tight, no bubbles form. 

Mr. Moser stated other benefits: in- 
crease customer confidence, reduce costly 
free repairs, enable the jeweler to be 
sure he has thoroughly tightened a re- 
paired watch case, and also to offer a 


free testing service for customers’ watches. 


The carrying case and _ promotional 
package (in photo) include a colorful 
motion display, newspaper mats, TV 


films and Super-Watertest Certificates for 
watches tested. 





Victor Introduces 
Diamond Baby Rings 
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The Victor Corp., 205 E. 6th St., Cin- 
cinnati 2, O., has introduced diamond 
baby rings, which idea, the firm states, 
was inspired by the increasing birth rate. 


The diamond baby rings come in a 
package of six displayed in a pad, with 
display card, and plastic ring boxes to 
be given away with each ring, all of which 
are shown in the photo. The jeweler also 
receives a one column by 6” mat for ad- 
vertising. The rings are $4.95 and up. 
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Incabloc Distributes 
Sales Promotion Portfolio 


The Incabloc Corp., 15 W. 46 St., N. Y. 
36, N. Y., has distributed an interesting 
Incabloc sales promotion portfolio, it was 
announced by W. G. Wenzel, vice-presi- 
dent. It contains colored reproductions on 
heavy cardboard of Incabloc advertise- 
ments in Life and other consumer maga- 
zines. 

Large illustrations of free mats for the 
jeweler and samples of colorful tags, all 
available to the jeweler without charge, 
are also included. A sample of an inter- 
esting and colorful Incabloc folder for the 
consumer on the design and operation of 
the shock-resistant Incabloc device, utiliz- 
ing a lyre shaped spring, is another im- 
portant promotion piece. It is also free to 
the jeweler. 





Fee and Stemwedel Becomes 
Airguide Instrument Company 


Fee and Stemwedel, Inc., 2210 Wabansia 
Ave., Chicago 47, Ill., according to A. L. 
Stemwedel, president, has changed the 
company name to Airguide Instrument Co., 
and will now operate under that name at 
the same address, with the same manage- 
ment. 














Medana Offers Jeweler 
Free TV Film Commercials 


Medana watches is making available to 
jewelers a free TV film, it was announced 
by Louis Aisenstein & Bros., 16 E. 40 St, 
N. Y., N. Y., distributors of Medana 
watches. The film features 53 seconds of 
fast-paced promotion and an “open-end” 
for the jeweler’s own message. 

Highlighted are two water-resistant 
Medana models, one for women and one 
for men, retailing at $12.95. Scenes from 
the film show how water is poured over 
the man’s watch and how it is subjected 
to shock treatment. There is also an 
animated watch parade sequence of Me. 
dana watches. ; 

This free film is part of Medana’s pro. 
gram to bring back what Medana estimates 
is the “lost market” of 10,000,000 watches 
priced under $20 sold annually through 
other outlets. 


Landers, Frary & Clark 
Presents Watches to Employees 


Bret C. Neece, president of Landers, 
Frary & Clark, makers of Universal ap. 
pliances, has announced that a total of 
803 employees, including 150 former em. 
ployees, now retired, have been presented, 
in a recent ceremony, gold watches in 
recognition of 25 years or more of com- 
pany service. 


J. R. Wood & Sons Offers 
Novel "Artcarved" Displays 





Among the many new window displays 
available from J. R. Wood & Sons, Inc., 
216 E. 45th St., N. Y., for spring and 
summer styled “Artcarved” engagement 
and wedding rings is the “Bride’s Fancy” 
display. It has an eight inch Latex bride 
doll posed by a white, gold-flecked arch 
which is topped by rose ribbon and has 
a blue cloud backdrop. The midnight blue 
velvet base pad with clips and white ring 
box holds nine wedding rings. 

Another display is a day and night unit. 
It has a satin base underneath a removable 
pad with this message: “Sorry—Our Art- 
carved rings are much too tempting to 
leave in the window overnight. Please 
come and see them tomorrow.” During the 
day, the pad displays 15 rings. 
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Ulysse Nardin Watches 
Tie In With Stanwyck Film 





The Ulysse Nardin Watch Co., repre- 
sented in the U. S. by Bayer, Pretzfelder 
& Mills, Inc., 11 E. 48 St., N. Y. 17, N. Y., 
in cooperation with United Artists Corp., 
is conducting a nationwide contest and 
promotion on its watches, in connection 
with the new Barbara Stanwyck film 
thriller, “Witness to Murder.” 

Hundreds of movie theatres throughout 
the country will help attract the picture’s 
patrons to Nardin jewelers through lobby 
displays. United Artists is supplying 
posters, which prominently mention Nar- 
din watches, and theatres will have con- 
test blanks printed. All this promotion is 
designed to tie in with Ulysse Nardin 
jewelers, who will participate with special 
window displays featuring Miss Stanwyck’s 
endorsement of the Nardin watch. She 
is shown wearing one in the photo. 

Over 50 Nardin watches will be awarded 
composers of the best letters on “Why I 
Like ‘Witness to Murder’” and “Why I 
Would Like to Own a Ulysse Nardin 
Watch.” The contest closes Oct. 1. 


Zippo Introduces 
Flint Self-Merchandiser 
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A new flint display by Zippo makes use 
of similar colors and eye-catching spots. 
It incorporates, the firm states, the latest, 
small space impulse-buying research. 

The new carton displays 24 colorful 
plastic dispensers, each containing six 
flints to retail at 15 cents per package. 
The display matches Zippo’s new fluid 
display carton. 
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Big Advertising Campaign 
By Bulova for New "23" Model 


The Bulova Watch Co. has initiated what 
it terms “the largest and most complete 
advertising program ever undertaken by 
Bulova” for its new model watch, the 
Bulova “23”. A combination of almost 
250 radio and TV stations will carry ad- 
vertising to over 30 million persons each 
night, the company stated. 

The first displays for the “23” are an 
electric motion display unit, shown in 
the photo, and an easel-type display. The 
motion display has a gentleman in evening 
attire pointing out the five value features 
of the “23”: 23 jewels, self-winding, certi- 
fied “waterproof,” unbreakable mainspring 
and shock-resistant. As his cane points 
to a copy message, a red light flashes 
opposite it. For window on counter use, 
it displays six Bulova watches. 

The other display also advertises the 
five value features and other copy reads: 
“The Greatest Achievement in a Century 
of Watchmaking” and “Never Before So 
Many Advanced Features in One Watch.” 








Bulova also offers a “23” newspaper mat 
service, containing 29 ads, and a series 
of local dealer radio and TV commercials 
in 20 second, one and two minute lengths. 
Each of these commercials allows the jew- 
eler individual store identification. 


Fromson Orban Now Licensing 
New Lurium Finishing Process 


The Fromson Orban Co., Inc., 205 E. 
42 St., N. Y. 17, N. Y., has announced 
that a new German developed electro- 
chemical process, which, the firm states, 
“produces a permanently brilliant surface 
finish on costume jewelry made of Lurium, 
high purity aluminum,” is now being 
licensed by the company, which has ac- 
quired exclusive U. S. rights. 

First license to the “Lurbrite” finishing 
process has been issued to the Custom 
Plating Co., Providence, R. I. 

Fromson Orban state that “Lurium is 
capable of being polished ... to a high 
luster and non-tarnishing finish never be- 
fore possible on aluminum. By proper 
selection of dyes, the finished metal can 
be made to simulate gold, silver, platinum, 
brass and other metals.” 

Further details are available from the 
firm. 











Waltham Watch Reaffirms 
"Controlled Production” 





Teviah Sachs, president of Waltham 
Watch Co., has issued a statement on the 
firm’s policy of “Controlled Production.” 
He stated this policy (announced in 1952) 
was “established to avoid over-production 
and swollen manufacturer and retailer in- 
ventories like those which threaten watch 
business today. We believe that the value 
of the jeweler’s inventory must be main- 
tained . . . if the confidence of the buy- 
ing public in his store is to be preserved.” 

Mr. Sachs also described Waltham pro- 
motions as_ available to the jeweler “with- 
out risk and in such quantities as realis- 
tically needed. Fill-in stocks may then be 
quickly obtained from wholesaler’s inven- 
tory as actual sales results warrant.” 

Waltham’s recent 17 jewel $19.95 “Gold 
Rush” promotion has been extended to 
June 12, and 17 jewel expansion band 
models at $29.75, F. T. IL. and 19 jewel 
models at $39.75, F. T. I., have been added 
for the peak gift-selling season. 

Free promotion material, shown in the 
photo and including displays, newspaper 
mats and TV slides, is available. 


Forstner Offers New 
Charm and Bracelet Line 





A new line of sterling silver or gold- 
filled charms and bracelets, taking as its 
theme, “a charm for each memorable occa- 
sion,” is being offered by the Forstner 
Chain Corp., Irvington, N. J. 

The assortment, including a choice of 
round or heart-shaped plaques, is mounted 
on an attractive, velour-covered easel pad 
for showcase or counter display. It is 
shown in the photo. 
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Water-Resistant Testing Pump 





the 


Omega is offering jewelers same 
type of water-resistant testing equipment 
used in the Omega factory in Switzerland. 
The “Omega Vacuum Pump,” shown in 
the picture, is an unusual, easy to operate 
vacuum pump which permits testing the 
waterproof qualities of a watch without 
risk to the movement. 

It operates on the principle of air 
bubbles revealing the location of leaks, 
if the watch is not watertight, by the 
vacuum in the pump forcing air out of 
the watchcase after it is immersed in the 
water in the cylinder. 

Omega points out that the pump’s im- 
portance in the repair shop lies in the 
jeweler having a testing device to see 
whether the original degree of water- 
resistance has been restored to a repaired 
watch. As a selling aid, it permits quick, 
foolproof demonstrations of the water-re- 
sistance of the most expensive watches. 

The pump is 12 in. high and 6 in. deep, 
With attractive window signs included, 
the cost is nominal at $42.50. 

Full details are available from Norman 
M. Morris Corp., 655 Madison Ave., N. Y. 
21, N.Y. 


—_—_________. 


L & R Mfg Co. Takes 
New Quarters in Chicago 
The L & R Mfg. Co., 577 Elm St., Arling- 


ton, N. J., has announced the taking of 
new and larger quarters in the Heyworth 
Building, 29 E. Madison Ave., Chicago. 

Jobbers, material distributors and their 
customers can see in this office all L & R 
products in actual operation. 

Alex F. Schmidt, western sales manager 
of the firm, will be at the new office. 


-_—-—_—_ --—— -— 


Bulova New Product 
Is Portable Radio 


Bulova has introduced a portable radio, 
designed to retail for $49.95, minus bat- 
teries. Called the Bulova “Companion,” 
model 200, it operates on AC, DC or bat- 
teries, and weighs 414 lbs. with batteries. 
It is available in five colors: walnut, ebony, 
forest green, maroon and teal blue. The 
portable is designed so that it can be 
tuned and played while in the case. 
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General Electric Radio-TV 
Sponsors Consumer Contest 


A nationwide consumer contest, running 
until June 15, has been announced by the 
General Electric radio and television de- 
partment, Syracuse, N. Y. 

Designed to increase store traffic for GE 
radio dealers, the contest. called “Holiday 
in Hollywood,” will be advertised on radio 
and in magazines. Contest rules require 
only a person’s name and address on an 
entry card, provided to dealers. 

100 winners will be selected. Top award 
is an all-expense-paid trip to Hollywood 
for four persons. The top winner will be 
able to invite three other persons on the 
trip, and will also receive a GE color TV 
set. Next nine winners will receive GE 
table TV sets; the remaining 90 will re- 
ceive GE clock-radios. 


Enicar Introduces One Piece 
Water-Resistant Watch 





Enicar supplies 
for its water- 
resistant watch 
a striking dis- 
play. One piece 
case is at left. 


The Enicar Watch Corp., 115 W. 45th 
St. N. Y., sole distributors of Enicar 
watches in the U. S., has announced the 
Enicar “Sea Pearl” as the latest addition 
to its assortment of very thin water-resist- 
ant watches. 

The firm describes the Sea Pearl as a 
new, all stainless steel, water-resistant 
watch with a one piece case, on which the 
screw back has been completely elim- 
inated. The watch can be opened only 
from the top, where it uses an “Emo” 
crystal. It also has direct sweep second- 
hand and uses an “Incabloc” device and 
“Nivaflex” unbreakable mainspring. The 
watch comes in an assortment of modern, 
raised gold luminous dials. 

The Enicar Sea Pearl retails from $29.95 
and up. 


Feature Ring Introduces 
Eight Set Promotion 
Feature Ring Co., 130 W. 46 St., N. Y. 


36, N. Y., has introduced a new Feature 
Lock eight set promotion. It consists of 
eight new Feature Lock interlocking ring 
sets in a representative group of styles. 

Small and medium size mats, two color 
stuffers, counter cards and an attractive 
window display are available for the pro- 
motion. 














Ronson Offers Motion Display, 
Undertakes Heavy Ad Campaign 
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Ronson is offering a new three-dimep. 
sional battery operated motion display, 
called the M-1, shown in the photo. In ful] 
color, it comes complete with motor, and js 
ready to set up. It is 12 in. wide and 
12% in. high. 

The unit is furnished free with the 
purchase of an assortment of 15 Ronson 
pocket lighters, 

Ronson has also announced that a heavy 
advertising campaign has been scheduled, 
including full page ads, some in four 
colors, in Life, Seventeen and other con- 
sumer magazines. The campaign will fea- 
ture a teen-age advice column in Seventeen, 
The Ronson spot TV campaign will also 
be continued in major market areas. 





“Double-View" Watch Display 
Graduation Promotion by Wyler 
The Wyler Watch Agency offers this 


electric flasher display, which plays a 
light alternately on the front and_ back 
views of the new Wyler “Double-View” 
watch. 





The new model features a_ water-re- 
sistant crystal back that lets the customer 
see what makes it tick. Effective for day 
or night, the unit ties in with advertising 
in Life. It is 17” high by 21” wide. 

Wyler is also offering a graduation pro- 
motion which has as one of its features 
special introductory prices. They run from 
$39.75 to $65 retail, amounting to savings 
of up to $7.50 on a watch bought before 
June 30. All watches are double-ticketed, 
showing consumers the before and after 
prices. Watches are specially boxed with 
“Class of 54” ribbon. 
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Keepsake's Billboard Posters, 
And Dramatic TV Color Debut 





Shown in the photo is a Keepsake out- 
door poster, whose use the A. H. Pond 
Co., makers of the Keepsake line, states 
doubled in 1953 over that of the previous 
year. 

' The A. H. Pond Co. underwrites the 
cost of the posters, dealer imprinting and 
shipping. The dealer pays the cost of space. 

Keepsake wedding rings also made their 
debut on color TV recently when they were 
presented to a couple who were married in 
a ceremony on “Bride and Groom,” a daily 
NBC program televised nationally. It 
reaches an estimated daily audience of 
nearly 2,000,000 homes. A feature of the 
show for the last four vears has been 
presentation of Keepsake wedding rings 
to the bridal couple. 


Flex-Let Offers "Tie-Tacks"’ 
And Teen-Age Photo Idents 


The Flex-Let Corp.. 580 Fifth Ave., 
N. Y. 36, N. Y., has introduced a “4-Pic- 
ture Album Ident,” which it says is the 
first Ident to be designed for teen-agers. 

Two styles are available. For “Guys” 
it comes in white, No. 385, retailing at 
$10.95, and in yellow, No. 395, to retail 
at $13.95. For “Gals” it is available in 
white, No. 360, retailing at $9.95, and in 
yellow, No. 365, to retail for $10.95. All 
prices include Federal tax. 





A full color, three dimensional window 
display, shown in the picture, on the teen- 
age Ident is available free with every 
order for six Idents. 

Flex-Let has also introduced in its “Beau 
Brummel” men’s jewelry the “Tie-Tack” 
tie holders. They come as a small pearl 
centered in a golden color circle: an oval 
with a “solid gold” look; a golden color 
diamond-shaped tack; a deep red-baked, 
enameled shield with golden color fleur- 
de-lys; a golden color replica of a golf 
tee; and an oval studded with a single, 
square jewel. Each Tie-Tack retails for 
$2.50, F. T. I. 
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Paper-Mate's Ad Campaign 
On New "Silver-Tip" Pens 


Paper-Mate pen, according to Glen Nel- 
son, executive vice-president in charge of 
sales, will take full page ads in national 
Sunday supplements to key off its adver- 
tising campaign to introduce its new sil- 
ver tip ball-point pen. Mr. Nelson says 
the silver tip “stops wear and reduces 
friction at the writing point.” 

The ads will also carry pictures of the 
“Paper-Mate Sweethearts,’ used by the 
company on TV _ promotion. Promotion 
materials are available to the dealer. 


—_—_—__ —_—_——_ — 


Karlan & Bleicher Numbermatic 
For Wholesalers and Jobbers 





Shown is Karlan & Bleicher's new preci- 
sion ring numbering machine, called the 
"Numbermatic," designed by Jacob Karlan. 
It produces clear numbers on ring shanks, 
allowing better, easier inventory control. 


Longines Greatly Expands 
Radio-TV Advertising 


The Longines-Wittnauer Watch Co. has 
signed a three million dollar network con- 
tract with CBS, according to an announce- 
ment from the company, which states that 
advertising publications hailed the con- 
tract as “the largest radio program sched- 
ule ever undertaken by any company in 
the jewelry industry, calling for daily 
broadcasts over the CBS coast-to-coast ra- 
dio network.” 

M. Fred Cartoun, chairman of the board 
of the firm, stated: “‘We have found that 
a solid schedule of radio broadcasting 
forms the broadest possible foundation for 
our national advertising. Radio reaches 
more people per week than any other form 
of advertising . . . 45 million homes listen 
to radio every week, whereas not much 
more than half of these homes are 
equipped with television sets.” 

The Longines Chronoscope TV program 
is also being telecast over an ever-expand- 
ing network of CBS-TV stations. The com- 
pany will continue to present its full hour 
gala holiday festival TV programs. 

The Longines Symphonette, the Lon- 
gines-Wittnauer Choraliers and the sports 
and miscellaneous advertising of the firm 
complete its 1954 radio and TV ad cam- 


paign. 























Reed & Barton Promotion 
By Living for "Classic Rose’ 








Reed & Barton’s new sterling silver 
pattern, “Classic Rose,” received intensive 
promotion by being previewed in the April 
issue of Living for Young Homemakers 
and by being promoted in a_ three-way 
retail line-up of jewelry, department and 
florist stores. 

The rose motif has been carried out, in 
addition to Reed & Barton’s sterling, in 
glassware, china and other household fur- 
nishings. One of the Classic Rose’s fea- 
tures is to be at home in any period. 

Living has prepared and distributed to 
participating stores a promotion packet, 
including photographs, merchandise infor- 
mation and suggested window and interior 
displays. Shown in the picture is Classic 
Rose in a classical setting, with the Reed 
& Barton pattern, Lenox. Inc., dinner plate 
and Fostoria Glass Co. water goblet, both 
in a rose pattern. 


Mobile Waitchband Display 
Supplied by Kreisler 


The Jacques Kreisler Mfg. Corp., North 
Bergen, N. J., is offering a new self-selling 
counter merchandiser for its watchbands, 
it was announced by James W. Robertson, 
advertising manager. It is distributed to 
jewelers at no charge. 





WATCH BARTS 





The rotating display, shown in the photo, 
houses a stock of five dozen bands. It 
features a distinctive conical dome with 
a brightly illuminated translucent. top. 
The lower section of the dome displays 
watch bands on brilliant red velvet fabric. 

At the rear of the display, measuring 
about 12 by 12 by 13 in., six drawers are 
filled with Kreisler bands. 

It was produced by Merit Displays Co., 
Paterson, N. J.. in its new, expanded plant. 
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International Sterling Offers 
The "Silver Table-Chest" 
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A “silver table-chest” has been intro- 
duced by International Sterling to provide, 
the firm states, both sterling and stainless 
steel flatware in one chest. Called the 
“Contemporary Service,” the dual-purpose 
table, shown in the photo, has two drawers 
fitted with both sterling and stainless. 

One drawer contains four five-piece place 
settings of sterling and the other drawer 
has eight four-piece settings of stainless 
plus four serving pieces. Each drawer 
also has room for service for twelve. 

The table is available in mahogany 
veneer with both dark and blond finishes, 
and can double as an end or lamp table. 

The Contemporary Service ranges from 
$176 to $199, depending on the sterling 
pattern. 


I. Smaliman & Sons Offers 
Craftsman Assortment 


I. Smallman & Sons Co.,. makers of 
Craftsman billfolds, are offering a hand- 
some wooden display free with its “Exclu- 
sive Feature” assortment F500. The assort- 
ment, consisting of eight men’s and four 
ladies’ billfolds, retailing at $5 each, fea- 
tures six specialty numbers, described as 
follows: 


NATIONALLY ADVERTISED 





The “Memo-Mate” features a removable 
leather covered, refillable memo pad and 
automatic pencil. The “Pass-Fold” has 
folding, leather covered multiple passes. 
The “Pass-Pak” features a removable eight 
view extension passcase. The “Pass-Cot” 
features a removable card album, holding 
36 photos or cards. The “Pass-O-Mat” has 
a removable passcase with click-open bar 
for changing or adding windows. The 
“K.ey-Mate” features a removable key case, 
with removable eight view passcase. 
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Seventeen Promotes Sterling 
As Memorable Graduation Gift 


The April issue of Seventeen pictured 
12 sterling flatware patterns in order to 
suggest sterling as memorable graduation 
gifts. Home editor Mimi Sheraton ad- 
vised the magazine’s two and a half million 
teen-age readers that “gifts you receive on 
(graduation) day should be part of your 
future, too. That’s why you’d be wise to 
hint for sterling flatware. . . . Let every- 
one know your choice.” 

Among the patterns included were Lunt’s 
“Summer Song,” Wallace’s “Waltz of 
Spring,” Reed & Barton’s “Classic Rose” 
and International’s “Silver Rhythm.” 


Gruen Supplies 
New Ad Mat Book 


POA 


ins — » 
“ 
< Sen, 4 y 
Zz . . 9 
ESS oa 
: 


_ . ss 
“ . x 
é Some 
oie, . . P tne 
y . . Wing 
ae “ 
L¢ See . 
" <; f : Ww 
e 4 5 » ys , > 
: ne seen < ; Py, I ape 
L a ae | tiny Pe me 
4 , ae = 
2 2 ae See 
, < e = = . 
3D <M A es 
; Saw ss 
- ¥4 MO ¥ 
~ BA , Any 
Re a Py 
a ae 
wie * 


on 


| a 





The Gruen Watch Co. has announced 
the Gruen newspaper mat book for gradu- 
ation, Mother’s Day, Father’s Day and 
other timely selling events. It is displayed 
in the picture. 

A new feature of the ad mat book is a 
section of interchangeable watch panels 
and headings. enabling the jeweler to 
easily assemble any size ad from one 
column to a full page. 


National Cash Register's 
New Accounting Machine 


The National Cash Register Co., Dayton 
9, O., has released a new accounting ma- 
chine, the “Class 34.” a low priced com- 
panion to the “Class 31” line of machines. 
It is designed primarily for use in small 
or medium sized offices. 

The “34” utilizes automatic control 
through detachable “form bars” at the 
front of the machine, which may _ be 
switched in seconds to change from one 
bookkeeping job to another. Typewriter 
models will be equipped with a standard 
keyboard, electric typewriter. 

Features of the “34” include direct sub- 
traction from every total, a “reverse” key 
which permits immediate correction of 
any error made and the ability to clear 
all totals automatically. 




















Chrysler Airtemp Introduces 
New Air Conditioner 





Chrysler Airtemp, division of the Chrys. 
ler Corp., has introduced what it terms 
“the industry’s first five-horsepower gir. 
cooled ‘packaged’ air conditioner.” 

According to J. F. Knoff, vice-president 
in charge of sales, demand for the larger 
air-cooled unit stems principally from areas 
where water supplies are inadequate or 
they are too costly. Lower maintenance 
and operating costs likewise cause many 
users to select air-cooled equipment. — 

Shown in the photo, the new air con. 
ditioner, designated model “1205”, meas. 
ures 58” wide and 35” high. A 28” depth 
allows easy passage through standard 
door frames. In commercial stores, the 
air conditioner can be located outdoors 
or in non-merchandising areas. It is also 
suitable for larger homes. 

Condenser blowers may be rotated 90 
degrees for air discharge through either 
the side or top of the unit. All necessary 
controls are wired or built in at the factory, 


—_— 


Dorsay Products Supplies 
“EarrinGrips’ Display 


ASSORTED SIZES te FIT ALi EARRINGS 





Dorsay Products, 1819 Broadway, New 
York 23, N. Y.. supplies this easel display 
card for “EarrinGrips” upon request. It 
is in four colors with a rich glossy finish, 
814” by 1014”, and is suitable for either 
counter or window use. 

EarrinGrips are practical earring com- 
fort cushions that fit over both clip and 
screw backs for instant relief from pres- 
sure as well as protection for earring 
losses. 
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Heirloom Sterling Introduces 
- as 
The "Sterling Quartette News of Personnel 
The Heirloom Sterling division of Oneida 

Ltd. is offering the “Sterling Quartette”— 

four teaspoons, four salad forks, a sugar 

_* “se — = igre ee Me The Rosenthal-Block China Corp. has Electric City Box Co. has announced 

et announced that Awny J. O’Mitty has that Jerry Jokl has rejoined the firm as 

acetate covered box with a colorful counter will dj d will 
‘adow display. been made sales representative an irect sales representative and will cover 

Toad L Hartwig, sales manager of Heir- cover Delaware, Maryland, Tennessee, Vir- Texas, Louisiana, Oklahoma and Arkansas. 

loom Sterling, states that the package ginia, Washington, D. C., and Philadel- 

costs little more than a single place setting phia. 

and enables the purchaser to use her 

sterling as soon as she starts her service. 
rys- Tissot Increases 
rms Ad Campaign 
is The Holzer Watch Co., 501 Fifth Ave., 
asi N. Y. 17, N. Y., sole distributors of Tissot 
aig watches in the U. S., has announced that 
we the advertising campaign for Tissot watches he 
w is being increased. . * 
ais With ads in Life, Esquire and other con- ai 
any sumer magazines, the company is adding L. A. ROULIER FRED RITZER 

what it states to be an audience of 6,000,- Sessions Sessions 
— 000, the readers of National Geographic. Leonard A. Roulier has been ap 
ais HENRY ROSEN ARNOLD HARTMAN pointed district manager for metropolitan 
pth soto New York and Fred J. Ritzer for New 
re Renee Pearls Issues Jules Hochman, vice-president of sales, — le angen ng 
er Product Folder Flex-Let Corp., has announced additions aoe Clock Co. “ sasiaaiie peel 
hen Renee Pearls, simulated pearls imported to the sales staff. Henry Rosen will cover 

by Simon Rosenkranz, 105 W. 40 St., N. Y. Long Island and Brooklyn in New York. Jerry Hochberg has been named sales 
9 18, N. Y., has issued a folder on jewelry Arnold Hartman will — northern representative for the Royal Jewelry Mfg. 
her accessories, cuff links and men’s wallets. Illinois, parts of Iowa and Indiana. Co., Providence, R. I., featuring rhinestone 
ary Sold through wholesalers only, retail parry and costume jewelry, in its midwest terri- 
ry. prices range from $5 for style 101 pearl Lou Jaron, president of Alice Jewelry tory. He also represents in the same area 

necklace, the “Duette” to style 805-1, the Co., Providence, R. I., has announced that the Shiman Mfg. Co. and the Craft Ce., 

“Renee De Luxe,” at $20. Cuff links and Earl S. Smith, formerly with Phyllis Newark, N. J., with lines of emblematic 

wallets are each $5 retail. All products are Originals, has joined Alice Jewelry. rings and karat gold jewelry. He has offices 

attractively boxed. at 29 E. Madison St., Chicago. 

J. L. Popowich and Son Import 

Derby Swiss Watch Straps 

J. L. Popowich and Son, 802 Sansom 

St., Philadelphia 7, Pa., manufacturers of 

“Jewelite” wristwatch straps, has an- 

nounced that it has been appointed sole 

distributors in the U. S. for the line of RICHARD ARNOLD 

Derby Swiss leather wristwatch straps. Hamilton Watch 
' The company states the “straps are all 

hand made and are available in six shades 

of calfskin, black suede and genuine alli- = 

gator, and this is the first time they are EARL S. SMITH ROBERT KEENAN 

available for resale in the U. S.” Alice Hamilton Beach 

Richard T. Arnold has joined the 
Robert E. Keenan has been named Hamilton-Illinois sales force, it was an- 
Platina Co. Issues Folder regional representative by Hamilton Beach nounced by Lowell F. Halligan, vice-presi- 
On Stainless Stee! Jewelr Co., division of Scovill Mfg. Co., for north- dent, sales. He will represent the firm in 
y eastern Pennsylvania and northern New the Boston area. 
The Platina Co., 21 N. George St., York, | Jersey. He will headquarter in Allentown, 

Pa., manufacturers of stainless steel jew- Pa. William Lowe, Inc., 610 Fifth Ave., 
Ww elry, has issued a style and price list on , N. Y., has announced that Terence F. 
7 its products. The firm states that this ac- Waring Products Corp., a subsidiary of McCabe has joined its sales force. He 
It cessory jewelry has a “completely per- Claude Neon, Inc., has appointed new will cover the eastern, northeastern and 
h, manent finish.” sales representatives. Riser and Simmons mid-western territories of the firm. 

» . Platina distributes direct to the retail Co. will cover Washington and Oregon. 

Jeweler. Prices range from the 48B small Harry E. Riser will cover Washington, | Tuttle Silver Co., and its ‘subsidiary, 
¥ button earrings at $1.00 per pair to the with headquarters at 2020 43rd Ave. | Smith and Smith of North Attleboro, 
qe N50 large spiral necklace at $6 each, with Seattle, and Bland Simmons, Oregon, lo- Mass., manufacturers of sterling silver, are 
" the B50 matching bracelet at $3.50 each. cated at 4650 S. W. Wyndmere Circle, now represented on the Pacific Coast by 
e Eighteen other pieces, with prices, are Portland. This combines Waring and Dura- Francis B. Griffin, 7610 Buena Vista Del 

shown in the folder. bilt products under one agency. Val, Burbank, Cal. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“Lines Wanted” and “Side 

Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word, 
All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 


letters of reco ° 


Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 











Situations Wanted 








SUPERB inside credit jewelry salesman. 
Address “E., 554,’ care J C-K. 





PAWNBROKERW’ salesman: top flight. 
Address “B., 564,” care J C-K. 





BOOKKEEPER (female) wants position 
with a nice firm; can take full charge; 
salary $85. Address “K., 582,” care 
J C-K. 





A FIRST class combination manufactur- 
ing jeweler, engraver, and diamond set- 
ter; over 20 years’ experience. Address 
“R., 522,” care J C-K. 





SALESMAN, thoroughly experienced cash 
or credit and displays: married: will 
relocate; résumé on request. Address 
“E., 512,” care J C-K. 





YOUNG man, 32, married, employed New 
York retail, desires change inside or 
outside selling; pusher; best reference. 
Address “S., 649,” care J C-K. 





AMBITIOUS young man, six years with 
diamond and ring house, familiar office 
routine, etc., also interested in outside 
selling. Address ‘*M., 555,’ care J C-K. 





BOOKKEEPER, full charge, all phases of- 
fice procedure; highly qualified and ex- 
perienced ; New York City. Address “S., 
495,”"" care J C-K. 





COMBINATION certified Master watch- 
maker and jeweler will be available 
May 1: prefer Albany and its imme- 
diate vicinity. Address “B., 541,” care 
J C-K. 








WATCHMAKER, thoroughly experienced, 
fast, accurate on all types of watches; 
ring sizing, selling, etc.: let me make 
your repair department profitable. Ad- 
dress “M., 605,” care J C-K. 





MANAGER, 25 years’ experience in cash 
and credit jewelry, knows all phases of 
business ; buying, merchandising, adver- 
tising, window trimming and personnel. 
Address “L., 603,” care J C-K. 








POWERFUL salesman; high type: seeks 
lucrative job better class time payment 
store; strong promotional experience 
diamonds, watches, mountings, ete. Ad- 
dress “D., 536,” care J C-K. 





POLISHER-lapper-plater, good and fast 
worker, gold and platinum watch cases, 
bracelets, brooches, rings, ete.: can 
take complete charge. Address “EFE., 577,” 

care J C-K. 

















BOOKKEEPER-accountant, extensive and 
expert knowledge of every phase of the 
jewelry business; outstanding record, 





seeking responsible position. Address 
“B., 574,” care J C-K. 
BOOKKEEPER, full charge, thoroughly 


experienced diamonds and jewelry, very 
competent, conscientious, personable ; 
excellent references: New York City 
only. Address “fH., 580,” care J C-K. 








JEWELER, 12 years’ experience on plati- 
num, gold, can do light special orders 
and repairing; no setting; wishes posi- 
tion; moderate salary. Address “P., 
612,’”’ care J C-K. 





WATCHMAKER, competent and experi- 
enced; can do large volume of accurate 
work; minor jewelry repairs: licensed 
Wisconsin, Minnesota. R. Beaudette, 
1404 Kains Ave., Berkeley, Calif. 





MANAGER-salesman, 32, single, gemolo- 
gist, excellent floor personality, credit 
and collection, window trim; resumé on 
request; relocate. Address “V., 624,” 
care J C-K. 





DESIGNER:Sstylist, outstanding creative 
ability in any type of jewelry design, 
interested in part time job; long ex- 
perience in Paris and U. S. A. Call 
Ci 6-8573, New York. 





A really good watchmaker with good ex- 
perience, good producer of better work, 
has Watchmaster, tools, materials; best 
references; prefers Virginia. Address 
“K., 2892,” care J C-K. 





WATCHMAKER, salesman, credit man- 
ager, chronograph, clock and jewelry re- 


pairman; B.T.S. graduate; honest, re- 
liable and dependable; best of refer- 
ences; 23 years’ experience. Address 


“G., 534,” care J C-K. 








WATCHMAKER, particular and precise, 
six years’ experience; I will work for 
salary plus commission, or lease your 
repair department; want South Arkan- 
~, a Address “C., 529,” care 





YOUNG man, six years sales experience 
all phases retail cash and credit; now 
employed, very reliable; position in 
New York or Jersey area: details fur 
nished to all inquiries. Address ‘“‘J., 515,’ 
care J C-K. 


SENSATIONAL jewelry salesman seeks 
responsible managerial or supervisory 
job; enviable intimate exnerience every 
phase highly successful retail credit op- 
eration. Address “T., 652,’’ care J C-K. 





YOUNG man, just finished watchmaking 
school, desires position as second watch- 
maker, own tools; South preferred; go 
anywhere, reasonable salary to start. 
Address “A., 370,” care J C-K. 











CALIFORNIA: incomparable East Coast 


retail experience; independent, chain, 
department stores; buying, promotion, 
managerial; diamonds, watches, jiew- 


elry, silverware; welcomes terrific chal- 
lenge. Address “‘A., 594,” care J C-K. 





FLORIDA watchmaker’s position wanted 
by steady conscientious repairman, 31, 
family man: eight years’ experience: 
hand and machine engraving, polishing, 
jewelry repairing, sales, ete. Address 
“S., 614,” care J C-K. 





FIRST class retail salesman; thoroughly 
experienced on fine diamond jewelry; 
interested in a responsible position with 
a fine jewelry shop: no credit operation, 
oT position. Address ‘“J., 581,” care 


MANAGER-salesman; retail credit jew- 
elry: thorough knowledge all phases 
credit business, sales, display, adver- 
tising, collections: promotional minded: 
looking for a permanent future: age 37, 
married. Address “L., 583,” care J C-K. 











DIAMOND setter, manufacturing jew- 
eler, 25 years’ experience in fine plat- 
inum and gold setting, repairs, and spe- 
cial order work; age 42, married; pre- 
fer Southern States: retail store only: 
references. Address “S., 432,” care J C-K. 











WATCHMAKER and _ clockmaker, 25 
years’ experience on fine watches ang 
clocks, also front man, can do smal] 
jewelry repairing, desires position on 





Long Island or the vicinity of New 
York City. Address “H., 600,” care 
J C-K. 

EXPERIENCED credit manager seeks 


position with reputable jewelry con. 
cern, desires position offering stability 
and advancement, complete experience 
in all phases of jewelry management: 
will relocate. Address “M., 518,” care 





————__ 


ANY challenges; aggressive, 30 year 
older, wants to dig into a jewelry store 
in the South that needs young blood 
with ideas; excellent managerial back. 
ground ; references ; must be progressive 
growing area with expansion potential. 
Address ‘‘A., 527,” care J C-K. 











——_—_______ 


GENTLEMAN, well known for many 
years among manufacturers of. 
jewelry and _ silverware; personal 
contact with tops using precious 
metals; capable salesman, publicity ; 
references the best. Address “E,, 


269,” care J C-K. 





Se 


BUYER-merchandiser, thorough knowl- 
edge all phases of retail credit jewelry 
operation, chain store experience, 20 
years in field, married, college educa- 
tion, fine appearance, excellent market 
reputation, seeks position with future. 
Address “Y., 626,” care J C-K. 





WATCHMAKER-manager, diversified re- 
tail sales, jewelry, music, camera; seven 
years’ experience, conscientious, de- 
pendable; family man, age 32 years; 
presently employed, desires new loca- 
tion in Southwest. Address “D., 565,” 
care J C-K. 





BUYER-manager, young man, 18 years’ 
experience in silverware, seeking buyers 
and/or department manager’s position 
in this and related lines; have enough 
administrative jewelry and sales experi- 
ence to qualify for branch or store man- 
ager. Address ‘K., 516,” care J C-K. 





GENERAL manager-buyer, 20 years’ ex- 
perience, top salesman; can train sales 
force, experienced all phases credit jew- 
elry business including credits and pro- 
motions; now employed by six store 
Midwest chain, doing seven figures; lo- 
cation immaterial. Address “P., 8,”’ 
care J C-K. 


MANAGER, thoroughly conversant 
large volume store or chain opera- 
tion personnel, advertising, aggres- 
sive selling; top executive, person- 
able, with long background of 
promotion, merchandising and fi- 
naneing. Address “W., 625,” care 
J C-K. 








ATTENTION Southern jewelers; do you 
need a capable, hard working manager, 
married, 33, 16 years retail credit jew- 
elry experience, buying, sales, display, 
advertising, promotion, desires perma- 
nent change to join growing business 
with opportunity for future. Address 
“A.. 573,” care J C-K. 


SALESMAN, 30, married, capable, reli- 
able and ambitious, presently employed 





New York: thorough retail cash and 
credit experience, desires responsible 
position ; will relocate, preferably 


Southern California: complete resumé 
on request. Address “G., 514,” care 
J C-K. 


MANAGER-salesman: A to Z knowledge 
of credit jewelry business: knows chain 
operation detail work, window trim- 
ming, advertising, promotions and cred- 
its; will consider reputable owner op- 
erated proposition; please advise store 
volume and _ remuneration offering; 
presently employed. Address “E., 632,” 
care J C-K. 


SUCCESSFUL manager-salesman, young, 
married, desires better position promis- 
ing advancement: 11 years’ experience 
in all phases of jewelry field, credit 
jewelry and strong diamond sales, win- 
dow trimming, extensive background of 











merchandising : relocate, preferably 
Midwest and West. Address ‘X 592,” 


eare J C-K 














—_ 
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TOP flight manager-salesman, 18 years’ 
axperience aS manager - supervisor - 
owner; complete Knowledge of credit 
chain store operation including jewelry 
concessions in department stores, age 
48, married ; fine appearance ; New York, 
Pennsylvania or Southeastern States 
preferred ; complete resumé on request. 
Address “A., 542,” care J C-K. 

———————— 

THOROUGHLY experienced diamond ex- 
ecutive, with excellent references; de- 
sires steady employment at $100 weekly ; 
a mature and conscientious gentleman ; 
healthy veteran ; willing ; adaptable; in- 
telligent, with pleasant appearance and 
an amiable sales personality. Joseph 
Hunt, 210 W. 16th St., New York City 
11, N. Y. 











CERTIFIED Master watchmaker, grad- 
uate horological school, student of gem- 
ology ; six years’ experience instructing, 
supervising watchmaking; sober, in- 
dustrious; married; 28 years of age; 
future objective, jewelry store manage- 
ment; Northeastern States preferred ; 
advise as to salary and possibilities. 
Charles D. Airesman, Ellerslie, Md. 








MANAGER-salesman, young, aggressive, 
10 years credit store experience, hustling 
top notch salesman, knows every phase 
credit operation; only two employers in 
10 years; personable, unmarried; go 
anywhere; presently employed chain 
doing multi-million gross; love the 
credit business and don’t mind work. 
Address “D., 510,’ care J C-K. 





—-—--— 


MR. Credit Jeweler; if your store has 
“lost” its spark, you have ‘“‘fqund” your 
man; top flight manager-salesman, de- 
sires connection with firm of reputation ; 
neat, personable and a promoter of sales, 
experienced in all phases store opera- 
tion; avoid disappointments; I guaran- 
tee an increase in your sales volume. 
Address “‘W., 591,” care J C-K. 





—_ 


RETAIL manager ; 25 years‘ thorough ex- 
perience in every phase of chain credit 
jewelry stores; top salesman, knows 
diamonds, promotions, credits, collec- 
tions, advertising and displays; best of 
references and good appearance; prefer 
North or South, but would consider 
bordering States of either. Address “B., 
318,” care J C-K. 


—————— — 








CAN you use a man who has years’ of 
experience in the jewelry business: one 
whose vast experience covers every 
phase in the manufacturing of jewelry 
from the raw finding to the finished 
product; one who knows how to mount 
merchandise; can take care of special 
orders, able to bill out orders, and un- 
derstands diamonds by quality, color 
and perfection ; wishes connection with a 
wholesaler or manufacturer. Address 
“A., 561,” care J C-K. 





WATCHMAKER, manager or foreman, 

- age 45, good appearance, educated, 
family man; 20 years’ experience in re- 
tail trade and shop; expert repairing; 
chronographs, automatics, calendars, 
also glass crystal cutter, and complete 
knowledge of buying, selling diamonds 
and jewelry; have numerous amount 
of material, New Hermes engraver, 
electric soldering machine and all tools: 
recently employed for large mail order 
house in. New York City; willing to 
start very reasonable salary ; best refer- 
ences; interview welcomed. Frank P. 
Englise, 1625 W. 6th St., Brooklvn 23, 
N. Y. De 9-1870. 


_—_ 





SUCCESSFUL, 36 year old executive (17 
years’ thorough experience installment 
jewelry business) interested in a change; 
seeking a permanent, secure, responsible 
and good paying position with large pro- 
sressive retail jewelry operation; can 
provide only the best references with 
past employers and responsible men of 
the trade ; have directed the purchasing, 
merchandising, sales, advertising, sales 
promotions, and proper training of sales 
personnel for two jewelry chains, both 
doing over one and one-half million an- 
nually ; prefer Eastern location, but may 
consider other location only if proposi- 
tion is good; starting salary $12,500 
plus bonus and commission. Address 
N., 611,” care J C-K. 


ee 








Lines Wanted 











MID-WEST salesman, desires additional 
high quality line, for this territory, 
commission basis. Address “T., 589,”: 
care J C-K. 











LONG established traveling salesman de- 
sires non-conflicting lines for Eastern 
territory, selling better retail jewelers. 
Address “C., 629,” care J C-K. 





TOP notch watch salesman, seeks suit- 
able side line; now covering Metro- 
politan areas. Address “D., 576,” 
care J C-K. 


WEST Coast salesman desires factory 
line fine jewelry in gold and platinum ; 
genuine stones; commission basis. Ad- 
dress “C., 2946,” care J C-K. 








FORMER Boston representative for lead- 
ing watch manufacturer desires to rep- 
resent reputable watch house, no side 
at carried. Address “Y., 593,” eare 


iin 


SALESMAN ; Southeast; well Known, cov- 
ers department stores, jewelers and gift 
shops; now selling ladies’ vanities; 
wants top line, non-conflicting. Address 
“G., 550,”’ care J C-K. 








SALESMAN wants manufacturers’ line of 
gold-filled and sterling tailored jewelry 
to the retail trade; large following in 
New Jersey and Pennsylvania. Address 
“B., 547,” care J C-K. 





SALESMAN, residing in Georgia, operat- 
ing own business last eight years, wishes 
popular price line for Southern terri- 
tory to jobbers, retailers, or both. Ad- 
dress “R., 613,” care J C-K. 





WEST Coast factory representative de- 
sires platinum cases, attachments, ear- 
rings, bracelets, set and unset; must 
be top quality; commission basis; ref- 
erences. Address “G., 2948,” care J C-K. 





SALESMAN: wanted ring line, all types 
including 14K gold, for our man cover- 
ing retailers in Carolinas, Virginias, 
Tennessee: excellent man; established 
accounts. Address “D., 530,’’ care J C-K. 





PACIFIC Coast salesman wants costume 
jewelry and jewelry lines that are good 
looking and can be sold in volume; 
know department and retail stores per- 
sonally. Manuel Horwitz, 451 Terrace 
St., Altadena, Calif. 


MANUFACTURER’S representative, 
Ohio resident, long established with 
strong loyal following among jewel- 
ers and department stores, desires 
strong manufacturer’s line, Address 


“TL... 644,” care J C-K. 


ESTABLISHED firm, serving jewelry and 
gift stores in five southern States, spe- 
cializing in the rural areas, has open- 
ing for additional top lines as factory 
representative ; modern showrooms and 
office. Address “R., 587,” care J C-K. 











PACIFIC Coast salesman, with estab- 
lished following of best rated costume 
jewelry jobbers, has a market for 
novelty gadget items, pierced earring 
lines, teen-agers items, for $1 to $3 re- 





tail: best of references. Address “F., 
549,” care J C-K. 
PACIFIC - Coast manufacturers’ repre- 


sentative to costume. jewelry and novel- 
ty jobbers; established following, who 
can use popular priced lines with some 
originality: best of references. Mori 
Basch, Room 314, 707 So. Broadway, 
Los Angeles, Calif. 


SALESMAN, with well established re-- 
tail clientele on Pacifie Coast (16 
years) desires few select non-con- 
flicting factory lines; owing to ex- 
cessive traveling costs, cannot con- 
sider other than outstanding lines. 


Address “C., 545.” care J C-K. 








SALESMAN; Chicago office; young, ag- 
gressive; 12 years’ experience; excel- 
lent following among Middle West 
wholesalers and catalogue houses; de- 
sires reputable line on commission 
basis; best references. Address Circular 
295, Room 1420, Heyworth Bldg., Chi- 
cago 2. 








SALESMAN, has covered New England 
in unrelated business, but now wishes to 
become affiliated with jewelry trade: 
six years’ experience as retail and 
wholesale salesman: will accept estab- 
lished lines in New England and Upper 
New York; age 33, married, veteran. 
Address “T., 623,” care J C-K. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 








REPRESENTATIVSG, for the Midwest and 
South, with Chicago office, calling on 
jewelry jobbers, material jobbers and 
religious houses, wants additional line; 
I am well established and could do a 
fine job for you; references... Address 
Circular 294, Room 1420, Heyworth 
Bldg., Chicago 2. ; 


WEST COAST manufacturers’ repre- 
sentative to the jobbers of novelties, 
premiums, jewelry, etc.; over 10 
years of contacts with substantial 
users of low priced pin lever 
watches, clocks, watch cases, im- 
ported watch bands, and other im- 
ported novelties and gadgets. Ref- 
erences: Jewelers Board of Trade; 
Dun & Bradstreet. Murray Silver- 
man, 707 S. Broadway, Los Angeles, 
Cal. 


NEW ENGLAND; salesman available, 
presently employed; age 39; married; 
15 years’ successful sales experience ; 
well known with following in this ter- 
ritory including important Boston ac- 
counts; interested in a good selling 
job with established reputable firm re- 
quiring capable, conscientious’ repre- 
sentation. Address “D., 631,” care J C-k. 











MANUFACTURERS attention ; we are in- 
terested in a good line of earrings: in 
a line of costume jewelry, either 
stamped or cast; also in a line of Sum- 
mer costume jewelry; we travel “6 
weeks annually in the Rocky Mountain 
area where we’ are established for the 
past 25 years: commission basis. Ad- 
dress “D., 551,” care J C-K. 





WE are open to represent a line to 
the jobbers, wholesale jewelers and 
big retailers; we are covering Chi- 
cago and the Midwest; we are look- 
ing especially for a highly competi- 
tive gold jewelry or a fine costume 
jewelry line; office in downtown 
Chicago. Address Circular 296. 
Room 1420, Heyworth Bldg., Chi- 
cago 2. 


Side Lines 











SALESMAN having following among bet- 
ter department, specialty, and jewelry 
stores in Pennsylvania territory to rep- 
resent a fine manufactured rhinestone 
line. Address ‘“A., 603, care J C-lk. 








BOXES and displays; leading firm with 
competitive, easy selling line has ter- 
ritorial openings to wholesale and re- 
tail trade: commission basis. Address 
“rT. , 392,” care J C-K. 








SALESMEN wanted to carry a short line 
of fine diamond and baguette mounted 
rings and wedding rings to the better 
retail stores; all territories open: com- 
mission basis. Address “R., 619,” care 
J C-K. 


(Continued on page 202) 
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IF a have .% ag hg among better pce to carry qunement pine of 
jewelers in io, this is your opportu- men’s and women’s leather billfold 
(Continued from page 201) nity to carry the fine Ernest Borel line on commission basis, calling on whole. 
of page one a wrist por secre al meng os Me mee —, vio? : htt giv. 
m . ‘ eters; this includes the revolutionary ing fu etails. ress “E., 535,” car 
Side Lines—Continued cocktail, the watch with the lively face, J C-K ° 
which is re a —— ha 
country over. rite ules ore . : 
x ~ SALESMEN ; imported silver plated items : 
— school gE aggre eae ; if ae have cee Wheerari Walnut St, Kansas — etc tera and a arn high 
sold rings to schools an ave a : ‘ quality pewter line; mos erritorie 
little spare time, you can convert it to open, except New York City ; commis. 
immediate profit with guaranteed re- SALESMEN; if you are contemplating a sion basis. Associated Silversmiths, Inc,, 
peat commissions; please state back- change the following territories may 366 Fifth Ave., New York 1, N. Y. 
ground. Address “F., 567,’’ care J C-K. a) 3D etre C2 eee 
akota’s, Minnesota, ebraska, : . ’ 
OLD reliable and progressive firm wishes Kansas; (3) Wisconsin, Illinois, Mis- inten ~~ 
to employ two or three more men to sourl, lowa; (4) Michigan, Indiana, No h Ohi Cit : ermanent j n 
carry our diamond sets, mountings and Ohio, Kentucky; sterling silver flat- orcnern A sae ex ae 
wedding ring line; can carry non-con- ware and hollowware; now selling to —- SO a aicees A+ ier 
flicting line; state territory; excellent pee rae and metho stores ; ie: oe eee 7 _ 
roposition. ss “G., 637,” ca commission basis ; experience necessary ; i 
+ P po See ’ — established accounts. Address “G., 553,” Seen. 
aes care J C-K. RETAIL galeomean ane ap eter en for 
SALESMAN, to represent a jewelry manu- diamond and watc epartment, with 
facturer, with a non-conflicting line; registered —_—, Ss aan, 
fast selling product of wedding rings, N. Y.; please state fu ‘Add “_ mrs ae T3¢ 
engagement rings, diamond rings, tions and references. ress * i, 
mountings, etc.; state territory; strict- care J C-K. 
ly or or basis. Address “V., 570,” ace 
car - — ' 
. Help Wanted Wee tc: sain ae aie ine to te 
SALESMAN, with following in the silver jeweler ; Middle West and New England 
departments, jewelry stores and better territories open; send references with 
grade gift shops, Midwest territory; we WANTED, two A-1l watchmakers; per- application. Address “T., 281,” care 
are manufacturers of sterling silver centage basis only. Address ‘‘T., 1460,” J C-K. 
—eonendl nee F gen a ee liberal care J C-K 
commission and protected territory. Ad- ; Fe : 
dress “B., 596,” care J C-K. WATCHMAKER; must be A . | 
WANTED; A-1 jeweler, who can repair interested in permanent position; five 
ALL territories open; matching pearl en- and set stones. Address “V., 1461,” care — a “4 a ptt ig Kye gh on 
semble consisting of necklace, bracelet, J C-K. Fort Wayne, ae Address “C., 
and earrings in gorgeous plush box, sell 372,” care J C-K. 
to retailer for $3; photos of other sets WATCHMAKER, experienced; Summer : 
to sell from; practically nothing to season, June to September. Sawyer’s ; 
carry; large volume ; pays 10% com- Jewelry Store, Bar Harbor, Maine. DIAMOND ring salesman, with a suc- 
mission. Address “E., 652,” care J C-K. cessful ‘sales record, wanted for the [ 
CHICAGO, Illinois, Indiana territory now va: sowerey “a ee —— Middle Western wer wonderful 
aihatean s i ith foll : order man; location, Buffalo, N. Y. Ad ovpertunity for the right man. H 
tail jewelers "Gepaxtment ‘stores, *‘spe- orntiilliaerdinaeniliendndindnen ad b ; Co., 22 W 48th’ St., 
cialty shops : non-tarnish sterling sil- New Youk Cit 7 ° = 
ver; ee me ee ey, in ease: Paneer oh BIG opportunity for salesman, see — oe i 
correspondence strictly confidential. ? : 
Box 267, Attleboro, Mass. ew er Robbins ad on page | <,LBSMAN wanted, Chicago resident 
). salesman with established following in 
SALESMEN; with established retail - a Sr eae ae ae 
followi ; ia. FIRST class diamond setter in trade shop, piatinum fr ; 
2 ti to —_e —_ priced — year around; references; St. Peters- stores, commission — — 
srecid rings, plain oo 4d a. « emaaeaes Address “L., 517,” care A eens aro am e ine. “os 
wedding rings, as a side line; in- -K. “9 , — 








quiries treated with utmost confi- 
dence. Address “V., 462,” care | JEWELER, on platinum and gold from |. WATCHMAKERS (fully experienced) 


designs, $2.25 per hour; information write in confidence stating age, experi- 
— required - detail. Address “B., 568,” ence, and starting salary desired; se- 





























care J C-K. cure future; pleasant working condi- 
SALESMAN, wanted to carry a manu- tions; swell co-workers await the right 
facturer’s line of ladies’ mountings, ? a men. Contact, Ed Freed, care Albert’s 
wedding ring sets, etc., in gold and ASSISTANT to manager in credit jewelry Jewelers, Elmira, N. Y. 
platinum to the wholesalers and chain store, en Ohio; in wir orig —_— 
stores; territo rj » age and reference; confidential. - . : : 
tablished trade. an serg : nine. dress “F., 635,” care J C-K. MANCT A Ph aap orga —_ 
sion basis. Address “P., 618,” care established following among w - 
J- C-K. ‘ : salers and large credit jewelers on the 
REPAIR man, capable of doing light Pacific Coast, wanted for nationally 
jewelry, watch and clock repairing in known line of platinum and gold ring 
SALESMEN, with established follow- fine small city in New York State. mountings, watch cases and watch at- 
ing among better rctailers, for New Please address “C., 508," care J C-K. tachments. Address “V., 653,” care 
England -K. 
Dixie lin -_ — oor oes =i ” COMBINATION jeweler, stone setter and 
a So oe engraver for 100 year old firm; steady ESTABLISHED ring manufacturer needs 
acceptable; interesting straight employment. R. C. Green’s Son, Potts- two good salesmen to cover South and 
commission; state full particulars in ville, Penna. Pacific Coast areas calling exclusively 


on wholesalers and larger chains; no 
objection to side lines; give full details 





first letter. Address “C., 597,” care vinicacsntnipedicibagion 











-K. AGGRESSIVE jewelry store salesman; . : _ 

an must be Pleasant; give age, reference | iM first. letter | all replies confidential: 
RONSON lighters with emblems; side line ie te a ee oe ae “B., 544,” care J C-K. 

salesmen wanted to carry this new, , valareiinnd —_— 
fast-moving, exclusive line, to retail STONE salesman: exceptional opportu- 
jewelers; many good territories still STONE engraver, for encrusting on preci- nity to represent in New York area, a 
open ; will only consider top men carry- ous and semi-precious stones; good well established Providence importing 
ing top lines and well established; give salary, steady work for experienced firm specializing in Austrian machine 
all details and your territory first letter. man. Harry Braunfeld, 108 Fulton St., cuts, ete., experienced with following 
Address “N., 646,” care J C-K. New York City. amongst manufacturing jewelers pre- 








ferred; details and references confiden- 


FOUR salesmen to represent one of the tial. Address “F., 556,” care J C-K. 











aameat importers of cultured pearls; ge be aw ame. a man 

selling direct to jewel and 4d - , store; good op- ; ; . 
cumt” wewan : iietar 6g 0 portunity ; permanent; state salary and SALES manager; live wire with chain 
most unique merchandising plan: give previous experience. Klausner, 428 store installment selling experience; 
all details in first letter which will be Knickerbocker Ave., Brooklyn, N. Y. must be capable and conscientious; to 
kept in strictest confidence. Address such a man we offer an opportunity to 
“M., 584,” care J C-K. atin : ; earn better than $10,000 a year with 
at TEWELRY jenlesman, to call ov retail | het the Souths larget credit Jowely 
; ses; Slive stores located in New Orleans, Louisi- 

NATIONALLY known manufacturer of plated, sterling hollowware; some terri- ana. Address “V., 590,” care J C-K. 





fast selling 14K charm bracelets tories wy a: commission basis. Ad- 
and discs, at prices to meet all com- - a ee ee. 
petition, desires salesmen with large WATCHMAKER: 


MANUFACTURER, expanding, is looking 
rine for a jeweler with knowledge of plat- 
experienced ; ideal inum and gold work, also able, if an 




















following among retail jewelers and working conditions in Central Florida; opportunity is given, to take charge of 

department stores over various terri- | must a ee Ne eagpenrnigg nnd —- yore semgaae J -—* experience, age, a 

Sane . ° ings; permanent; state age, experience amily man, where in the past em- 
Addon’ oe particulars in first letter. salary expected in first letter. Address ployed and any other information of 
ddress “N., 520.”’ care J C-K. “H., 640.” care J C-K. | interest. Address “J., 569,” care J C-K. 
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with a non-conflicting line, 

a eent a manufacturer of stone 
set rings; must have experience and 
following in the open territories; one 
_-Ohio, Michigan, Indiana, Illinois; two 
Texas and adjacent ; good opportunity 
with a top line ; state full particulars. 
Adaress “C., 61,” care J C-K. 


i a 


JEWELRY salesman, for fine store in 
Tennessee, Who can assist in window 
decorating; prefer young man with at 
least some experience in selling dia- 
monds and watches; position perma- 
nent with good chance for advancement ; 
state salary expected and qualifications. 
Address “F., 376,” care J C-K. 


—_—_—_—_—_——_—eESCoIee es 


SALESMAN wanted who travels Virginia 
to Florida, inclusive, who wants a non- 
conflicting line, on commission basis; 
this is an established line of sterling 
silver jewelry and novelties, selling to 
first class retail jewelry stores; please 
give references. Address “M., 609,” 
care J C-K. 











SALESMAN wanted, to carry estab- 
lished manufacturer’s well known 
line of watch attachments; must 
have following amongst wholesale 
material houses and chain jewelers 
in the Midwest and Southern terri- 
tories. Address “A., 627,” care 
J C-K. 





OLD established diamond ring house has 
two territories open for salesmen with 
established following: no _ aspirants; 
liberal drawing account against com- 
missions; liberal commissions; New 
England, and Midwest territories open; 
our men know of this ad: all informa- 
tion kept in strict confidence. Address 
“K., 643,” eare J C-K. 


——_———_—_ 


MIDWESTERN salesman, for Denver and 
surrounding territories, to represent a 
manufacturer of platinum and gold 
diamond engagement sets, wedding 
rings, and watches mounted in gold and 
platinum; non-conflicting line accept- 
able; excellent opportunity for con- 
—— man. Address “C., 575,’ care 
J C-K. 














WANTED; experienced jewelry man who 
knows jewelry business from A to Z; 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising, credit and business 
promotion; no other man need apply; 
position open in North Carolina, with 
permanent position for the right man. 
Address “H., 198,” care J C-K. 





SALESMAN to represent well known 
distributor of nationally advertised 
flatware, clocks, electrical appli- 
ances, jewelry, watches, and other 
lines in Eastern Shore, Virginia, 
West Virginia, North Carolina and 
South Carolina; drawing account 
against commission; answer giving 
experience. Address “F., 513,” care 


J C-K. 


SALESMAN, accustomed to big earnings, 
with currently active retail following 
in Florida, Georgia, Alabama, North 
Carolina, South Carolina, Tennessee, 
Mississippi, Louisiana ; nationally known 
manufacturers of 10K, 14K ladies’ and 
gent's rings, ladies’ diamond bridal sets, 
wedding and stone rings, initial rings; 
exclusive representation in your pro- 
tected territory; existing accounts will 
be turned over: detailed replies held 
el. Address “G., 578,” care 





(eres 


MANAGER wanted for fine credit 
jewelry store in southern New York 
State, town of 20,000; swell oppor- 
tunity ; secure future for right man; 
must be thoroughly experienced; 
write in confidence at once stating 
starting salary desired and full em- 
ployment record to E. Freed, care 
of Alpert’s, 111 East Water St., 
Elmira, N. Y., 


a 








WE have good openings for two experi- 
enced, aggressive watch salesmen, one 
in the Midwest and one on the Pacific 
Coast; these men must be willing to 
travel and have proven ability in do- 
ing business with authorized whole- 
salers and retail jewelers in these ter- 
ritories; remuneration will be based on 
a liberal drawing account against com- 
missions; please send complete resumé 
of your business experience by letter. 
Address reply, which will be held strict- 
ly confidential to, H. R. Williams, Vice- 
President, Waltham Watch Co., Walt- 
ham 54, “The Watch City,” Mass. 





WE are old established manufacturers 
selling direct to the retailer; we want 
a live-wire salesman to sell our many 
active accounts in the States of 
Texas, Oklahoma, Louisiana, and 
Kansas; complete line of gold and 
gold-filled jewelry and gold stone 
and initial rings for men, women, 
and children; no objection to one 
non-conflicting side line; reply held 
confidential. Bojar Co., 107 Stew- 
art St., Providence, R. I. 





SALESMAN, for Ohio, Kentucky and 
possibly West Virginia; we manufac- 
ture a popular priced and extensive line 
of sterling silver hollowware: we have 
many established customers in the ter- 
ritory among =jewelers, department 
stores, and wholesalers: we are seek- 
ing a man who has been making this 
territory and knows the buyers, and 
can give us good coverage; we have no 
objection to the salesman carrying an- 
other line, non-conflicting, and going 
to the same buyers. Furnish complete 
details as to background and experi- 
ence to, ““W., 525,” care J C-K. 





SALESMAN; terrific opportunity to 
earn $15,000; must have experience 
selling to retail jewelers in Illinois 
and Indiana, to carry complete line 
of stone rings, bridal sets and wed- 
ding rings of a well known, long 
established firm with over 300 ac- 
tive accounts in territory; liberal 
drawing against commission; give 
complete details in first letter; con- 
— Address “T., 615,” care 





OUTSTANDING opportunity, large 
earnings, national manufacturer 
promotional item having volume po- 
tential among jewelry chains and 
independents, desires aggressive 
salesman with following in territory 
to carry with present lines; commis- 
sion basis; several lucrative exclu- 
sive territories open; ours is an out- 
standing opportunity for large earn- 
ings. Write complete details, in con- 
fidence to H. B. Falconer, General 
Sales Manager, Suite 1110-12 ICT 
Building, Dallas, Texas. 





SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 


“H.. 1737.” care J C-K. 





For Sale 


Stores, Stecks and Businesses 








ESTABLISHED jewelry store in Phoenix, 
Arizona, with or without stock; good 
lease, fixtures and lighting. Bertram’s, 
29 W. Monroe, Phoenix, Ariz. 





FOR SALE; jewelry store in the heart 
of Miami, Fla.; plenty watch repairs; 
$10,000 will handle; no brokers. Ad- 
dress “E., 532,” care J C-K. 





SMALL, modern jewelry store ; good shop- 
ping center; suburb Southern city ; ideal 
for watchmaker; $6,500 cash. Address 
“S., 622,” care J C-K. 





COMPLETE setup for watchmaker-jewel- 
er; heart of San Francisco; established 
three years; low rent. Inquire, Mr. F., 
128 Ellis St. 





JEWELRY store, fully equipped shop; 
excellent location center of town; fine 
stock and fixtures; sell lock, stock and 
barrel. Address “D., 352,” care J C-K. 





ONLY jewelry store and gift shop; live 
Iowa town of 2000; plenty repair work ; 
fine business, wants to retire; will sell 
or rent buildings. Address “J., 601,” 
care J C-K 





FOR SALE; watch and clock shop, es- 
tablished 23 years; repairs $600 month ; 
full price, $3,000; heart of Los Angeles, 
Calif.; retiring. Address “K., 602,” care 
J C-K. 





OLD established (over 20 years) chain 
of our installment jewelry stores in 
large cities; good money makers; own- 
er retiring. Address “P., 586,” care 
J 





JEWELRY and costume jewelry store, 
Queens, N. Y.; excellent location; mod- 
erate rental; established 10 years; sales 
increased 15% ’53 over ’52; $10,000 com- 
plete. Address “F., 533,” care J C-K. 





CREDIT jewelry store in Wichita, Kan., 
established 14 years; clean stock, na- 
tional brands; will take approximately 
$100,000 to handle. Address Jos. Kantor, 
116 East Douglas. 





SUBURBAN Dallas jewelry store, top 
location in best shopping village around 
Dallas; doing good business; good rea- 
son for selling; $15,000 cash. Address 
“G., 539,” care J C-K. 





WHOLESALE watch crystals and gold 
stamping business, in Philadelphia, es- 
tablished 25 years; jewelry and mate- 
rials can be added; excellent opportu- 
nity; sell because partners disagree. 
Address “A., 506,” care J C-K. 





GREENSBORO, N. C., jewelry store, loca- 
tion 30 years, modern store front, ex- 
cellent lease includes store fixtures; 
will sell with or without inventory; op- 
portunity of a lifetime for the right 
party. Address “T., 523,” care J C-K. 


JEWELRY store in heart of California 
fruit industry; one other store in town 
of 6000; next to bank; lease on build- 
ing at $65 month; records open for in- 
spection: approximately $18,000. Ad- 
dress “B., 509,” care J C-K. 


HARTSVILLE, S. C., leading credit jewel- 
ry store, air-conditioned, recently re- 
modeled, excellent lease, low rent; most 
progressive high payroll town in South 
Carolina: terms to _ suit responsible 
party. Address “V., 524,” care J C-K. 











FOR SALE: modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health: city of about 40,000, in 
Ohio. Address “J., 2436,’’ care J C-K. 





PHILADELPHIA wholesale diamond 
watch and jewelry business, 42 years 
on Sansom Street; owner ready to 
retire; opportunity to buy a real 
money maker. Address “J., 642,” 
care J C-K. 


(Continued on page 204) 
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For Sale—Continued 





ESTABLISHED jewelry store, repair 
business and living quarters, in fastest 
trowing city in California; home of the 
new 50 Million Dollar Ford plant; ap- 
proximately $50,000 includes store and 
real estate. Doud and Co., 1285 The 
Alameda, San Jose, Calif. 





CREDIT jewelry, 18 years same loca- 
tion; five years remaining on pres- 
ent lease; 100% block on main 
street in coastal town close to Los 
Angeles; good volume, clean inven- 
tory; owner ill, must sell. Address 
“J., 559,” care J C-K. 








FOR SALE, in Southern California, oldest 
established jewelry store in city, 100% 
block, right side of street, good cash 
and installment selling store, 40,000 
population; total cash intake for year 
1953, $108,000; excellent opportunity 
for individual or chain owner. Address 
“D., 546,” care J C-K. 


CENTRAL Illinois jewelry store, best 
location in the city; doing a fine volume 
of business in a beautiful modern store; 
would be willing to sell only the fixtures 
and improvements, if fair price would 
be given for a modern store; if inter- 
ested contact:us at Sigmund Sorg, 413 
South Main St., Elkhart, Ind. 








EXCELLENT opportunity for watch- 
maker to take over established jewelry 
store, A-1 location, thriving town Cali- 
fornia’s San Joaquin Valley; only $3,500 
to handle with terms to responsible 
party; low rent; good lease; wonderful 
year-round climate near Sierras, with 
fine hunting and fishing. Address “P.. 
521," care J C-K. 





SACRIFICE; low investment: big profit 


credit jewelry store in Tampa, Fla., 
75% location; low rent; new flashy 


front; spectacular exterior signs; mod- 
ern interior and lighting; new air-con- 
ditioning ; possibilities unlimited; (pop- 
ulation 250,000); sell with or without 


inventory; act promptly: owner ill; 
write for details. Address “B., 528,” 
care J C-K. 


For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





COMPLETE modern jewelry fixtures, floor 
show cases, wall cases, safes, vault, 
steel shelvings; Mid-town Manhattan. 
Address “A., 621,” care J C-K. 





WATCH repairing outfit, three years old, 
including material: cost $1,600; will 
take half price; itemized list on re- 
quest. Address “Y., 526,”’ care J C-K. 








ENGLISH ships chronometer by Brock- 
2 


banks & Atkins, 921 perfect condition ; 
government loaned during war. Mrs. S. 
Williamson, 88 Little Nahant Rd., 
Nahant, Mass. 








WANTED to sell, one, 18 size hunting 
case, gold chronograph repeater with 
month date indicators, 22 jewel Swiss: 
additional information on request. Route 
1, Box 164, Lynnhaven, Va. 





LEIMAN Brothers; one H.P. 220 volts, 
60 cycle machine for rolling sheets and 
wire of precious metals, each section 
operated individually by clutch; over- 
all dimensions 4’ x 3’ x 2’: sacrifice 
price. L. Pearlin & Sons, 81 Church St., 
New Haven, Conn. 





204 




















Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 











SEE page 177, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., Howell, 
Mich. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G,. Levy, 
5200 Blackstone Avenue, Chicago 
15. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay your higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 











CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar, 
write, wire or phone, R. A. Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone 5-0660. 





AUCTIONEER; 8 successful sales con- 
ducted in 1953; firm names fur- 
nished on request; all correspon- 
dence strictly confidential, Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 








MANUFACTURER of high grade jewelry 
and special order work, established many 
vears in Southwest State, desires a 
partner or will sell outright; a partner 
must have knowledge of manufacturing 
jewelry: give full details and informa- 
tion as to ability and age. Address “H.., 
558,’ care J C-K. 





NEED cash; want to retire; reduce 
stock; our proven method of con- 
ducting a flat sale or auction has 
always proven successful and profit- 
able; we have letters from satisfied 
jewelers to that effect. For immedi- 
ate action contact. Harry Schechter 
Sales Service, 2 W. 47th St., New 
York City 36, N. Y. 


MATERIAL business, wholesale jewelry, 
established, good Los Angeles location, 
has growth opportunities but needs as- 
sociate with solid business ability; $12,- 
000 secures one-third interest, $18,000 
one-half interest, or will sell every- 
thing, including good will, for $36,000; 
we'll send full details. Address “D., 
630,” care J C-K. 


V. C. KELLEY, Auctioneer; we did it 
again: just sold out Hugh Connelly & 
Son, Detroit, Michigan; inventory over 
$100,000; a sell-out to the bare walls 
including lease and fixtures; if you 
want the best auction service and top 
dollar for your stock, write or wire me 
today and I pledge you a most suc- 
cessful sale. V. C. Kelley, 7322 N. 
Ridge Ave., Chicago 45, T11. 














| 





} 
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SAN FRANCISCO; on account of imi- 
nent retirement of partner, a ha 
interest in first class established jey. 
eiry business is offered; store |p. 
cated in best shopping centre dowp. 
town San Francisco; only fine jew. 
elry and watches carried, and an 
exclusive watch repair department. 
substantial capital required. Aq. 


dress “*N., 585,” care J C-K. 








———— 


WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auc. 
tion sale for you and finance any 
necessary funds needed for a sye. 
cessful sale; our long record in con. 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Scranton Ave., Lynbrook, N, Yy, 
Tel.: Lynbrook 3-8044. 





IMMEDIATE ceash _§ for diamonds, 
watches (new or used), antique 
pieces, or anything of value; plati- 
num and old gold at market prices, 
sterling silver, new or used; we have 
unlimited cash for this purpose; 
write, wire or call at our expense; 
references: Jewelers Board of 
Trade; shipments held for your ap- 
proval of payment; since 1919, 
Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390, 











WANT to sell out, raise cash, reduce 
stock, etce.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York... Telephones 
Plaza 8-2110-2111. 





AUCTION sale wanted in Summer resort; 
if you operate an established jewelry 
store in a Summer resort town, we can 
reduce unwanted stock, gain new cus- 
tomers and make substantial profits for 
vou by conducting an ethical auction 
sale; if you prefer, we will buy your 
store complete; we can offer highest 
references ; we have done it before and 
“we can do it again. Alvin Freemount, 
Auctioneer & Appraiser, 9 S. Pennsy!- 
vania Ave., Atlantic City, N. J. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 





—_ 


DO vou need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales’ Enter- 
prises, 580 Fifth Ave.. New York 

19, N. Y. Te'ephone Pl. 7-4693: 

See page 161 for additional details. 
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Wanted to Purchase 














~TNANCIALLY responsible, experienced 

Fhe maker. wishes to purchase store in 
Middle West or Rocky Mountain States. 
Address “B., 628,” care J C-K. 











——— 
_ 


CASH for used watchmakers’ and jewel- 
‘ers’ tools, lathes, cleaning machines, 
staking tools, etc. . P. Gallien, 220 
w. Fifth St., Los Angeles 13, Calif. 


CASH for watches, movements, solid gold 
“eases, watchmakers _lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, Ill. 





—_— 


WANTED; jewelry store in small, fast 
growing Southern community; must be 
established: state full particulars; re- 
plies confidential. Address “R., 79," 
eare J C-K. 





——— 


CASH; highest prices paid for watches, 
rings, bands, costume and men’s jewel- 
rv: check sent at once, shipment held 
intact for approval. Thompson Jewelry 
Co.. 114 W. Main St., Blytheville, Ark. 





WANTED; interested in buying cash jew- 
elry store (not repair shop) with estab- 
lished reputation; will pay highest pos- 
sible price: prefer Northeastern United 
States; replies confidential. Address “E., 
599,” care J C-K. 


———————= 


STERLING silver flatware, any quan- 
tity, any pattern, any brand; also, 
all standard brand watches, surplus 
diamonds and diamond jewelry; 
eashier’s check by return mail, or 
estimate; references: Houston Na- 
tional Bank or any mercantile 
agency. Jack Greene, 405 Main St., 
Houston, Texas. 





WE pay cash; send us your surplus jew- 
elry stock; we will pay the highest pos- 
sible cash dollar for diamonds, watches, 
silverware, scrap gold, or any other 
jewelry ; acknowledgment of your ship- 
ment same day by phone; our check 
to you within 24 hours. R. A. Zanone 
Co., 81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. References Union Plant- 
ers Bank, Memphis, Tenn. 





CASH $ Cash $ Cash $3; watches and 
diamonds wanted; any quantity, all 
brands; highest cash prices paid; 
we also buy surplus jewelry, rings 
and diamond jewelry, diamond 
rings, etc.; correspondence invited ; 
references: The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bldg., Honston, 


Texas. 


eee 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem- 
ming and hawing; wire or write 
your proposition or call.  Ref.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Manufacturers Trust 
Co., N. Y. Frank Pollak & Sons, 
since 1905, 72 Bowery, New York, 
N. Y. Phone Canal 6-2854. 
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CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s, 
Dept. K., 108 Beale Ave., Memphis, 


Tenn. 








Watch Work, etc., for 
the Trade 








ONE week’s service; expert watch repair- 
ing; accurate Watchmaster timing: rea- 
sonable prices. Miller’s Jewelry Store, 
25 E. Main St., Bloomsburg, Pa. 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





A FINE watch repair service for the 
better stores; complete satisfaction 
assured. Birk’s, 25 E. Washington 
St., Chicago 2. Ill. FR 2-1612. 





ONE week’s service; one year guaranty; 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
en 48 W. 48th St., New York 36, 





BOSTON, Mass.; expert and guaranteed 
watch repairing: prompt service; prices 
on request; mail orders invited. David 
Migdal & Co., 109-B Summer St., Tel. 
Hu 2-9547. 








WATCHES repaired at lowest national 
prices; special prices to importers, 
jobbers; 48 hour service, Watch- 
master tested; prices on request. 
Keswick Repair Service, 253 Kes- 
wick Ave., Glenside, Penna. 





FAST, dependable, economical watch re- 
pairing ; free pickup and delivery service 
50 mile radius New York City; insured 
shop. Edward Jerome, 168-08 90th Ave., 
Jamaica 33, N. Y. Tel. Axtel 7-4916. 











SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





TWENTY-FIVE years’ experience in 
fine watch repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service; price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 











COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





CERTIFIED Master watchmaker; su- 
pervising eight competent watch- 
makers; South’s most reliable trade 
watch shop; quality work; Watch- 
master timed, cases polished; all 
work guaranteed, reasonable prices ; 
one week’s service. U.S. Watch Co., 
105 So. Court, Dept. B, Memphis, 


Tenn. 











Special Order Work and 
Repairs for the Trade 








PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 








SPECIALIZED clock wheel and pinion 
cutting; send sample or specifications ; 
estimates furnished on request; prompt 
service and guaranteed work. Jenkins 
Jewelers, Box 869, Charlottesville, Va. 








CASH finding or platinum rings as- 
sembled, polished, set, engraved and 
rhodium plated on premises for the 
trade only; prompt service guaran- 
teed; Holmes protection. F. & L. 
Jewelry Co., 56 W. 45th St.. New 
York 46, N. Y. 








MASTER goldsmith; finest quality rings, 
jewelry, diamond bracelets, etc., hand- 
made to special order: prices and 
sketches free on request. Baxter’s, Inc., 
323 Pollock St., New Bern, N. C. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 








To Let 








NORTH light office: opportunity for job- 
ber diamond watches. Phone Judson 
2-2836 New York City. 





SUBLET office space, very desirable loca- 
tion, good light jewelry or kindred trade 
or agency, 3 Maiden Lane, New York; 
rent moderate. Address “A., 634," care 
J C-K. 








FORTY-SIXTH St., 48 West; loft with 
North light suitable for jeweler with 
light manufacturing; 1200 sq. ft., ele- 
vator; reasonable rent. Pl. 7-6210, New 
York. 





Miscellaneous 








JEWELRY factories moved, and set up 
complete. Mike Krasilovsky, 426 La- 
fayette Ave., Brooklyn. ST. 3-1918. 








WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 


tt 





NEW: “Bench Practices for Watch Re- 
pairers,” by Henry Fried; watch- 
makers most valuable and practical aid 
in specialized watch repairing; many, 
illustrations; only $4.95 plus 10¢ post- 
age. Order now from Roberts Pub- 
lishing Co., Mech. Dept., P. O. Box 
7127, Capitol Hill Station, Denver 6, 


Colo. 





FOR May, 1954 
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KNOWLEDGE 
IS % 
POWER 









Every jeweler will find profit-making power in 
the knowledge of terms and terminology of the 


jewelry trade which are authoritatively explained in this book. 


THE JEWELERS’ 


It contains an invaluable wealth of information essential to 


Jewelers, Watchmakers, Gemologists, and all others seeking DICTIONARY 
information pertinent to the Jewelry and allied industries. 

265 pages jammed with authoritative, factual information. $ 00 

More than 4500 word-and-term definitions, many of them ‘. ss Sane 

clearly illustrated. Complete comparative table of Interna- 

tional ring sizes. Eight full-page plates illustrating over 125 Hard Cover Bound in Rich 
varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Gold 
ware. A table listing American Watch sizes and enlarged views Stamping 


of Watch parts PLUS a trilingual vocabulary of horological 
terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of 


Birthstones. 





ORDER 


AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 





. 
the American Museum of Natural History TH ‘ E 
Director of ‘ 100 E, 42nd St., 
Bowman Technical School ' New York 17, N. Y. 
C. M. Hoke | 
Consulting Chemist Please send me a copy of the revised JEWELERS’ 
Jewelers’ Technical Advice Co. 
Joseph D. Little | DICTIONARY. Enclosed find $6.00 | 
Authority on antique silver, both sterling and t 
Sheffield as well as modern plate and sterling. Check ...........cee0e. is enclosed 
! 
A limited quantity ; Money order ........... is enclosed : 
© , ! 
available ! : 
> NS on 6 & de bone wane OO ORE EE ck EST eeeS 1% ; 
Check or money order must ! 
accompany all orders. ee a ee we | 
' 
' 
DO NOT SEND CASH _ prvveer. P. O. Zone No......... a ee : 
' 
' 
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“The Washington Story,” in our April issue, focused 
upon an ugly part of our industry picture—trade diver- 
sion and price cutting. 

In Washington, price cutting shows up at its unin- 
hibited extreme; a full-toned rendering of the worst 
part of the retail picture as it exists to some degree all 
over the country today. 

Now who caused all this? 

Who spoiled the sweet picture of the jewelry business 
as we had known it for years? 

Human nature being what it always will be, most of 
us, when we get a rude jolt, look around for somebody 
else to blame. We never saw anyone fall on the ice who 
didn’t immediately turn his skates up and look at the 
blades. There must be something wrong with the blades 
—it couldn't be us. 

It certainly isn’t our place here to point out what’s 
wrong with the retailers in connection with price cut- 
ting. Everyone of us knows our own particular short- 
comings and the extent to which each of us has con- 
tributed to the present situation, by omission or com- 
mission. For example, a little thing—but who knows 
how littk—merchants in general are traditiona!ly pur- 
chasers at discount, exchange the privilege with other 
merchants. Also, to obtain services for which they might 
otherwise have to pay cash, they frequently extend dis- 
counts to policemen, politicians and such. We mention 
these trivial practices only to point out that there are 
many little things, each in itself “minor” which through 
the years may have contributed to our present “major” 
problem. It is because of these many factors that the 
problem is a complicated one. 


Smallpox ...and Industry Cancer 


It is because of this complexity that no one corrective 
move is going to cure the trouble. Smallpox, typhoid, 
tuberculosis, each of the scourges of the human race 
which were eventually controlled, required the devotion 
of many men, each contributing some few things toward 
the eradication of these mass killers. All in our business 
are now engaged in a fight against an industry cancer 
—price-cutting. 

We will have to risk many painful and costly sacrifices 
if we are to eliminate it. 

As to the things each retailer should do, no outsider 
could say. But every merchant either is conscious of 
them or should determine them for himself—by a thor- 
ough study of his business policies and practices. 


The Manufacturer's Position 


Now let us look at the manufacturers’ position. Let 
us simplify it. Let us oversimplify it for better under- 
standing. 

In the first place, the manufacturer makes his profit 
at the shipping platform of his factory. He can’t make 
any more or less on a particular piece of merchandise 
beyond that point; regardless of what the consumer 
pays for it. 
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The quantity of merchandise he moves over that ship. 
ping platform determines his competitive position and 
his profits. 

In order to ship more, more often, he invests big 
sums to increase the speed with which that merchandise 
moves through his retail outlets. 

This process has over the years developed a system 
of distribution in the jewelry trade that has made re. 
tailers and suppliers rich. While doing so, it has built 
up a physical retail plant (stores in every town) that is 
the finest and most costly in existence. This expensive 
retail plant (your stores) cannot be adapted to selling 
hardware—or dresses. At the same time, the manu- 
facturer of jewelry store items cannot find another com- 
parable system of “show case” outlets elsewhere in this 
country. 

The manufacturers know this and that is why they 
are concerned with the health of the present system of 
retail jewelry stores—and why, we believe, more of our 
manufacturers will be taking more active and effective 
steps to correct destructive price-cutting of their goods; 
in and outside of our industry.—And, why more and 
more retailers will reciprocate with greater support and 
sales of the products of such suppliers. 

Those manufacturers who do this should benefit in 
direct ratio and direct order to the speed and effective- 
ness of their corrective efforts. For the jeweler is still 
the best equipped personally and storewise, to sell dia- 
monds, watches, silverware, and a host of related items. 

Now, we realize that we have exposed ourselves here 
to the criticism that we have oversimplified the problem. 

Perhaps.—But is that a mistake? 


The Consumer Will Decide the Issue 


Is it a mistake to believe that the American public 
prefers to buy jewelry store items in a jewelry store 
rather than in a discount house with its hub-bub, bare 
floors, cheap fixtures, uninformed clerks, cash and carry, 
bare-carton packages? 

Is it oversimplification to say that the manufacturer 
can distinguish between the values offered to him by 
these two different types of outlets? 

Is it oversimplification to study a problem on the 
basis of the fundamental needs of the parties involved, 
rather than prolong the bickering and finger-pointing 
that has only confused the issue? 

Is it oversimplification to say that the manufacturer, 
the wholesaler and the jeweler, recognizing the essen- 
tiality of one to each other should, from here in, be 
more understanding, sympathetic, co-operative—and as 
a result, more valuable to each other? 

In our opinion, they will be—because they must be. 


Meese A Kee. 


Editor 
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OU’RE thinking BIG when you consider the selling 
fn among families with $6,000 or less yearly 
incomes. They make up 81.9% of the market, and 3 
out of every four of these families buy si/verplate (rather 
than sterling)! 















You're thinking BIG when you decide to sell these 
people /847 Rogers Bros., the biggest-demand silverplate 
line of all. Use the new “1847” advertising sales-getter: 
“WHY BE SILVER SHY?” 
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The top-quality line with the top-profit margin 
Product of The International Silver Company 


1847" PROFITMAKER 
OF THE MONTH! 


52-piece service for eight. Here's 
the easiest-to-sell set of silver in 48 
states! Mahogany chest holds 8 
knives, 8 forks, 16 teaspoons, 8 
soup spoons, 8 salad forks, 2 table- 
spoons, | butter knife, | sugar 
spoon. In customer’s choice of 6 
pattern favorites, only $79.75 retail. 





Tune in and tie in: 1847 Rogers Bros. hit television show—“My Favorite Husband,” selling for you over CBS-TV stations! 
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| welcome ‘at 


“Silver Tower” 
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We hope you will visit us soon— 

and often—in the new New York offices of 

Oneida Ltd., atop the just completed all-metal 


building at 99 Park Avenue. 


The “Silver Tower” is a long way from the 
peaceful valleys of upstate New York, site of 
Oneida’s historic beginning 106 years ago. But 
in another sense, our new office is just the most 
recent step in a growth that has reflected the free 
choice of American customers—yours and ours. 


The more than 40 trademarked lines of silver- 
ware produced by the silver craftsmen of Oneida 
are known and loved by families everywhere. 
Names like Community* Silverplate, Heirloom* 


Sterling, 1881 (rR) Rogers (k)* Silverplate, and 


many others have become part of the American 
scene because they have represented the finest 
work of talented artisans. The early standards 
of quality which have become traditional with 
Oneida employees—who today number nearly 
4000—have been Oneida’s greatest asset. 


We at Oneida value the standards and the 
special spirit which mark the Oneida “family.” 
And we value, too, the help and encouragement 
we have always enjoyed from our friends in the 
jewelry industry. 

That is why we are looking forward to seeing 
you at “Silver Tower,” our new office in New 
York City. The door will always be open there— 
and you will always be welcome. 


ONEIDA LYTD. 


Five plants in England, Canada, and the United States, *TRADEMARKS OF ONEIDA LTD., ONEI 


with general headquarters at Oneida, New York 





